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9I. INTRODUCTION
I. INTRODUCTION 
1 (RE)NEGOTIATIONS OF EARLY POSTWAR CONSUMPTION
Form 1937 to 1941, the Japanese national mobilisation campaigns released a prohibition of luxury 
consumption in an effort to mobilise the war efforts and restrain consumer goods with the slogan 
“Luxury is the enemy”, which was highly debated in public and everyday life. In the immediate post-
war, the notion of luxury ceased to be, as if social inequalities suddenly had ended with the instalment 
of a democratic consumer’s republic, where freedom of choice and social equality resulted in the 
emergence of a middle class society, and consumers became the agents of social and cultural power. 
As I began researching on the continuities of luxury and consumption in the early postwar, I was 
confronted with the comment that, because there were no goods in the early postwar, I could only re-
search poverty. However, poverty only exists as a relation to wealth, and luxury as a historical process 
also only emerges out of the notion of scarcity. This is the reason why this thesis will focus on the so-
ciocultural dynamics of consumption, which evolved precisely because the early postwar is remem-
bered as a time of general poverty. It seeks the question where and how distinction was articulated 
LQDSRVWZDUGLYLGHGVRFLHW\EHIRUH-DSDQHVHFRQVXPHUVJDLQHGDFFHVVWRJRRGVDQGLGHQWL¿HGZLWK
the “middle mass society”. It also seeks the actors which produced the discourses that not only cre-
DWHGLGHQWL¿FDWLRQSURFHVVHVEXWDOVRWKHSUDFWLFHVRI³ULJKW´DQG³ZURQJ´FRQVXPSWLRQWKURXJKWKH
contestation, negation and appropriation of luxury as a symbol for the social formation of hegemony 
and marginality in discourses on consumption. 
7KHHQGRIWKH$VLDQ3DFL¿F:DULQSURYLGHGDGUDPDWLFFKDQJHLQWKHKLVWRU\RI-DSDQDQG
KDVDOZD\VEHHQUHJDUGHGDVDGLI¿FXOWSHULRGRIFKDQJHLQ-DSDQHVHFXOWXUH7KHGHIHDWLQYROYHGD
serious identity crisis on all levels of society and shaped the understanding of Japanese culture. In 
Japanese time periodisation, the postwar starts with the year 1945 as a discontinuation with the pre-
war and wartime, and is continued even until now, as a time of “post-postwar” (Komori/Narita 2009: 
5). Nonetheless, the “early” period is often omitted in historical analyses, because the Economic 
:KLWH3DSHURISXWDQRI¿FLDOHQGWRWKHSRVWZDURQO\WHQ\HDUVDIWHUWKHGHIHDW$FFRUGLQJO\
the accounts of “the early postwar” often refer only to the American Occupation period from 1945 to 
1952, and position the Korean War in 1953 as the beginning of a new modernity, in which the “early 
postwar” quickly ceased to be with the rise of economic stability, the recovery of prewar consumption 
levels, and the dawn of a “middle mass consumer society” in 1955, which has lasted as a mythical 
social system until the 1990s. Thus, it might be more appropriate to see the phase of the early post-
war as a part of the “transwar” history between the 1930s and the 1960s. With regard to the transwar, 
this thesis  will be analysing the “early postwar” as a dynamics that has highly shaped the context of 
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continuities and discontinuities of the period labelled with the mind-set of “chaos” or “confusion” 
(konran)  after 1945. The discourses clearly end with 1959 and the advent of the so-called “consumer 
revolution”, when the “citizen consumer” became a part of the political logic, in order to build and 
maintain social order (Garon 2006: 189). This thesis mainly centres on the concept of early postwar, 
as negotium: a space of freedom between the consumption of the economic miracle and the develop-
PHQWRILQGLYLGXDOVXEMHFWLYLW\LQYDULRXVSROLWLFDOVRFLDODQGFXOWXUDOFRQWH[WV7KHnegotium here 
is meant as a temporal and spatial realm of consumption where these desires, due to the scarcity of 
goods, open up new spaces where structures are debated, produced, adopted and negotiated, because 
hegemony is not articulated yet.1
7KHPXFKDQWLFLSDWHGFRQVXPHUVRFLHW\RIWKHSRVWSRVWZDUFDQQRWEHGHWHFWHGDVDVWDEOHLGHQWL¿-
cation process before 1960. For many scholars, the early postwar, even though a time of both reform 
and small revolutions in sociocultural spaces, is in this regard often depicted as a situation of depriva-
tion and scarcity, or, as a transitional phase towards the recovery and re-establishment of the nation. 
As a result, the early postwar is not only a “postwar” overshadowed by the wartime, the experience 
RISRYHUW\GHIHDWDQG$PHULFDQ2FFXSDWLRQEXWDOVRPRVWO\UHPHPEHUHGDQGUHGH¿QHGDVDGLFKRW-
omising “dark valley” (kurai tanima) in terms of social and cultural practices, a “memory too bitter 
to recall with detachment” (Havens 1978: 6). As a counterpoint, historian John Dower constantly 
reminds scholars that “many of the characteristics and accomplishments of postwar Japan are deeply 
URRWHG>«@LQWKHGDUNYDOOH\RIHDUO\6KǀZD´'RZHU7KH2FFXSDWLRQH[SHULHQFHJUHZ
into the notion of a colonial history, while Japan “was destined to live in the space rather than the time 
of a defeated nation” which had located the country, culture and people “outside history” (Harootu-
nian 2001:719). This dark valley was more than only the root of post-postwar Japanese economy, it 
was the centre of a negotiation of fragile democracy under pressure by an Occupation force, shaped 
between two political ideologies, and isolated and suppressed by the devastating consequences of the 
GHIHDWDQGLQÀDWLRQ
In the wake of this early postwar, prewar Japan’s sociocultural structures that had collapsed 
along with the war regime were not only discredited, but also entirely denied as a form of “devi-
ant modernity”(Gluck 1991: 80), so that new spaces and possibilities could emerge anywhere in the 
ambivalence between “postwar chaos” and “new life energy” (Sakata 1990: 4), before national order 
would be reestablished. The transnational encounter of territorial regimes, Americanisation, capital-
ism, socialist thought, and the reformulation of the Japanese nation-state, led to a clash of world views 
DQGIRUPVRISRZHU,WVLPXOWDQHRXVO\RSHQHGXSQHZVSDFHVRILGHQWL¿FDWLRQWKDWFRXOGEHGHFLGHG
1 7KLVFRQFHSWLVQRWWREHPLVWDNHQIRU%HUQDUG6WLHJOHU¶VGH¿QLWLRQRIWKHnegotium as the calculating economy 
of desires. The negotium here is strongly based on the notion that hegemony has to be negotiated; since the postwar is 
open and has not articulated a form of hegemony yet, the focus lies on this negotiating aspect as a space of agency. For an 
insight into Stiegler’s idea, see Stiegler 2010; Iwasaki 2007.
11
I. INTRODUCTION
ad hoc, and sometimes competed with the implementation of narratives on global ideals and values. 
In addition, social mobility and the accumulation of a yet to be established cultural capital rendered it 
possible to not only overcome, but also challenge, cross and create new socio-political spaces. With 
regard to this, the last publication on “Postwar Japan Studies”, by cultural and media theorists, histo-
ULDQVDQGVRFLRORJLVWVVXFKDV,ZDVDNL0LQRUX8HQR&KL]XNR1DULWD5\ǌLFKLDQGRWKHUVWKHFXOWXUDO
and social impact of these new social formations dissolving old structures and differently adapting 
globality have also witnessed a revival and rethinking in intellectual thought, social research, and 
cultural theory today (Iwasaki et al. 2009).
 This analysis will thus cover an analysis of the discourse on distinctive consumption in the early 
postwar phase as a sociocultural spatialisation, which will be temporarily limited from the rupture by 
the end of the war from 1945 to the “consumer revolution” at the beginning of the economic miracle 
of 1959. This period implies that many continuities of prewar social order still preexisted in intellec-
tual thought or everyday life, but the new spatial setting, in which the Japanese people found them-
selves after the devastating war, was also a challenging phase. Even though there was no broad and 
implemented consumer culture after the wartime and defeat in the 1940s, because every cultural and 
VRFLDOVSDFHKDGWREHUHGH¿QHGDQGWKHVHWRIVRFLDOGLIIHUHQFHVUHVKXIÀHGWKHVKDGDOUHDG\
laid the foundations for a consumer culture based on the producer-friendly policies for electric com-
panies and electrical appliances (Yoshimi 1999). Due to the promotion of consumer restraint from 
the 1930s onwards, the political and economical nurturing of a middle mass in 1957 and the famous 
Ä,QFRPH'RXEOLQJ3ODQ³RIWKH+D\DWR&DELQHWLQZKLFKIDYRXUHGWKHHVWDEOLVKPHQWRIDV\V-
tem built on capitalist consumerism, clearly ended the “early postwar” discourses on consumption 
and paved the way for the “middle mass mood” of the 1960s. 
There are two approaches to this topic of rethinking the early postwar; one is the approach of 
rethinking cultures of consumption, since the history of consumer culture of Japan only marginally 
deals with the early postwar years of “chaos”, regarding it as a transitional phase of emerging struc-
WXUHVRIZKDWZHQRZGH¿QHDVFLWL]HQFRQVXPHUV7KHGHEDWHRQWKHHDUO\SRVWZDUDQGFRQVXPSWLRQ
apart from greatly detailed and indispensable works (John Dower (1999), Andrew Gordon (1993; 
2007), Sheldon Garon (2006), Yoshimi Shun’ya (1999; 2007; 2009), Nakamura et al. (2005)), has 
mostly been neglected in the Euro-American research realm, and most of the research does not focus 
on the marginalised social positions or the cultural analysis on consumption of the “early” postwar. 
Even the latest anthology on The Yakeato GenerationVSHFLDOLVHVLQWKH¿HOGRIDUWOLWHUDWXUHDUFKLWHF-
ture and cultural works in the “times without goods” (mono-no-nai-jidai), and less takes into account 
the social spatialisations and transnational entanglements with which hegemony in social practices 
ZHUHFUHDWHG5RVHQEDXP&ODUHPRQW
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The other approach lies closely connected in the importance of the investigation how extremes 
and cultural antagonists are created and articulated. The central question of this analysis is how the 
dynamics of consumption were created between the extremes of poverty and luxury. Why do luxury 
and distinction matter in a time and space of scarcity?
This question relates to the context how the postwar today is refurbished, since the new transfor-
mations of Japanese society and the global economic and sociocultural crises of the last two years 
have not only confronted the populace with the same questions of how to adapt to and appropriate the 
QHZIRUPVRIJOREDOLVDWLRQ3HRSOH¿QGWKHPVHOYHVLQDODUJHUFRQWH[WRIVRFLDOLQHTXDOLWLHVZKHUH
the renegotiation of poverty and luxury constructs hegemonies at the intersection of polarisations. It 
is not only Japan which faces the crisis: in 2010, after Greece had triggered the European sovereign 
debt crisis and installed strict austerity measures, almost all European states have implemented aus-
WHULW\PHDVXUHVWRDYRLGLQÀDWLRQ7KHODVWWLPHVXFKGUDVWLFPHDVXUHVZHUHLQWURGXFHGLQPDQ\RIWKH
European states – albeit to a high extent as the restraint of capitalist production and the extension of 
the welfare sector – were the respective times of “early” postwar. 
In Japan, the early postwar has also re-emerged as a period and space of interest. Following vari-
ous global crises, the criticism on neoliberalism and the problem of an emerging social inequality 
have turned into a revival of the past with both nostalgic and critical engagement into the times 
of economic and social crises. Furthermore, today, it is interesting to reassess the concept of both 
extremes of “capitalist consumption” and “social inequality” for a time when social order and shift-
LQJPDWHULDOFRQGLWLRQVZHUHUHQHJRWLDWHGZKHQLGHQWL¿FDWLRQSURFHVVHVVWLOOVWURQJO\DFFRPSDQLHG
VRFLRSROLWLFDOFRQÀLFWVDQGZKHUHWKHLGHQWLW\FULVLVRSHQHGXSDZKROHQHZUDQJHRIVSDFHVZKHUH
meaning could be (re)negotiated. 
7KHUDGLFDOLVDWLRQRILGHRORJLHVDQGWKHIUDJLOHGHPRFUDF\LQWLPHVRIHFRQRPLFFULVHVDQGLQÀD-
tion in the past have been overtly adapted in the media and in performing arts. While emphasis lies 
RQWKHHFRQRPLFFULVLVRIWKHVZKLFKZLWQHVVHGWKHULVHRIPRGHUQ1HZ5LFKDQG1HZ3RRU
WKH³HDUO\SRVWZDU´KDVVHOGRPEHHQLGHQWL¿HGDVRWKHUWKDQDJHQHUDOLPSRYHULVKPHQWZKHUHWKHULVH
RI1HZ5LFKZDVRQO\DVKRUWSKDVHLQWKHQDUUDWLYHRIRYHUFRPLQJSRYHUW\1RQHWKHOHVV-DSDQZDV
even more forced into the reorganisation of society, after the devastation of the war followed by the 
American Occupation. The growth or decline of economy do not only give rise to discontent, but also 
WRVRFLDOFKDQJHEXWDVRFLHW\IDFHGZLWKDJURZLQJJDSEHWZHHQ5LFKDQG3RRUUHDFWVSDUWLFXODUO\
sensitive to social inequality and the uncertainty of social order. While today, poverty, homelessness 
and the low-paid temp work have accelerated the public debate on a new “underclass” across the so-
FLDOGLYLGHWKHFDXVHRISRYHUW\KDVDOVREHHQGHWHFWHGLQWKHULVHRIWKHPDWHULDOLVW1HZ5LFKQHZ
land-owners, entrepreneurs and over-excessive consumers (Tachibanaki/Mori 2005; 2009; Miura 
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7KLVUHODWLRQVKLSEHWZHHQWKH WZRH[WUHPHVRISRYHUW\DQG OX[XU\DXVWHULW\DQGDIÀXHQFH
where old elites are replaced by new people rising to wealth and power, are always relative to the time 
and spaces they are occurring. 
,Q-DSDQHVH¿FWLRQ¿OPVDQGDQLPDWLRQWKHUHYLYDORIWKHHDUO\SHULRGRIWKHSRVWZDULQÀDWLRQ
has also been adapted as moral tales on “hope” for contemporary times of poverty and dealing with 
neoliberalism. As an example, the 2010 anime adaptation of Kasazuki Masasumi’s and Abe George’s 
SDUWO\ DXWRELRJUDSKLFPDQJD ³5DLQERZ´ $EH.DNL]DNL  KDV FDSWXUHG WKH SUHFLVH UDQJH RI
FRQÀLFWLQJVRFLDOIRUPDWLRQV,WDOVRVKRZVKRZWKHGLVFRXUVHDERXWWKHSRVWZDUKDVFKDQJHGLQWKH
ODVWIHZ\HDUV%HIRUHWKHPHPRU\RIWKHJROGHQ\HDUVRIWKH6KǀZDVSURGXFHGDQRVWDOJLFORQJ-
ing for the simplicity of life at the beginning of a consumer society, with the promise of the three 
“Sacred Treasures” – television sets, washing machines and refrigerators – , which stood at the centre 
as symbols for national reconstruction, democracy and future opportunities. The highly popular NHK 
drama “Oshin” of the early 1980s, which recalled the efforts of the older generations in enduring the 
wartime hardships and postwar recovery, had laid emphasis on the effect of overcoming poverty and 
WKHSURJUHVV LQWR WKH WKHQDIÀXHQWVRFLHW\ ,QFRQWUDVW³5DLQERZ´GHSLFWV WKHYLROHQWVWUXJJOHVRI
VHYHQ³GHYLDQW´SRVWZDUDSUqVJXHUUH\RXWKFRPLQJRIDJHZLWK³SRYHUW\´DVDOLYHGIRUPDWLRQDQG
H[SHULHQFHRIVRFLDOFODVVL¿FDWLRQDQGH[FOXVLRQ7KHGUDPDLVVHWLQDQGIRFXVHVRQWKHQHJRWLD-
WLRQDQGFRQWLQXLW\RIWKH³GDUNQHVV´HYHQDIWHUWKHRI¿FLDO³HQG´RIWKHSRVWZDU.ǀMLQD,WFDQ
DOVREHUHJDUGHGDPHWDSKRUIRUWKHVLWXDWLRQQRZDGD\VLQZKLFKSRYHUW\FDQQRWEHMXVWRYHUFRPHE\
endurance, or regarded as a remembrance of less fortunate times, but is manifest as an actual every-
day experience that requires collective action of the “precariate”. It is precisely this marginalisation 
ZKLFKUHÀHFWVWKHLGHQWL¿FDWLRQSURFHVVHVRI\RXQJSHRSOHLQ-DSDQWRGD\ZKRDUHDOVROLYLQJLQUHOD-
tive poverty, being left out of the hegemonic discourse of a post-consumer and post-industrial society, 
and show that political and social struggle can and need be renegotiated. 
³5DLQERZ´PDQDJHVWKHLQWHUDFWLRQRIDOOUHSUHVHQWDWLRQVRIWKH³GDUN´VWUXFWXUHVDQGVSDFHVRI
the early postwar as a critical approach to contemporary “divided society” (kakusa shakai): $PHUL-
canism, violence, gangsters, barter, prostitution, gambling and consumption. This analysis here also 
seeks a revaluation of how “right” and “wrong” consumption were articulated over these sociospatial 
representations. They are basic elements of four nodal points of the early postwar discourse from 
1945 to 1959, which will be analysed in this thesis: poverty, the black market, the New Rich and youth 
“committing consumption” in form of fashionDQG¿QDOO\WKHdistinction over luxury. Despite their 
existence and analysis as phenomena of the early postwar space, the plurality and dimensions of the 
LQWHUDFWLRQEHWZHHQUHSUHVHQWDWLRQVRIJRRGDQGEDGFRQVXPSWLRQDORQJWKHVLJQL¿HURIdemocracy 
have constructed the “dark” structures as basic elements of a “constitutive other” of the consumer. 
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Ideological formations of the postwar discourse were trying to identify “right” or “wrong” social or 
consuming practices as belonging to extremes: based on the notion that everyone was “poor”, con-
sumption itself was seen as an act against social and cultural order, committed by cultural antagonists 
RIERWKWKHSRRUDVXQGHVHUYLQJFLWL]HQDVZHOODVWKHQHZO\SRVWZDUULFKDVLPPRUDOVXEMHFWV
These structures, which emerged in the discourse between poverty and luxury, have not yet been 
thought together as mutually and interdependent. By analysing the discourse on the early postwar 
VRFLRFXOWXUDO G\QDPLFV RI UDWKHUPDUJLQDOLVHG VRFLDO IRUPDWLRQV WKLV GLVVHUWDWLRQ WULHV WR UHGH¿QH
the relations and processes that shaped the imaginaries of poverty and luxury before the democratic 
³FRQVXPHUVRFLHW\´EHFDPHDKHJHPRQLFIRUPDWLRQ ,QGRLQJVR WKHDQDO\VLVRIFRQÀLFWLQJ LQWHU-
pretations, challenges and negotiations of culture and consumption by various competing groups of 
society, can give a new perspective into the mechanisms of how hegemony is articulated and antago-
nisms produced, but also how these antagonisms are central in challenging and shaping “common 
sense”. An analysis to the sociocultural dynamics of consumption can give insight into contemporary 
problems with the adaption of new global structures, the contestation of what lies beyond the post-
consumer culture, and the creation of alternative communities, values, and societies as future oppor-
WXQLWLHVGHVSLWHWKHKLJKXQFHUWDLQW\DQGÀH[LELOLW\RIWKHPDUNHW
2 NODAL POINTS
,GHQWL¿FDWLRQSURFHVVHVZLWKLQ WKHGLVFRXUVHQHHGQRGDOSRLQWV DURXQGZKLFKGLIIHUHQW WKHPHV
and topics as particular elements are articulated. There, equivalences and difference are shaped and 
produce social space as a logical unity (Laclau/ Mouffe 1985: xiii). In this thesis, the four nodal points 
RIWKHGLVFRXUVHRIFRQVXPSWLRQDOVRGH¿QHDFWRUVFRQFHSWVDQGWKHFRQQHFWLRQRIFHUWDLQHOHPHQWV
DURXQGWKHLPDJLQDULHVDQGVLJQL¿HUVRIGHPRFUDF\IUHHGRPHTXDOLW\DQGWKHQDWLRQ
Poverty has been as a long-lasting and detailed research topic in Japanese society based on the 
¿UVWPRGHOVRIVRFLRORJLFDOUHVHDUFKE\<RNR\DPD*HQQRVXNH (1871-1915) DQG.DZDNDPL+DMLPH
(1879-1946), as well as the pre- and postwar scholars and Marxist economists who contributed to the 
UHFRYHU\RIWKHQDWLRQDQG¿UVWUHJDUGHGWKHFRQFHSWRISRYHUW\DVDQH[FOXGLQJIRUPDWLRQHVSHFLDOO\
WKHJURXSDURXQGƿXFKL+\ǀHDQGƿNǀFKL.D]XR.DZDNDPL>@
<RNR\DPD>@+HLQ&KLDYDFFLƿXFKLƿNǀFKL[1958]1964). 
In contrast to this, the black market as a space of social and cultural dynamics has been accounted to 
E\RQO\DIHZKLVWRULDQVDQGVFKRODUV'RZHU,QR*ULI¿WKV0DWVXGDLUDDQG
still remains a place of individual experience and memory. It primarily functions as a place where 
FRQVXPSWLRQZDVVSDWLDOLVHGDQGGLVWLQFWLRQZDVPDGHPDQLIHVWZLWK WKH LGHQWL¿FDWLRQSURFHVVRI
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New Rich7KH1HZ5LFKDQGWKHLUFRQVXPSWLRQRIOX[XULHVZHUHFULWLFDOFRQFHSWVRIFRQVWLWXWLQJQRW
only the “good” social practices, but also of articulating equivalences of the “constitutive outside” 
(Laclau/ Mouffe 1985: 127-134, 143-144) of decadence, moral decay, and “wrong” consumption. 
However, apart from Marxist economist Takahashi Masao’s (1887-1965) approach to class, (Miyake/ 
Takahashi/ Nii 1957), only a very limited number of studieVH[LVWRQ1HZ5LFKLQJHQHUDODQGPRVW
RIWKHDFFRXQWVDSSURDFKHLWKHUWKHV1HZ5LFKZKRHPHUJHGDIWHUWKHHFRQRPLFWUDQVIRUPDWLRQ
DIWHU:RUOG:DU,RUWKH³1HZ5LFKLQ$VLD´ZKLFKHPHUJHGWRJHWKHUZLWKQHZFDSLWDODQGPLGGOH
FODVVHVLQWKHV7VXUXPL<DVXGD5RELVRQ*RRGPDQ&KXD7KHSRVW-
ZDU1HZ5LFKZHUHPRVWO\OLQNHGWRWKHEODFNPDUNHWDVRQO\RQHSKHQRPHQDRIWKHHDUO\SRVWZDU
“darkness”, crime, and as the negative representations of capitalism. Another reason for the neglect 
RIDQDO\VLVRI1HZ5LFKLVWKDWWKH\DUHPRVWO\DVVLJQHGWRDVRFLDOFODVVL¿FDWLRQVFKHPHZLWKZKLFK
they do not identify as class, because they are not a cohesive social formation. Since “new” forma-
tions always act as antagonist social strata, they have few historical properties and habits, except for 
the stereotypical unrestrained capitalism and dynamic social mobility. Nonetheless, precisely this 
cultural construct of antagonist class, the existence of the black market as space of consumption and 
WKHHPHUJHQFHRI1HZ5LFKDVFRQVXPHUVWXUQHGRXWWREHWKHPRVWSRZHUIXO:LWKWKLVIRUPDWLRQ
distinction lay in one of the basic categories of consumption who had been affected and discussed the 
most as being exposed to unrestrained capitalism in prewar, wartime, and  the early postwar: clothing. 
7KHVWHUHRW\SHVRI1HZ5LFKLQFOXGHGEHLQJRYHUH[FHVVLYHFRQVXPHUVDQGWKLVEHKDYLRXUDOVR
VKLIWHGWRWKHDSUqVJXHUUH\RXWKSRVWZDU\RXWKDQG\RXQJFRQVXPLQJZRPHQ7KHFXOWXUDOLPSRU-
tance of design in dressmaking and fashion, as a reaction against the oppressive aspects of gender 
roles and consumer restraint, resulted in a discussion of fashion related to democracy and nation-
building. Furthermore, the “era of clothing” from 1945 to the late 1950s, involved not only male and 
female dressmakers or designers, but also artists and intellectuals, economists, natural scientists, soci-
ologists and cultural theorists from both conservative and progressive factions. Although the relation 
of nation, fashion, industry and gender have been thoroughly researched from prewar mobilisation 
towards the impact of the new fashion industry of the 1950s, the “era of clothing” as a realm where 
WKHVSDFHVRIEODFNPDUNHW1HZ5LFKWDVWHPDNLQJDQGWKHQRWLRQRIOX[XU\RYHUODSKDVQRWIRXQG
PXFKDSSHDODVD¿HOGRIFXOWXUDOG\QDPLFV.DWǀ+,QRXH<DQDJL<DPDGD7
2000; Kashiwagi 1999; Minami 1953). 
7KH1HZ5LFKFRQVWUXFWWKXVDOVRFKDOOHQJHGFXOWXUDOWDVWHDQGGHPRFUDF\VRWKDWWKHGHEDWHVRQ
fashion fostered distinction by upper class intellectuals, artists, and designers who regarded “real” 
luxury as the access to restricted knowledge of appropriate consumption. In particular, consuming 
women “outside of the household”, working women, educated women and artists who, although 
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they did not have the economic capital, sought symbolic capital in the appropriation of luxury. The 
nostalgic longing had also been stimulated by the imaginary of a different democratic nationalist 
model against American cultural hegemony. There was almost no theoretical discussion on luxury in 
WKHHDUO\SRVWZDU+RZHYHUGLVWLQFWLRQDJDLQVWWKHÀDVK\1HZ5LFKOX[XU\ZDVWKRURXJKO\GHEDWHG
These debates were simultaneously incorporated into the intellectual nostalgia and resistance to the 
construction of a “culture state” (bunka kokka), and created distinction through the appropriation 
of the cultures of Europe, in particular )UDQFHThis is a topic which has been researched by many 
VFKRODUVDOEHLWQRWLQWKHVWXG\RIFRQVXPSWLRQ6OD\PDNHU'RDN.DWǀ6$VDEXNL
1950, Takata H. 1953; 1956). As many of my interviewees which have been asked about their post-
ZDUOLIHVW\OHVDJUHHGRQZLWKRXWEHLQJDEOHWRSUHFLVHO\GH¿QHZKDWWKH\PHDQWWKH\ZLVKHGIRUWKH
realisation of “culture” (Sazanami  K. 2007). However, “culture” was also reinterpreted as a strategy 
for economic prosperity and stability considering the poverty in livelihoods of early postwar Japanese 
people: 
“culture in the postwar period has been an argument, not a consensus. There is a divisive tension in the 
GLVFRXUVHDVZHOO&XOWXUHDVQDWLRQDOFKDUDFWHUDWWHPSWHGWREHDOOHPEUDFLQJEXWFXOWXUHDOVRFDPHWREH
closely linked to “tradition” (GHQWǀ). In early postwar debates among intellectuals, this tension was often 
phrased as an argument about alternative modernities. [...B]y the late 1950s there was a conceptual opposi-
tion between “critical modernism” and “national particularism [...].” (Kelly 1993: 194).
The goal of this analysis is therefore to give further detail into the “making” of the “other” and 
DQWDJRQLVWFRQVXPHUEHWZHHQWKHVRFLDODQGFXOWXUDOG\QDPLFVRIGH¿QLQJSRYHUW\DQGOX[XU\LQWKH
early postwar period as a negotium. Since the concepts, patterns and hegemonic models are still in 
the making during the time and within the space of “darkness”, the discourse analysis of early post-
ZDUH[WUHPHVDQGFRQVXPSWLRQWULHVWRJUDVSERWKPDUJLQDOLVHGDQGKHJHPRQLFVXEMHFWSRVLWLRQVDQG
social formations, in order to investigate the possibilities of noise in the construction of social spaces 
(Foucault [1969] 1982; Laclau/ Mouffe 1985). The analysis can also grasp the processes and the un-
derlying logic of differences that shape sociocultural spaces (Lefebvre 1991). Furthermore, the analy-
sis of spatialisation and distinction over consumption (Bourdieu 1984) can give a new perspective 
on the social and cultural dynamics of the early postwar, as an important study of how marginalised 
processes are fundamentally shaping and simultaneously challenging the articulation of social order.
3 CONSUMER SPACES AS A CONFLICTING PLURALITY OF POSITIONS
The accounts of consumption also mostly ignore wartime and defeat, and start anew in the nos-
WDOJLFVSDFHRIWKH6KǀZDVLQGLFDWLQJWKDWIRUDSHULRGRIDOPRVWWZHQW\\HDUVIURP
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the beginning of the mobilisation campaigns in 1937 until the postwar, consumption appeared to be 
almost nonexistent as a social, cultural or political target, and was always considered to be related 
WR WKH³GDUN´WLPHV+RZHYHU WKHFRQVXPHUGLGQRW MXVWUHHPHUJHLQFRQVXPSWLRQEHFDPH
WKHFHQWUDOIRFXVRITXHVWLRQVKRZWRGHWHUPLQHWKHH[WUHPHVRIDXVWHULW\DQGDIÀXHQFHRUSRYHUW\
and materialism, in concordance with the implementation of “good consumption” as a premise for 
the new democracy and equality. The years of recovery were more dedicated to policies that fuelled 
economic growth at the expense of consumption and consumer demand, but with the prospect of her-
alding “useful” and “rational” consumer goods that managed to contribute to the growing electronics 
industry in form of “household appliances” (Partner 1999; Ishikawa et al. 1989). All other consumer 
goods were mostly negatively connoted as “wrong”.
5HFHQWO\WKH%ULWLVKSURMHFWCultures of ConsumptionKDVUHQHJRWLDWHGTXHVWLRQVRQFRPPRGL¿FD-
tion, and consumer cultures in a global perspective, as both consumerism has since the 1980s become 
a concept which has become unchallenged: the consumer seems to have reached a solid basis of iden-
WL¿FDWLRQLQPRGHUQVRFLHWLHVDOWKRXJKWKHLUHPHUJHQFHZDVDOVRDPRGHUQLQYHQWLRQDQGQHHGVWREH
re-thought in relation to different times and places. The early postwar consumption produced a con-
VXPHUWKDWHQWLUHO\GLIIHUHGIURPWKH¿[HGLQWHUSUHWDWLRQRIWKH³FRQVXPHU´ZHQRZDGD\VJLYHUHJDUG
WRDVDJHQWRINQRZOHGJHSRZHUDQGLGHQWLW\WKURXJKDIÀXHQFH+LVWRULDQ6KHU\O.URHQKDVDUJXHG
that the very thought of consumption, as sustaining the role of democracy, equality and economic 
productivity to rebuild the nation after World War II, was debated in almost all defeated societies, and 
promoted by commercial culture as one of the “HPSW\VLJQL¿HUV” which had to be reorganised with 
meaning (Kroen 2006: 251-252). The attraction of modernity, paired with the symbol of democracy 
was mediated through the values of free consumption, and the plurality of taste, lifestyles and leisure. 
However, in the 1940s and 1950s in Japan, all material goods and commodities were luxuries, and 
GXHWRWKHVFDUFHRSSRUWXQLWLHVWRDFTXLUHDQ\JRRGLQWKH¿UVWSODFH³FRQVXPSWLRQ´DVDFRQFHSW
and as discourse did not match the possibilities of democratic freedom without promoting restraint. 
&RQVHTXHQWO\GLVWLQFWLRQHPHUJHGIURPWKHQRWLRQRIUDULW\ZKLOHWKRVH1HZ5LFKDQG\RXWKZKR
actually could consume goods were constructed as anti-consumers committing consumption, the aes-
thetisation of the function of goods, such as design, rationality and science as the new buzzwords of 
WKHSRVWZDUFRXOGUHYDOXDWHWKHVHREMHFWVDVYDOXHVDQGV\PEROVRImodernity and democracy. So, the 
association of democratic consumption in the early postwar was not only one contested formation, but 
DIRUPDWLRQFRQÀLFWLQJRWKHUVDQGWKLVIRUPRIFRQVXPLQJUHYHDOHGDSURIRXQGG\QDPLFVRIYDULRXV
practices.
With the advent of “democracy”, the postwar production of desire created a new historical hybrid 
culture by denying Japanese tradition as a deviant modernity, but trying to overcome the effects of 
its own implementation of capitalism. Two effects were thus highly overdetermined as playing into 
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social extremes: materialism, or consumerism in form of negative luxuries, and poverty as the general 
point of origin for the new mind-set of democracy. Both were mutually dependent, and dynamically 
shaped the production and reproduction of social and cultural spaces of early postwar Japan. Social 
groups had to constantly re-position themselves in the constantly shifting relations between these 
extremes on various levels of society.
The social dynamics of the early postwar are diverse, and although “material abundance” in the 
sense of a consumer society –with which we are acquainted now – did not exist for many years, con-
sumers did, even though they were subsumed under the emphasis on national matters, and most of 
social practices negatively connoted with “waste”. The emphasis lay instead on overcoming poverty 
as a means for a “new beginning” establishing democratisation, equality, and stability. The more 
sociocultural spaces were negotiated between extremes of poverty and luxury, and the more social in-
equality dominated the discourse on consumption, the higher the question was raised on how and why 
these spaces covered new meaning. Discourses operate in being a part of “reality”, but a discourse 
cannot become hegemonic without having to rely on the dynamics of different and challenging layers 
within. There is no doubt that the evolution of the situation of “exhaustion and despair” (Dower 1999: 
87-120) after the war has not miraculously shifted into the homogeneous narrative of progress of a 
GHPRFUDWLFFRQVXPHUVRFLHW\ZLWKRXWFRQÀLFW6LPXOWDQHRXVO\QRWDOOVSDFHVLQWKH³GDUNYDOOH\´RI
the early postwar can be categorised as equally dark, chaotic and undemocratic. 
In addition, consumers were also producers and relied on the market where they could sell their 
goods. There was a drastic change of gendering production and consumption into the public and 
private divide, after a period where only women were breadwinners. The transformation of the con-
VXPHUDVDIXOOÀHGJHGQRQZRUNLQJVXEMHFWFRQVXPLQJWKHDHVWKHWLFVLJQYDOXHRIFRPPRGLWLHV
was not yet completed during the early postwar period, and thus the early postwar (urban)consumers 
still were regarded as enemies to democracy. This is why this analysis seeks to capture the sociocul-
tural dynamics between poverty and luxury, capitalism, materialism and consumerism, and the socio-
cultural spaces that emerged around “consumption” as a discourse in the divided society of the early 
postwar from 1945 to the so-called announcement and acknowledgment of a “consumer revolution” 
and “structural change” by the Economic Planning Board (today: Agency, .HL]DL.LNDNXFKǀ) in 
their White Paper on People’s Livelihood (Kokumin Seikatsu Hakusho) in 1959, while a year earlier, 
WKH:KLWH3DSHUVWLOOFRQVLGHUHGDZLGHQLQJJDSEHWZHHQULFKDQGSRRUXQGHUWKH³UHFHVVLRQ´..&
1959a, 1959b; Partner 1999: 168-170, Garon 2006: 189). 
The emphasis on economic productivity and growth and its rewards in form of social goods also 
UHLQIRUFHGWKHSURMHFWRIQDWLRQEXLOGLQJ7KHODERXUVWUXJJOHVRIWKHVHYROYHGLQWRWKHVWDWHDQG
enterprises both offering “lifetime employment” as social security an social order of male production 
and female consumption, thus reinforcing the new global capitalist order. Many women could adopt 
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LPSURYHGOLIHVW\OHVDIWHUWKH\KDGDOUHDG\KHOGRQWRMRERSSRUWXQLWLHVGXULQJWKHZDUEXWWKHSRVW-
war emphasis on encouraging male lifetime employment and domestic consumption of housewives 
PHDQWWKDWDOOÀH[LEOHZRUNLQJPHQDQGZRPHQQRWFRUUHVSRQGLQJWRWKLVPRGHOVHHPHGWREHORVLQJ
to the new system. Sociologist Sheldon Garon (2000) has not only shown how meticulously middle-
class housewives’ associations worked to embrace state ideologies and their own socio-political pow-
er with few changes during the transwar period from the 1930s to the 1960s. He also has shown that 
public assistance and the welfare law were, up until the 1960s, parts of the product of technocratic 
policy-making (Garon 2002; 2006).
$FFRUGLQJ WR FRQVXPHU KLVWRULDQ)UDQN7UHQWPDQQ WKH FLWL]HQ DV D IXOOÀHGJHG FRQVXPHU KDV
QRW HPHUJHGDV DXQLYHUVDO FDWHJRU\RU LGHQWL¿FDWLRQEXW DV Dcontested evolution of agency and 
political struggles in certain moments of time (Trentmann 2006: 20). Furthermore, the re-emerging 
VRFLDOIRUPDWLRQVZHUHKLJKO\FRQÀLFWLQJZLWKYDULRXVRWKHUFRQFHSWVDQGDUWLFXODWLRQVDQGSHRSOH
had to position themselves more clearly in order to not be drawn into the “darkness” of the postwar. 
As member of the School of Thought,VKLWDQL-LUǀKDVUHFHQWO\DUJXHGLQ³7KLQJV0HQDQG-DSDQHVH
Postwar History”, that in order to deconstruct dominant social structures after the crisis and downfall 
of a system such as the wartime regime, the period of material scarcity in the early postwar was the 
central focal point of renegotiation, since “during this period […], people came to feel that the given 
social framework and structures [of the wartime] could be dismantled” (Ishitani/ Amano 2008: 21). 
&RQVHTXHQWO\WKHVRFLDOG\QDPLFVRIFRQVXPSWLRQZHUHDOVRORFDWHGEHWZHHQSRZHUIXOH[WUHPHV
originating in the devastation of defeat and poverty and leading to the renegotiation of luxury. The 
question how distinction could develop over consumption despite postwar times of crisis is impor-
tant, because it also shows which limits and constraints were necessary in order to establish the 
VRFDOOHGFRQVXPHULGHQWLW\LQWKH¿UVWSODFH,QDGGLWLRQWKHHDUO\SRVWZDUGLVFRXUVHVGLGQRWSUL-
marily indicate “consumers” or a “consumer culture” as their target. As sociologist Andrew Gordon 
KDVVWDWHGWKH³PLGGOHFODVV´DVERWKPDVVH[SHULHQFHDQGVHOILGHQWL¿FDWLRQRQO\GHYHORSHGDVRQH
characterisation of society in the years from 1945 to 1959, while the early postwar consumers were 
characterised as “masses” or “nation’s people”, and they themselves, mostly the agents of consumer 
FRRSHUDWLYHVDOVRVDZWKHLUIXQFWLRQDV³QDWLRQDOVXEMHFWV´UHEXLOGLQJFXOWXUHDQGPRGHUQLW\*RUGRQ
2002: 117). However, after the identity crisis of 1945, the ensemble of the cultural structures and in-
stitutions were not primarily given as ensemble of “nation” any more. This resulted in a plurality of 
positionsVRWKDWWKHUHODWLRQVEHWZHHQWKHVHVXEMHFWSRVLWLRQVDOVREHFDPHDQRSHQDUWLFXODWLRQRIVR-
cial formations (Laclau/ Mouffe 1985: 36). The arena of crisis and new open spaces that evoked and 
articulated meaning simultaneously evoked the construction of different consumer identities based 
on “freedom”, which were challenging the model of consumption that exerted power in the 1960s. 
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(YHQWKRXJKWKH³FRQÀDWLRQ´VHH.URHQZLWK$PHULFDQFRQVXPHUFXOWXUHUHVWUDLQHGRYHU
H[DJJHUDWHGFRQVXPHULVPLWVWLOOLPSOHPHQWHGWKHFRQVXPHUDVDQDWLRQDOVXEMHFW:KLOHFRQVXPHU
capitalism and democracy could strengthen the nation following the model of the American “capital-
ist consumer's republic” as opposed to the socialist idea of state regulations, organised workers and 
XQLRQVVHH&RKHQWKH-DSDQHVH³HDUO\SRVWZDU´GLGQRWVKRZDQ\RIWKLVVWDELOLW\,QDGGLWLRQ
0DU[LVWHFRQRPLVWVVWURQJO\LQÀXHQFHGWKHHDUO\SRVWZDUGHYHORSPHQWRIFDSLWDOLVPGXULQJWKHUH-
covery of the economy. 
7KHFRQVXPHUDVVXEMHFWHGWRERWKRYHUGHWHUPLQDWLRQVRISRYHUW\DQGPDWHULDOLVPOX[XU\KDG
to face both reform and recovery as a slow process, which only in retrospective looked as a steady 
progress: on the level of everyday life, this situation reinforced the everyday struggles of survival. 
Not only the story of progress and accomplishments of Japanese society are rooted in the “dark val-
ley”, but the darkened phase is also the time and space when and where hegemonial discourse, be 
it either the myth of the middle mass or the “democratisation of consumption”, had not yet fully 
developed and was still challenged. According to sociologist Andrew Gordon, the postwar has been 
characterised by a “heterogeneity of experience, of values, of group interest”, but similarly shaped 
the “emergence and reproduction of a powerful ideology (and related policies) that denied difference” 
and led to the representation of Japan as a homogeneous middle mass society (Gordon 1993: x). Is 
it possible to rethink the early Japanese postwar as a substantial period where not only the issue of 
GHPRFUDF\EXWDOVRWKHLVVXHVRIFRQVXPSWLRQZHUHIRXJKWRYHULQWKH¿HOGRIFXOWXUHE\GLIIHUHQWDF-
tors and with different concepts? What was the underlying logic for the movements and sociocultural 
dynamics in everyday lives? How did people engage in this form of “democratisation”, and what op-
portunities did they have as consumers, as agents of knowledge, power and identity? 
A culture “committing” a moral, economic, and social “crime” by consuming is the foundation 
of this conceptualisation of postwar discourses on consumption. This includes both ideologies of 
progress, found in the ideal of democratic equality by assuming that all people were basically set 
back to consuming only the necessities after the war. By “overcoming poverty”, democracy was also 
installed as a cultural standard (for consumption), class-building, and the distinction of upper classes 
DJDLQVWWKH³PDVVFRQVXPHU´PRRG7KHVRFLDOG\QDPLFVRIFRQVXPSWLRQUDQJHEHWZHHQWKHQHZGH¿-
nitions of social “extremes” such as the borderline poor as the Marxian “lumpen-proletariat” and the 
invention of new models based on upward shifting social strata to “overcome” this extreme poverty. 
2QWKHRWKHUVLGHWKHUHLQYHQWLRQRIDFDSLWDOLVWFRQVXPHUFODVVWKH1HZ5LFKDQGWKHGLVWLQFWLRQV
DJDLQVWWKHLUFRPPLWWLQJFRQVXPSWLRQVKDSHWKHVRFLDOERXQGDULHVDQGLGHQWL¿FDWLRQSRVVLELOLWLHVEH-
tween poverty and luxury, in particular by consuming women, which did not represent the role model 
RIWKHJRRGFRQVXPHUKRXVHZLIH7KLVDOVRLPSOLHVWKDWWKHH[WUHPHVRISRYHUW\DQGOX[XU\¿UVWKDG
WREHGH¿QHGDVVXFKDQGWKLVWKHVLVVHHNVWKHTXHVWLRQKRZDQGZK\SRYHUW\DQGOX[XU\ZHUHGH¿QHG
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as extreme cultural properties. How did these shape the cultural identities of the postwar by applying 
practices of consumption “beyond the necessary” to the notion of “committing consumption”, which 
were primarily necessary for the re-establishment of a cultural everyday life? 
Thus, the analysis assumes that the early postwar period witnesses many different coexisting and 
PXWXDOO\FKDOOHQJLQJGLVFRXUVHVRQFRQVXPSWLRQ7KLVWKHVLVVHHNVWRKLJKOLJKWVSDFHVDQGLGHQWL¿-
cations over consumption that have been marginalised by the hegemonic narrative of early postwar 
history. They relate to the grand narrative of “Americanisation” as a dominance, but also as a new 
transnational encounter of culture, customs and ideas, and to the establishment of the ideology with 
ZKLFKWKH-DSDQHVHGLVFRXUVHVRQFRQVXPSWLRQKDYHVWUDWL¿HGVRFLHW\DQGHVWDEOLVKHGDPLGGOHPDVV
consumers’ republic. In the last years, post-colonial and globalisation studies have questioned and re-
negotiated this given dominance of the “West”, proving that the transnational exchange of ideas, peo-
ple and cultures is a dynamic process (see Brewer/ Tretmann 2006; see Gordon/Maclachlan 2007). 
&XOWXUDOSURFHVVHVDQGVSDWLDOLVDWLRQVDUHRFFXUULQJRQYDULRXV OHYHOVRIVRFLHW\0DQ\FXOWXUDO
theorists and post-colonial scholars have given detailed analyses of the postwar culture which shows 
that the reconstruction of a culture state also included the relations and negotiations with the former 
FRORQLHV DQG FRORQLDO VXEMHFWV LQ LQWHOOHFWXDO WKRXJKWZRUNHU¶V FXOWXUH FLUFOHV DQG WKHDWUH 3DUN
*HQGDL6KLVǀ$VWKHDQDO\VLVRIWKHEODFNPDUNHWVKRZVWKHUHLVDSRWHQWLDOWRUHODWH
to these studies, but due to time and material constraints, this thesis will focus on the contexts only 
in the local setting of Japan. In sum, this thesis analyses shifting continuities and tendencies in the 
FXOWXUDO¿HOGRISRZHUEHWZHHQWUDYHOOLQJFRQFHSWVRIFRQVXPSWLRQSROLWLFDO LGHDV$PHULFDQLVW
overconsumption, and the efforts to rebuild a strong Japanese nation and historical culture over the 
marginalisation of antagonists. 
4 MATERIAL: PRIMARY SOURCES
The discourse archive chosen here centres on popular print media such as newspapers and maga-
]LQHVEXWDOVRLQFOXGHV¿OPPDWHULDOVDQGRWKHUDYDLODEOHGRFXPHQWVZKLFKGLVFXVVDQGVKRZFRQ-
sumption and consumerism on intellectual and popular scale. Magazines are both cultural products 
and commodities, circulating collective meanings, cultural symbols, and social signs, and simultane-
ously function as sites of capitalist production and consumption for advertising commodities (Moeran 
2004a, 2004b: 260). The radio and television will not be accounted to in this thesis, because both 
media are not central for the topic of debates and discussions of consumption. Although many radio 
programmes also mediated various topics on everyday life, the television did not offer such broad 
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GLYHUVLW\LQWKH¿UVW\HDUV7KHDUFKLYHDOVRWDNHVLQWRDFFRXQWJRYHUQPHQWGRFXPHQWVDQGWKH&LYLO
,QIRUPDWLRQDQG6HFWLRQ&,(RIWKH*HQHUDO+HDGTXDUWHURIWKH$OOLHG2FFXSDWLRQ*+46&$3
ZKLFKFHQVRUHGDOOPHGLDXQWLOWKHHQGRIWKH2FFXSDWLRQVRWKLVDUFKLYHLQFOXGHVWKH5HFRUGVRIWKH
$OOLHG2FFXSDWLRQDVZHOODVWKHFHQVRUVKLSGRFXPHQWVRIWKH*RUGRQ:3UDQJH&ROOHFWLRQDWWKH
National Diet Library. However, there are not many articles on consumption censored, but the amount 
of latent and individual censorship should not be underestimated.
A source and consistent market for both information and opinion in the postwar were newspapers. 
The most cited newspapers in this thesis are the ones which were and still are active from prewar 
to present day, mostly liberal $VDKL6KLQEXQ, the more conservative Yomiuri Shinbun, and a few ac-
FRXQWVRIUHJLRQDOQHZVSDSHUVIURP.\ǌVKǌ7RNXVKLPDDQGRWKHUUHJLRQVZKLFKDOVRKDGDVHYHUH
LPSDFWDVWKH¿UVWKDQGPHGLDLQSHRSOH
VHYHU\GD\OLYHV
5HJDUGLQJWKHPDJD]LQHVWKHUHDUHWKUHHYDU\LQJVRXUFHV)LUVWO\JHQHUDOPDJD]LQHVVǀJǀ]DVVKL), 
KDYLQJEHHQHVWDEOLVKHGVLQFHWKHHDUO\0HLML3HULRGDQGDOVRUXQQLQJLQWKHZDUWLPH
&Kǌǀ.ǀURQ, a liberal magazine which featured voices of intellectuals, politicians, and non-intel-
lectuals alike, the left-wing .DL]ǀ, which was more politically oriented than other magazines, and 
the partly conservative %XQJHL6KXQMǌ, a magazine mostly focusing on literature and arts as well as 
democratic national ideas. 
Secondly and centrally, the accounts for consumption are mostly found in women's magazines. 
7KHDQDO\VLVFHQWUHVRQ¿YHZRPHQ
VPDJD]LQHVZKLFKDOVRKDYHEHHQHVWDEOLVKHGDURXQGWKHV
and 1920s. Ie No Hikari emerged in the 1920s as a magazine for rural modernisation and reform, 
but its readership in urban areas remained with farmers who had migrated into the cities. Shufu No 
Tomo was the most read housewives' magazine in pre- and postwar, and it was more practically 
middle-class oriented as giving advice for housewives and establishing goals on a national line. An-
other form of magazines emerged in the 1930s, in particular full fashion-oriented magazines such as 
Sutairu. SutairuDOVRKROGVWKHOHJHQGWKDWWKH¿UVWSRVWZDULVVXHZDVDOPRVWLPPHGLDWHO\VROGRXW
because of its fashion spreads, love and gossip pages. Thirdly, the more upper class and intellectual 
magazines such as )XMLQ*DKǀ and )XMLQ.ǀURQ also adapted to fashion in the postwar, but can be 
seen as equivalent to general magazines; many intellectuals were discussing topics of everyday life, 
freedom and emancipation. )XMLQ.ǀURQ, established in 1916, had a lower readership than Shufu No 
Tomo, because of its high cultural and intellectual aim, and is still mostly read by women who are 
highly educated and politically interested. )XMLQ.ǀURQ struggled in the 1950s to remain the critical 
voice it represented, and embraced fashion as a part of femininity to raise subscriptions. In 1958, it 
shifted to a less liberal and progressive critical viewpoint due to the market pressure by the weeklies. 
)XMLQ*DKǀ was the oldest running magazine founded in 1905 as a more graphic and visually oriented 
magazine. Although the magazine managed to provide a variety of political and cultural thinkers in 
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the early postwar years, in the latter half of the 1950s, the content shifted to more fashion content and 
less intellectual discourses, although it maintains an upper middle class readership until today.
The third type of magazines did not have a readership or life-span similar to the general and wom-
en's magazines, but they were equally important to the new postwar freedom of the press and styles of 
living, albeit heavily censored. The gossip and “perverse”press called NDVXWRUL]DVVKL, named after the 
illegal hard liquor made and sold at black market or at home, emerged as soon as paper was available. 
The kasutori press which is used in this thesis ranges from larger gossip magazines, such as Shinbun-
gaiWRVPDOODFFRXQWVZKLFKGLGQRWODVWPRUHWKDQWKH¿UVWLVVXHVXFKDV:DGDL1R6KǀVHWVX. These 
hundreds of different gossip magazines were as well composed and typeset as regular magazines, but 
WKHLUFRQWHQWGLIIHUHQWIURPSROLWLFDOWRVH[XDODQGWREODFNPDUNHWDFWLYLWLHV7KH.ǀEHEDVHGShin-
bungai for example existed as a compilation of selected articles from other magazines, and was called 
a “magazine for the lecture of real events” (MLWVXZD\RPLPRQR]DVVKL), and also included gossip, hor-
ror and perverse stories. 6HNDL-ƯSX featured less gossip and rather focused on investigative as well as 
SROLWLFVDQGODZRULHQWHGMRXUQDOLVPEXWPDQDJHGWREHLQYROYHGLQDPDMRUEULEHU\VFDQGDOLQ
when both the magazine and its book publishing were discontinued. The boom of magazines on the 
black market, but also on the regular mainstream market evoked a highly diverse range of materials, 
where many articles were also simultaneously printed in more than one magazine or in anthologies 
of the same publishers, so that it is sometimes hard to tell if some magazines were more important 
WKDQRWKHUV$FFRUGLQJO\QRWDOORIWKHZULWHUVDQGMRXUQDOLVWVRIWKHVHPDJD]LQHVZHUHZHOONQRZQ
and they often used aliases instead of their names. Most of these magazines did not last longer than a 
dozen issues, although the gossip found in these magazines proves to be useful for opinions and real 
life on the streets and in the markets, which the general magazines and mainstream media did not 
consider relevant. As these magazines reveal, it was not unusual for early postwar intellectuals and 
VFKRODUVRIHQWLUHO\GLIIHUHQW¿HOGVRILQWHUHVWWRLQGXOJHDQGZULWHDERXWWRSLFVLQYDULRXVPDJD]LQHV
In addition, oral documents such as interviews have been sighted and conducted; although the in-
sight into people's everyday lives have led to the formulation of the core of this thesis, it is impossible 
to retell all individual anecdotes and circumstances of living. These were mostly accounts of wealthy 
upper class and former aristocratic families, but only very few personal accounts have been included 
in this analysis.
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II. METHODOLOGICAL REMARKS: DISCOURSE ANALYSIS, 
SPACE AND CONSUMPTION
1 STRUCTURE
For the structure of this discourse analysis, I want to borrow the ideas of literary theorist Ed-
ward Said on “travelling theory” for the global circulation of ideas, people, and cultures, “whether 
>WKHPRYHPHQW@ WDNHV WKH IRUPRIDFNQRZOHGJHGRUXQFRQVFLRXV LQÀXHQFH FUHDWLYHERUURZLQJRU
wholesale appropriation” (Said 1983: 226). This idea in form of criticism and alternatives can be re-
HYDOXDWHGIRUWKLVGLVFXUVLYHDQDO\VLV6DLGGHWHFWVIRXUSRLQWVRIWKHWUDYHOWKH¿UVWDVWKH³SRLQWRI
origin” where the “travelling idea” enters discourse, the second is the “passage through the pressure 
of various contexts”, as the idea moves to a different “time and place”. Third, the confrontation with 
“conditions” of acceptance or resistance which shape how the idea is adapted, and fourth the extent 
of accommodation and transformation of this idea with new values, uses and position (Said 1983: 
7RLGHQWLI\GLVFXUVLYHOD\HUVIRUWKHREMHFWRIFRQVXPSWLRQVRFLDODUWLFXODWRU\SUDFWLFHDQG
distinction towards antagonisms, the thesis focuses on four discursive layers similar to Saids theory:
7KH WKLUG FKDSWHU DQG WKH EHJLQQLQJ RI WKH DQDO\VLV ,,,7KH0DNLQJ RI 3RYHUW\ DQG&XOWXUDO
Antagonists) deals with the topic of “overcoming poverty” and sets the direction as the “point of 
origin” into which spatialisations and marginalisations of poverty and luxury are set as extremes. The 
IRXUWKFKDSWHU,96RFLRVSDWLDO5HSUHVHQWDWLRQVRI&RQVXPSWLRQ7KH%ODFN0DUNHWDQG1HZ5LFK
&RQVXPHUVHYROYHVDURXQGERWKWKHFDXVHRISRYHUW\DVZHOODVFDSLWDOLVPDVDSDVVDJHWKURXJKVSD-
WLDOLVDWLRQDQGWHPSRUDOFODVVL¿FDWLRQ7KHEODFNPDUNHWLVWKHFHQWUDOVSDFHRIFRQVXPSWLRQDQGWKH
XQGRLQJRIWKLVVSDFHDVDSODFHRI³ZURQJEHKDYLRXU´QRWRQO\LQWHQVL¿HGWKHH[WUHPHVRIFXOWXUDO
antagonists such as poor and rich and marks the “passage through various contexts”. It also opened 
up new sociocultural spaces and furthermore “conditions of acceptance and resistance”, as analysed 
LQWKH¿IWKFKDSWHU9'HVLJQDQG'UHVVPDNLQJDV7DVWHPDNHUV(VSHFLDOO\ZRPHQFRXOGGHYHORS
their own life-styles, by confronting the “conditions” of adaptation and precisely using the taboo 
space of the black market as well as the production of desires in the development of their professions 
DV³IDVKLRQGHVLJQHUV´7KHODVWFKDSWHU9,&RQVWUXFWLRQRI/X[XU\DVD7KLUG6SDFHGHDOVZLWK
the new values and positions born of the adaptation and accommodation, as a form of transforma-
WLRQRIWKHLGHDORI³:HVW´&RQVHTXHQWO\WKHSURPRWLRQDQGGLVFULPLQDWLRQRIWKHIDVKLRQVHFWRUDV
a contaminated and problematic phenomenon of consumption, included all national and transnational 
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contradictions, which evolved due to the dynamics between poverty and luxury. It also fostered the 
excluding language that tried to discard both extremes as signifying “wrong” social practices. 
,QWKLVVHQVHWKHFRQFHSWRIFDSLWDOLVPLVDFULWLFDOVLJQL¿HULQWKHHDUO\SRVWZDUHVSHFLDOO\WKH
critique on “unrestrained” capitalism as a negative model for social practices and particularly con-
VXPSWLRQ&DSLWDOLVPLVDUWLFXODWHGDVDV\VWHPRIHFRQRP\DQGVRFLHW\VXEVXPHVDQGWUDQVIRUPV
LGHDVSHRSOHFXOWXUHDQGSURFHVVHVDQGDUWLFXODWHVWKHPDVREMHFWV7LPHEHFRPHVDTXDOLI\LQJYDUL-
able, and capitalism as a system becomes abstract space with which to measure everyday life on a 
scale of the narratives “progress”, “nation”, and “democracy” as forms of modernity (Said 1983: 162; 
Lefebvre 1991). This also means that the only way to determine how social processes emerge and 
are implemented is to analyse the environment of a crisis of capitalism and its social order as a social 
spatialisationZKHUHGLVFRXUVHVRIVRFLDOG\QDPLFVDQGLGHQWL¿FDWLRQSURFHVVHVRIFRQVXPSWLRQFDQ
be questioned, renegotiated, and challenged. 
As Said has argued, “the very act of looking for process behind what appears to be eternally given 
DQGREMHFWL¿HG´PDNHV LW SRVVLEOH WR FODLPD VXEMHFW SRVLWLRQJRLQJEH\RQG UHDOLW\ LQWR D ³SXWD-
tive realm of possibility” (Said 1983: 163). The notion of chaos emerging from the postwar crisis is 
VLPLODUWRWKHHURVLRQRISDWWHUQVDQGWKHXQGHUO\LQJORJLFRID¿[HGVRFLDOVSDFHWRZKLFKSHRSOHDUH
bound; if the patterns are not “making sense”, the process of recognising the simulacra, models and 
theories, with which social formations develop and order the “world” every day, can at the same time 
further develop the emergence of agency, acceptance, resistance and transformation as noise. 
1.1 The study of consumption as discourse and spatialisation
The study of consumption is always a study about discourses and social spatialisation, because 
space itself denotes a zone or area where social struggles are occurring over meaning and symbols, 
ZKLFKDJDLQFDQEHFRQVXPHGDVLQGLYLGXDOSURSHUWLHVWRVKDSHVRFLDOLGHQWL¿FDWLRQSURFHVVHV,GHQ-
tities are (re-)produced on the territory of culture or power, and therefore are discursively formed 
and represented constructs. They also denote formations of knowledge and practices that function as 
frameworks to cultural order, as soon as consumer goods are produced and consumed by individuals 
(Douglas/Isherwood 1984: 36). Michel Foucault’s theory of discourse and power relations provides a 
useful framework to the different social formations of consumption in the postwar: power relations in 
WKH¿HOGRIFRQVXPSWLRQDUHLQKHUHQWUHODWLRQVKLSVZKLFKSURGXFHDQH[WHULRUWRZKLFKWKH\DUHDOVR
ERXQG7KHUHODWLRQVRINQRZOHGJHVWUDWHJLHVVRFLDOPRELOLW\DQGDOOLDQFHVQRWRQO\UHÀHFWRWKHU
power relations, but are part of the same realm at the intersection between intellectual, social, cultural 
DQGHFRQRPLFWUDQVIRUPDWLRQV6LQFHGLVFXUVLYHIRUPDWLRQVDUHGH¿QHGDVDOOVRFLDOSUDFWLFHVDQGVR-
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FLDOLGHQWLWLHVLQWKH¿HOGRIFXOWXUHWKH¿HOGRIFRQVXPSWLRQDVDVRFLRFXOWXUDOSUDFWLFHLVDOVRSDUWRI
the discursive formation and can be analysed accordingly as a system of meaning. Discourses do not 
RQO\UHIHUWR³UHDOLW\´WKH\DUHFDWHJRULVLQJREMHFWVZKLFKRQFHWKH\EHFRPHSDUWRIWKHGLVFRXUVH
EHFRPHUHDODQGIRUPVRFLDORUGHUDQGLGHQWL¿FDWLRQV7KHFRQVXPHUVRFLHW\RIWKHSRVWZDUDOVRVDZ
new social formations which were engaged in the fascination of identity, presentation, appearance, 
lifestyle, and leisure (Bourdieu 1984: 370). Since identity is often a formulation of a construct, this 
WKHVLVLQGXOJHVLQWRDQDO\VLQJLGHQWL¿FDWLRQSURFHVVHVUDWKHUWKDQ¿[HGLGHQWLWLHVZKRDUHUHODWHGWR
spatial processes. In addition, spatialisations such as nation, region, space, or identity are constructs 
which are ordered around certain symbols and which group themselves around social difference. This 
thesis thus tries to seek out the differences in the construction of hegemonic discourse and space.
3LHUUH%RXUGLHXGH¿QHVWKHLGHDRIDFXOWXUDORULGHQWLW\FULVLVDVVXFKHVVHQWLDOO\FULVLVPRPHQWV
are struggles over ULYDOV\VWHPVRIFODVVL¿FDWLRQ, where positions are staked out, produce clusters of 
GLIIHUHQFHVZKLFKDUHGLVWLQJXLVKDEOHIURPRWKHUVDQGIRUFHWKHVXEMHFWSRVLWLRQVWRWDNHDUDGLFDO
and stronger coherence between two poles, thus serving as developers of the knowledge of distinction 
and the order of enunciations in the discourse (Bourdieu 1988: 173-183). These new social forma-
tions of the postwar were also forming a new group of cultural intermediaries, who actively promoted 
intellectual life-styles into popular and everyday culture as a symbolic production by the means of 
“taste” (Bourdieu 1984: 77). 
According to sociologist Mike Featherstone (1991), the analysis of consumption embraces various 
SHUVSHFWLYHV&RQVXPSWLRQKDVPRVWO\EHHQUHFRJQLVHGE\VFKRODUVDVEHLQJEDVHGRQWKHH[SDQVLRQ
of capitalist production and the accumulation of material culture, which has been the drive for the 
establishment of a consumer culture in both pre- and postwar. This has also been seen as access to 
egalitarianism and individual freedom, and, as will be emphasised in this thesis, has been the leading 
model of both American intent and the re-instalment of Japanese capitalism in the postwar, although 
different cultural proponents take different approaches to consumption as such. The American model 
RIDFRQVXPHU¶VUHSXEOLFDQGWKH-DSDQHVHGLI¿FXOWLHVZLWK$PHULFDQLVPOX[XU\DQGFRQVXPHUUH-
VWUDLQWRQRQHOHYHODQGDVRFLDOLVWHFRQRP\HPEUDFLQJFDSLWDOLVPRQDQRWKHUDOVRPDGHLWGLI¿FXOW
to place consumption as egalitarian and individual. It is also giving ground for postwar ideologies of 
a “bright and better” life (akarui seikatsu) against the “dark valley” (kurai tanima) to contain desires 
and channel them into a cluster of practices which are labelled as “good”. Furthermore, the second 
perspective also focuses on social status and mobility, which serve as the key factors of individual 
appropriation of these practices as a form of self-ordering and self-perception. Status is also depend-
ing on differences which are displayed, maintained, and used to create social relations to strengthen 
WKHVRFLDOLGHQWL¿FDWLRQFOXVWHUV7KHWKLUGSHUVSHFWLYHVOHDGVWRFRQVXPSWLRQDVDVXEMHFWRIintel-
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lectual and aesthetic means: the more consumption is publicly expressed, the more it transcends 
into the intellectual world as metaphor, moralism, progressive or conservative force, and as cultural 
imagery (Featherstone 1991: 13, 95). The question of this thesis is based on these assumptions, but 
since the early postwar cannot be seen as a fully developed “consumer culture”, the analysis seeks to 
VKRZWKHVRFLDOSURFHVVHVRIKRZWKHUHSUHVHQWDWLYHVRI³JRRG´FRQVXPLQJSUDFWLFHVZHUHMX[WDSRVHG
against the various agents, styles and spaces of consumption with questions on three basic discourse 
elements: Who were the agents of early postwar consumption, and how did social space and social 
order within the early postwar period develop and shape distinctive practices and Japanese consumer 
culture? How did this affect the renegotiations of consumer culture? And how did the different styles 
of consumption become a matter of modern social and political processes involving class and status 
production?
The ideal of a mass culture and cultural consumption implies that the goods, which can be cul-
turally consumed, are existent, and that there are increasing groups who can consume beyond the 
necessary. The commercialisation of culture, mass production, and the access to capital and free time 
play another crucial role in what can be idealised as the “democratisation” process of goods (Schrage 
2003: 63-64). Nonetheless, the access to goods which are culturally important needs an already estab-
lished network of orientation: the effect of implying that the consumption of certain goods is “com-
mon sense” and that their appropriation is an expression of “normality”. The “success” of participat-
ing in democratic processes shows that consumption not only has a social function, but also implies 
power relations of constructing social order (Schrage 2003: 64-65).
The early postwar in Japan did not provide an established network of orientation, and few of the 
Japanese people could consume beyond the necessary. Neither was consumption seen as democratic, 
if it was regarded as mere material or luxury consumption. In addition, the network of orientation had 
to be reproduced and renegotiated by the fact that not only was normality a process that also had to be 
newly constructed, but also that the incorporation of new ideals also provoked expectations beyond 
what was later inclined to develop into the hegemonic model of  a middle mass consumer society. 
According to subcultural studies theorist Dick Hebdige, after the war in 1945, even with the rise 
RIQHZFXOWXUHV³FODVVUHIXVHGWRGLVDSSHDU´GHVSLWHWKHFRQ¿GHQWUHDVVXUDQFHRISROLWLFDOSDUWLHV
WKDWWKHFRXQWULHVZHUH³HQWHULQJDQHZDJHRIXQOLPLWHGDIÀXHQFHDQGHTXDORSSRUWXQLWLHV>@´³7KH
ways in which class was lived, however – the forms in which the experience of class found expression 
in culture – did change dramatically” (Hebdige 1979: 79). The consciousness and the lived experi-
HQFHRIFODVVHVSHFLDOO\E\WKH\RXQJJHQHUDWLRQZKLFKKDVEHQVXEMHFWWRFKDQJHVLQHGXFDWLRQPH-
dia, families, and the polarisation of their communities, “was expressed in ways which were different 
from, and in some cases openly antithetical to, the traditional forms” (Hebdige 1979: 79).
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OVERCOMING POVERTY 
BLACK MARKET/ NEW RICH
DRESSMAKING
LUXURY
borderline, idling
immorality, unrestrained capitalism, Americanism
overexcessive fashion, copying
waste, excess, conspicuous 
consumptionsocial mobility
social inequality
Fig. 1: Structure of nodal points of consumption and their equivalence chains: social formations between pov-
HUW\DQGOX[XU\DQGWKHWUDMHFWRULHVRIPRELOLW\DQGLQHTXDOLW\0RGHOOHGDIWHU/DFODX
7KHFLUFOHVGH¿QHWKHQRGDOSRLQWVGLYLGHGE\WKHSDUWLFXODUKHJHPRQLVPVDQGDQWDJRQLVPVZKLOHWKHSRLQWV
and the groups articulated around them are also occupying different spaces, they are chained to each other, the 
lower parts become antagonisms, while the upper part of the hegemonic regime in media, by the state, in social 
discourse.
7KHHTXLYDOHQFHFKDLQRIDQWDJRQLVPVRIWKHQRGDOSRLQWVLVVXEVXPLQJDQGFRPELQLQJWKHGLIIHUHQWLGHQWL¿FD-
WLRQVDJDLQVWWKHVLJQL¿HUVRIULJKWFRQVXPSWLRQWKLVPHDQVWKDWHYHQSUDFWLFHVRIFRQVXPSWLRQE\SRRUSHRSOH
FRXOGEHOLQNHGWRWKHH[FHVVOX[XU\RULPPRUDOLW\RIWKH1HZ5LFK
To the left, the sociocultural dynamics range in two directions: the concept of social inequality increases into 
WKHGLUHFWLRQZKHUHWKH1HZ5LFKDQGSRYHUW\KDYHEHHQSRVLWLRQHGLQWKHGLVFRXUVHZKLOHWKHFORVHUVRFLDO
mobility comes to luxury, the less it is articulated. 
general poverty
morality, democracy 
taste, design
decencies, positive 
pleasures
equivalence chain
NODAL POINTS+HJHPRQLVWVLJQL¿HU
Antagonism
tendency
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,QSURFHVVHVRIDWWULEXWLQJLGHQWL¿FDWLRQVDQGVRFLDOUHSUHVHQWDWLRQVWKHVWUXFWXUHVRISRZHUDUH
constructed against a “mirror”, also constructing the “other” side. This merged representation of 
JURXSVVXEMHFWVDQGLQGLYLGXDOVLQWRD¿FWLRQDO³H[WHULRU´LQVLQXDWLQJSURSHUWLHVZKLFKDUHPRVWO\
SURMHFWHGDVDPRUDOLW\H[FHVVLYHQHVVRUGLVRUGHUVHUYHVWRFODULI\QRWWKH³RWKHUV´EXWWKHDFWXDOUH-
ODWLRQVRISRZHUDQGKHJHPRQ\WKDWDUHXQGHUO\LQJWKHORJLFRIWKLVRWKHULQJ7KHGH¿FLHQFLHVRIWKH
others are mirrored into society as the moral problems of groups that apparently have more freedom 
in society than those who are denied and deny themselves access to these properties in hegemonic 
society and culture (Marchart 2007: 97). The exterior (or, “constitutive outside”) are the measure-
PHQWVDQGERXQGDULHVRIWKHFRQVWUXFWLRQRIVHQVHDQGRUGHULQVRFLHW\LQWKH¿UVWSODFHDQGDUHFRUUH-
sponding “formative elements” of the hegemonic discourse. Hence, this thesis will evolve around the 
“others” as merged into groups and converged as the “constitutive exterior” (Laclau/ Mouffe 1985) 
of the postwar identity crisis and of the discourses on consumption, with which the hegemonic model 
of “middle mass” society is articulated: following the aforementioned four nodal points of space and 
FRQVXPSWLRQGHSLFWHGLQ)LJWKH¿UVWFKDSWHUGHDOVZLWKWKH³SRRU´DVDQH[WUHPHDQGWKHLUOLQNDJH
WRLGOHFRQVXPSWLRQOHDGLQJWRWKH1HZ5LFKDQGWKHLUPDUJLQDOLVDWLRQDVZURQJVRFLDOSUDFWLFHVRI
committing consumption in the second chapter. The third chapter deals with taste-makers and an-
WDJRQLVW1HZ5LFK\RXWKDVWKHQHZJHQHUDOVXEMHFWRI³PRUDOSDQLF´OHDGLQJWRUHSUHVHQWDWLRQVRI
women as a problem of social mobility by committing fashion production/consumption. The fourth 
chapter shows how these representations also shape nostalgia of upper classes in order to legitimise 
their consumption as social distinction. 
1.2 Discourse Analysis
%\UHIHUULQJWRGLVFRXUVHVDQGFRQVXPSWLRQWKLVWKHVLV¿UVWIRFXVHVRQWKHFRQVWUXFWLRQRIVSDFHV
where consumption occurs as a form of social discourse and spatialisation: the moment when some-
RQHHQWHUV³VSHDNV´DGLVFRXUVHKHRUVKHDOVRHQWHUVDVXEMHFWLYHSRVLWLRQZLWKLQWKHGLVFRXUVHDQG
thus takes over a certain social identity. According to cultural studies theorist Oliver Marchart, we 
do not necessarily need to believe that the hegemonic discourse is superior, but by speaking, we are 
positioned and localised in the same discourse taking the position as a social identity (Marchart 2007: 
&RQVXPSWLRQLVSDUWRIWKHJHQHUDOSXEOLFVSDFHDQGE\GH¿QLQJDPDUNHWWKHSODFHQRWRQO\
becomes a site of commodity exchange by producers and consumers, but a social process which cov-
HUVWKHHQWLUH¿HOGRIPHDQLQJ7KLVPDUNHWWKHQEHFRPHVDVSDFHZKHUHLGHQWL¿FDWLRQSURFHVVHVDQG
VXEMHFWSRVLWLRQVDUHQRWRQO\DUWLFXODWHGE\VRFLDOSUDFWLFHEXWZKHUHWKHGLIIHUHQFHVLQWKHFXOWXUDO
¿HOGDUHDOVRFRQVWUXFWHGDVHTXLYDOHQFHFKDLQVSURGXFLQJDQGUHSURGXFLQJGLVWLQFWLRQDQGVRFLDO
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FODVVL¿FDWLRQV7KHHTXLYDOHQFHFKDLQVVKDSHDQGUHVKDSHFULWHULDRIGLIIHUHQFHVWKURXJKWKHPHGLXP
of consumption, so that consumption does not centre on the goods that are consumed, but rather on 
the strategies of distinction (Schrage 2003: 58; Bourdieu 1984). In combination with the spatial lo-
calisation of identities, the discourse on consumption reveals social struggles for hegemony, where 
WKHVHVWUDWHJLHVZLWKZKLFKVRFLDOLQVWLWXWLRQVDQGVWUXFWXUHVRUGHUDUHHVWDEOLVKHGFDQHI¿FLHQWO\EH
inscribed into law, politics, and culture as values, but also as resistance within the same mechanisms 
RISRZHU)RXFDXOW>@7KLVPHDQVWKDWWKHJHQHUDWLRQRIFRQVWUXFWVRILGHQWL¿FDWLRQRYHU
consumption is always a process between power and resistance, but also of space and spatialisation. 
Discourses are multi-layered options of hegemonising and marginalising social spaces which 
Michel Foucault has deemed the “order of things” in his archaeology. The discourse is therefore not 
only ordering statements and things that are “said” around a certain form of hegemonic structure, 
EXWDOVRGH¿QHVFODVVLI\LQJSUDFWLFHVVRFLDOKLHUDUFKLHVDQGWKHERUGHUVRIVSDFHVRIDJHQF\WKDWDUH
described by spatial references. This means that the discourse itself is a formation of reality, because 
actors interpret, transform, experience and produce patterns that are inscribed into the structures. 
These discourses also shape ideologies and institutional practices to create cultural structures such as 
IDPLOLHVVWDWHVDQGPHGLDDVDKHJHPRQLFFRPPRQVHQVHE\WHPSRUDU\DOOLDQFHVRISRZHU,GHQWL¿-
cation processes are thus also developed on the basis of struggles in social spaces: 
“Describing discourse as social practice implies a dialectical relationship between a particular discursive 
event and the situation(s), institution(s) and social structure(s) which frame it.” (Fairclough/Wodak 1997: 
258)
'LVFRXUVHGRHVQRWMXVWUHSUHVHQWWKHZRUOGVRIFRQVXPSWLRQEXWDOVRVLJQL¿HVUHDOLW\DQGPHDQ-
ing, by providing and creating the knowledge for the representation and perception of the world and 
its social order. On another level, the discourse is also voluntarily omitting or ignoring other interpre-
tations in order to create alliances of power and identity.
For Foucault, these framing patterns are acting as rules of the discourse which are setting relations 
in different information sets, and combine elements that can also be contradictory. Foucault discovers 
basic moments, or layers, of discourses which are described as discursive formations (Foucault [1969] 
7KHVHIRUPDWLRQVFUHDWHWKHGLVFRXUVHDQGRUGHUWKHVWUXFWXUHRIPRGDOLWLHVREMHFWVFRQFHSWV
and strategies, which seek the actors of legitimate and legitimising discourses. The right to speak in 
DGLVFRXUVHDQGWKXVFUHDWHWKHGLVFRXUVHLVJLYHQWRLQVWLWXWLRQDOVSDFHVDQGVXEMHFWSRVLWLRQVZKLFK
FDQDOVRVKDSHWKHXQGHUO\LQJORJLFRIWKHREMHFWVZLWKLQ7KXVGLVFRXUVHVDUHQRWRQO\VLJQVDQGRE-
MHFWVEXWUHJXODUVRFLDOSUDFWLFHVZKLFKIRUPWKHREMHFWVZKLOHVSHDNLQJDQGWKXVSURGXFHPHDQLQJ
DQGUHDOLW\&RQFHSWVLQWKLVGLVFRXUVHUHODWHDQGVROLGLI\DUJXPHQWVDQGDUHFRQVWDQWO\UHLQVFULEHG
as qualitative meaning of social cohesion and social strategies of hegemony (Foucault [1969] 1982). 
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$VIRUWKLVDSSURDFKWKHVLJQL¿HUVdemocracy and HTXDOLW\ linked to consumption, related to the 
HPHUJHQFHRI WKH FLWL]HQ FRQVXPHU DQGQDWLRQDO VXEMHFW YLD WKHSDWWHUQVRI FRQVXPSWLRQ DQG WKH
VROLGL¿FDWLRQRIDUJXPHQWVDJDLQVWFRQVXPSWLRQ+HUH)RXFDXOWLQWURGXFHVWKHFRQFHSWRIdispositif 
or apparatus, which denominates measures to re-inscribe and manifest the basic elements of the dis-
course: essentially all that is said, not said, and institutionally established, such as education, laws, in-
WHOOHFWXDOVDQGLQVWLWXWLRQDOLVHGSDWWHUQVRIEHKDYLRXU(YHQWKRXJKWKHREMHFWVLQWKHGLVFRXUVHFDQEH
WUDQVIRUPHGE\VLJQL¿HUHVWKH\VWLOODUHRUGHUHGLQWKLVLQVWLWXWLRQDOZD\)RXFDXOW5DWKHU
than assuming they were given structures, as will be analysed in the following chapters of this thesis, 
institutions and institutionalised practices occupy social spatialisations and symbolise social forma-
WLRQVDURXQGVHWVRIGLIIHUHQFHVLQWKHFXOWXUDO¿HOGDQGDUHWKXVSURFHVVHVLQWKHPDNLQJ0RUHRYHU
they form social cohesion by subsuming symbolic elements of culture, which can be consumed as 
ZHOOLQRUGHUWRFRQVWUXFWLGHQWL¿FDWLRQ
$QLQYHVWLJDWLRQRIWKHUHODWLRQEHWZHHQ¿QGLQJRQH¶V³SODFH´LQWKHFXOWXUDO¿HOGDQGKRZWKHVHWV
of differences are combined as institutionalised practices can be shown in Bourdieu’s theory of habi-
tus and social spatialisation by different forms of capital, which result into “life-styles” as the expres-
sion of the appropriation of symbols as well as of social interaction. They also form ideas and social 
signs of poverty, necessity and luxury as “taste” within the hegemonic order of “everyday  practices”. 
7KHGLVFRXUVHFRQVWLWXWLQJWKHVRFLDOLVDOVRH[HPSOL¿HGE\(UQHVWR/DFODXDQG&KDQWDO0RXIIHZKR
transcend Foucault’s logic into the detection of DUWLFXODWLRQRIHPSW\VLJQL¿HUV, which produce he-
gemony and antagonisms. The stabilising process, in order to establish power over a temporary set 
of “equivalent” differences, in order to make sense in the world, is the practice of articulating them 
around nodal points$UWLFXODWLRQLVGH¿QHGDVDSUDFWLFH³HVWDEOLVKLQJUHODWLRQVDPRQJHOHPHQWVVR
WKDW WKHLU LGHQWLW\LVPRGL¿HGDVDUHVXOWRI WKHDUWLFXODWRU\SUDFWLFH´/DFODX0RXIIH
This means that articulation is the way in which two or more elements of the discourse are connected 
together and establish a unity (Laclau/ Mouffe 1985). According to sociologist Doreen Massey, any 
social relation has a different meaning when combined into different articulations: 
“[I]f identity is thought in terms of an articulation of the social relations in which a person/group is involved 
[…], then (political) alliances have to be positively constructed across and between these varying articula-
tions.” (Massey 1994b: 179)
The positive construction of alliances and the consistent re-connection of positive alliances, as 
Foucault also has formulated as the formation of concepts, simultaneously evoke dichotomies: the 
symbolic meaning of space and place is also determining exclusion by the public/private divide of 
everyday life and their symbolic content, showing that the “unity” of a discourse is always the (re-)
articulation of very different elements and “concepts” that are not “bound” to a certain meaning. 
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&XOWXUDOVWXGLHVSURSRQHQW6WXDUW+DOOJLYHVDIXUWKHUH[SODQDWLRQRI/DFODX¶VWKHRU\RQDUWLFXODWLRQ
VKRZLQJKRZDQLGHRORJ\³GLVFRYHUV´LWVVXEMHFWLWSLFNVRXWRQHSDUWLFXODULGHQWLW\IURPWKH¿HOGRI
GLIIHUHQFHVDQGWRWDOLVHVLWVPHDQLQJ,GHRORJ\XQL¿HVRWKHUHOHPHQWVRIWKHGLVFRXUVHDVHTXLYDOHQF-
es, while excluding various “others” as their antagonists within the same space (Hall 2000: 65-66). 
The combination of these theories leads the rather static concepts of Foucault’s discourse to a more 
ÀH[LEOHDSSURDFKRQWKHGLVFRXUVHRIFRQVXPSWLRQ)RU/DFODXDQG0RXIIHWKHVRFLDODVDJLYHQV\P-
bolic order always requires a symbolic practice of making “sense”; the order of communicating this 
sense is thus already constituted by discourses. The regularities, or dispositif of Foucault’s discourse, 
are also providing this sense in creating a notion of identity as a spatial experience. The more identi-
ties are assumed and created relating to a certain place, space, and order of thought and experience, 
the more the regularities gain hegemony over the differences and build a matrix of behaviours, class 
relations and social practices.
There are two underlying logical traits in which articulation manifests as hegemony: the logic of 
difference and the logic of equivalence. The logic of difference is the result of a society temporarily 
stabilising many related differences against internal and external limitations which have to be institu-
tionalised as “common sense”, as form of hegemony.  Thus, the discursive elements can be articulated 
into contingent moments which serve as basis for hegemony. The temporary character of these chains 
of differences working together as the layers of a discourse can also be challenged and changed, be-
FDXVHRIWKHXVHRIIUHHÀRDWLQJEXWHPSW\VLJQL¿HUVZKLFKGXHWRSRZHUFKDQJHVRUFULVHVFDQEH
related to other elements, giving them new possibilities of meaning: 
WKHVLJQL¿HULV³DYRLGZKLFKFDQEH¿OOHGRQO\E\WKHSDUWLFXODUEXWZKLFKWKURXJKLWVYHU\HPSWLQHVVSUR-
duces a series of crucial effects in the structuration/ destructuration of social relations” (Laclau 2000: 58).
The postwar Japanese “nation” was structured by differences within which assigned different roles 
to the Occupation Forces, men, women, workers, and the elites.  A “nation” as a spatial relation sta-
ELOLVLQJGLYHUVHGLVFRXUVHVDQGYDULRXVLGHQWL¿FDWLRQVFDQEHVWDELOLVHGDQGXQLWHGZKHQIDFLQJDQ
“enemy”. Here, with the threat (the difference) as an antagonist player, the “homeland” even unites 
elements such as minorities, workers, or gender, and unites them to the hegemonic discourse against 
the “constitutive exterior”, the enemy. Except for the Occupation Forces which were both enemy and 
desire as symbolising “America”, this enemy rose from within and was assigned to overtaking the 
WUDLWVRI³$PHULFDQLVP´FDSLWDOLVPDQGVRFLDOLQHTXDOLW\,QFRQVXPSWLRQLWZDVWKH³1HZ5LFK´
with which both poverty and luxury were measured and opposed. This antagonism is even more 
YLVLEOHZKHQGHFLVLRQVDUHPDGHLQWKHQDPHRIHPSW\VLJQL¿HUVVXFKDVfreedom, democracy, and 
equalityZKLFKXQWLOQRZKDYHDOZD\VIXQFWLRQHGZHOODVVLJQL¿HUVDQGQDUUDWLYHVRIWKHGLVFRXUVHRI
consumption. According to this theory, the postwar discourses on consumption form subsequent nod-
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al points of this thesis that can be detected to which sense, taste, and social formations are articulated 
around. These are notably the aforementioned four layers of antagonisms that will be investigated 
KHUHDVQRGDOSRLQWVIRUFRQVXPHULGHQWL¿FDWLRQLQWKHHDUO\SRVWZDUpoverty, black market/New Rich, 
fashion (design) and luxury. 
1.3 Capital and the formation of social space
,GHQWL¿FDWLRQLQ WKHVRFLDO¿HOGDQGWKH WKHRU\RIFRQVXPSWLRQDUH OLQNHGE\3LHUUH%RXUGLHX¶V
concept of distinction, where identities are formed creating a habitus of group, or class, as member-
VKLSWRDFHUWDLQVRFLDOVSDFH7KHPRVWLPSRUWDQWV\VWHPIRUGH¿QLQJVRFLDOVSDFHVLVWKHFODVVLI\LQJ
system of capital and “taste” introduced by Bourdieu. According to his theory of class, the latter is 
QRWGH¿QHGE\DSURSHUW\EXWE\WKH³VWUXFWXUHRIUHODWLRQVEHWZHHQDOOWKHSHUWLQHQWSURSHUWLHVZKLFK
JLYHVLWVVSHFL¿FYDOXHWRHDFKRIWKHPDQGWRWKHHIIHFWVWKHH[HUWRQSUDFWLFHV´%RXUGLHX
In order to locate these relationships, Bourdieu introduces the theory that different capital forms in 
social space, social status and cultural symbols are bound by trilateral, but asymmetrical forms of 
FDSLWDOWKDWDUHWKHPVHOYHVERXQGWRDQGFDQEHLQYHVWHGLQWRWKHVRFLDOPDUNHWDV³TXDOL¿FDWLRQ´RU
knowledge: economic, cultural, and social capital (Bourdieu 2005).
Economic capital is generally realised as money, investment, or shares. It is the basis of purchas-
ing goods, and limiting the consumer to appropriate and acquire values depending on the amount of 
capital. Social capital is basically every social networking, be it either the interaction with people, or 
the interaction with people of one’s status, or above: social mobility can therefore be conducted by the 
same means, or knowing the “right” people. In these terms, capital itself also is a mere “social rela-
WLRQ´RIFODVVVWUXJJOHVLWLV³DQHQHUJ\ZKLFKRQO\H[LVWVDQGRQO\SURGXFHVLWVHIIHFWVLQWKH¿HOG>LH
the social discourse] in which it is produced and reproduced, each of the properties attached to class is 
JLYHQLWVYDOXHDQGHI¿FDF\E\WKHVSHFL¿FODZVRIHDFK¿HOG´$¿HOGKDVDVSHFL¿FORJLFZKHUHSURS-
HUWLHV³LQWHUQDOL]HGLQGLVSRVLWLRQVRUREMHFWL¿HGLQFXOWXUDOJRRGV´DUHGHWHUPLQHGWREHYDOLGLQWKH
UHODWLRQVEHWZHHQVXEMHFWSRVLWLRQVDVVRFLDOSUDFWLFHV%RXUGLHX/DFODX0RXIIH
&XOWXUDOFDSLWDOLVDQ\FDSLWDOREWDLQHGRULQKHULWHGE\PHDQVRIFXOWXUDOV\PEROVYDOXHVKD-
bitus, and status. A child of an elite upper class family will usually be more educated, having more 
“connections” of social capital, and even if a young student does not have any economic capital yet, 
cultural and social capital can be turned into economic capital to attain the goal of rising in or main-
taining class. People of the upper classes will most likely consume goods and media appropriate to 
their status; as in postwar Japan, these media were general and upper class magazines such as &Kǌǀ
.ǀURQ, %XQJHL6KXQMǌ and )XMLQ.ǀURQ. Achieving cultural capital means that they have gained the 
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knowledge on what they have to consume, and even if they do not belong to a certain class, they know 
which properties and which goods are related to any other social formation (Bourdieu 2005: 53-63). 
&XOWXUHLVXVHGLQWKHSRZHUUHODWLRQVDVFRQWUDGLFWRU\DQGEOXUVWKHLGHQWL¿FDWLRQWRDFHUWDLQ³FODVV´
in Japan in the late 1940s and 1950s, status, cultural background, and work, formed part of a habitus 
system which contributed to the model system of the “American way of life”, the “Americanist” 
DQWDJRQLVPVRID1HZ5LFKKDELWXVRIFRPPLWWLQJFRQVXPSWLRQDQGWKHQDWLRQDOLVDWLRQRIHYHU\GD\
culture by the threats of “cultural decline” of the upper classes and a return to luxury in the late 1950s.
The lack of cultural or social capital means imbalance in the partly arbitrary order of capital forms, 
and people who possess more economic than cultural capital will most likely be considered as status 
seekers, or socially mobile, for the inherited capital forms of status and habitus are missing and easy 
to detect by their peers and those of the class they want to achieve (Bourdieu 2005: 70-75). The New 
5LFKDUHSDUWRIWKLVFDWHJRU\DQGDUHDOVRSHUFHLYHGE\ODFNLQJVRFLDOFDSLWDOGXHWRGLIIHUHQWIRUPV
of language, peers, media (such as the kasutori magazines) and the social limitations by the upper 
FODVVHVZKRWU\WRGHIHQGWKHERUGHUVDQGFRQVHUYHWKHLUVRFLDOUHODWLRQV1RQHWKHOHVVWKH1HZ5LFK
are socially mobile, because they move in a new environment where they can adopt and adapt to new 
social practices and challenge many relations of the newly established habitus systems as new forms 
of social order, which is also marked by the discourses on clothing. 
In the postwar years, in order to characterize a class as “conservative” or “innovating”[...], the 
authorities, intellectuals and media consistently debated on the topic of a national minimum standard 
by the ethical category of poverty. This standard was “necessarily situated socially” and produced “a 
discourse which states little more than the site it comes from” (Bourdieu 1984: 156). The production 
RIVSDFHDVLQWKLVFRQWH[WSURGXFHGDQHPSW\VLJQL¿HUOLQNLQJSRYHUW\DQGGHPRFUDF\DQGIXQGD-
PHQWDOO\SURGXFHVD VWDWHRIXQFHUWDLQW\E\EOXUULQJ WKHV\VWHPRIREMHFWLYH UHODWLRQV WKDWJRYHUQ
VXEMHFWSRVLWLRQV
6RFLDOVSDFHLVDVRFLDOSURGXFWDQGSURGXFHGZLWKLQDVSHFL¿FVLWHWKDWLVDOUHDG\GH¿QHGDQGWHQGV
to depoliticise the struggles for transformation. As well as the 1940s black market was the space in the 
JDPHZKHUHWKH1HZ5LFKZHUHDVVLJQHGWRVRWKH\ZHUHQRWDEOHWREHSDUWRI³JRYHUQLQJ´WKHVWUXJ-
JOHVWKHXSSHUFODVVHVKDGDVLPLODUGLI¿FXOW\WRGH¿QH³UH¿QHPHQW´DQGOX[XU\DJDLQVWDQLQFUHDV-
ingly preferred class such as the “middle” within the same discursive sites of democracy, equality, 
DQGJHQHUDOSRYHUW\'HVSLWHWKHHQRUPRXVHDUO\SRVWZDULQÀXHQFHRILQWHOOHFWXDOVDQGHOLWHVRQWKH
bourgeois (and less educated) existence of the middle class, the middle was protected by economic 
and political interests. Therefore, it was argued within the already existing space of the  middle, estab-
OLVKLQJLWVGLIIHUHQFHE\DWWDFKLQJWKHSUH¿[³QHZ´LQRUGHUWRSRLQWRXWWKDWWKHSRVWZDUZDVDQHZ
relocated time and space and had nothing to do with the prewar middle class. 
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7KHSURGXFWLRQRIVSDFHDVLQWKLVFRQWH[WSURGXFHGDIRUHPHQWLRQHGHPSW\VLJQL¿HUVOLQNLQJSRY-
erty and democracy, and fundamentally produces a state of uncertainty by blurring the system of 
REMHFWLYHUHODWLRQVWKDWJRYHUQVXEMHFWSRVLWLRQV7KH\DOVRFOHDUO\PDUNGLVWLQFWLRQEHWZHHQVRFLDO
positions and shape discursive borders:
³2QO\E\UHIHUHQFHWRWKHVSDFHLQWKHJDPHZKLFKGH¿QHVWKHPDQGZKLFKWKH\VHHNWRPDLQWDLQRUUHGH-
¿QHFDQRQHXQGHUVWDQGWKHVWUDWHJLHVLQGLYLGXDORUFROOHFWLYHVSRQWDQHRXVRURUJDQL]HGZKLFKDUHDLPHG
at conserving, transforming or transforming so as to conserve” (Bourdieu 1984: 156).
(UQHVWR/DFODXGHPRQVWUDWHVWKHVHDLPVWRUHGH¿QHFRQVHUYHRUWUDQVIRUPVRFLDOVSDFHDVDNLQG
RI³SRSXOLVP´/DFODXGHWHUPLQLQJWKDWWKHHPSW\VLJQL¿HULVDOVRZRUNLQJWRXQLWHWKHFKDLQ
of equivalences of discursive formations that do not seem to have any thing in common by the con-
nection of aforementioned strategies that socially spatialise the discourse. Hegemony is temporarily 
established by the overdeterminationLHWKHIRUPDWLRQRISDUWLFXODUVLJQL¿HUVZLWKLQWKLVFKDLQWKDW
come to represent the chain as a totality at a certain moment. Therefore, because the chain is internally 
GLYLGHGE\PDQ\VXEMHFWSRVLWLRQVWKHVLJQL¿HUDOVRXQL¿HVSRVLWLRQVWKDWDUHDQWDJRQLVWLFPDNLQJ
reference to the space in the game. 
2 SPATIALISATION OF ANTAGONISTS
6SDFHDQGERUGHULQJDORQJVLJQL¿HUV
For Henri Lefebvre, space is a social construct that is conceived by discursive formations which 
divide space into a triad of assignments: 1. Spatial practice, in which places and sets of social forma-
tions are inscribed and re-produced in order to give the imaginary of social cohesion and performance. 
5HSUHVHQWDWLRQVRIVSDFHZKLFK³DUHWLHGWRWKHUHODWLRQVRISURGXFWLRQDQGWRWKHµRUGHU¶ZKLFK
those relations impose”, meaning the information set of knowledge, communication of symbols and 
FRGHVWKDWDUHDWWHPSWLQJWRVWDELOLVHDQG¿[WKHVSDFHVXFKDVWKHVWDWHDXWKRULWLHVXUEDQSODQQHUV
intellectuals, and others that develop distinctive properties with which spaces can be differentiated 
DQGZKHUHERUGHUVFDQEHHQFRGHG5HSUHVHQWDWLRQDOVSDFHVZKLFKFDQEHVHHQDVWKHFRPSOH[RI
discourses that transform social space into a symbolism in itself, meaning the description by “actors” 
such as the media that assign various spaces to cultural categories and therefore also shape antago-
nisms (Lefebvre 1991: 33).  
As Lefebvre calls capitalism the producing practice of “abstract space”, this abstraction can be 
VHHQDVWKHHPSW\VLJQL¿HUWKDWRQO\ORRNVWLPHDQGVSDFHOHVVDQGWKHUHIRUHVSDWLDOLVHVVRFLDOIRUPD-
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tions as a “condition” from inside and outside (Lefebvre 1991: 52-53). This condition is thus account-
HGWRWKHHPSW\VLJQL¿HUVRIdemocracy, freedom, equality, and the global. I will argue here that the 
FULVLVRISURYRNHGPDQ\GLIIHUHQWVRFLDOSRVLWLRQVDQG³VSDFHV´WREH¿OOHGZLWKWKH³SDUWLFXODU´
VLJQL¿HU /DFODX EXW DOVRSODFHV FRPPRGLWLHVPDUNHWV DQGSHRSOH VLQFH WKH V\PEROLF
social order was destroyed. The discursive hegemony introduced into the “order” of space can also 
be negotiated when referring to social spaces that are later excluded, but which are still central to the 
articulation of early postwar as a temporal and spatial category. By creating symbolic representations 
of a spatial practice that is excluded as antagonism, or physical threat, the social formations having 
emerged within will become representational as well. Brenner argues that by assuming that a certain 
VSDFHLV¿[HGDOO³RWKHU´SODFHVSHRSOHFRPPRGLWLHVDQGSUDFWLFHVEHFRPHPDUJLQDOLVHG%UHQQHU
2000: 366-369). Nonetheless, they might still be challenging the order, and therefore, some places, 
people, and goods within the same social space need be re- and dislocated, but still described and 
represented, or become the “exterior” in order to provide a symbolic unity. 
,IVSDFHLVQRWRUJDQLVHGLWPHDQVWKDWVRFLDOUHODWLRQVDUHQRW¿[HGQRURUJDQLVHGLQZKDW/HIHE-
vre has called scales: the production of borders and dichotomies, but also spatial orderings of class, 
age and gender. Spatiality also assumes a certain behaviour which is “normal” and locates it to dif-
IHUHQWVRFLDOV\PEROVDQGVSDFHVWKXVDQDFFHSWDEOHVRFLDOEHKDYLRXUZKLFKLVGH¿QHGE\QRUPDO-
LW\RUGLQDU\RUWKHSXEOLFDOVRFHQWUHVRQFRQWUROOLQJDQGGH¿QLQJVSDWLDOVRFLDOUHODWLRQV%UHQQHU
$Q\LQDSSURSULDWHEHKDYLRXULVGH¿QHGLQFRQWUDVWWRDERUGHULQJVFDOHZKLOHLWZDV
deemed inappropriate to consume goods which did not reinforce the ideal of private and modest con-
sumption, the consumer was relocated to the space of disturbance and chaos: the black market, and 
further consolidated the disapproval of social mobility. While the normality of consumption created 
a new space of a “middle” against the existing spaces and relations of both poverty and luxury with 
the black market, gender relations were also implied to create the spatial borders. Women of the black 
PDUNHWZHUHKLJKO\PRELOHDQGMX[WDSRVHGZLWKKRXVHZLYHVFRQ¿QHGWRWKHVRFLDOUHODWLRQVRIIDP-
ily and home. In addition, the claim of women to enter the workplace as producers of culture, in this 
case, design, was integral to the identity of both the women which were deemed inappropriate and 
relocated to the black market, as well as the construction of culture and contestation of “normality”.
2.2 Taste as hegemonising practice of “good” consumption
People do not simply obey rules or follow them in their everyday activities, but form habits and 
acquire rules by experience. This experience is formed by the discourses that give meaning, but also 
by the logic of differences, class and gender relations that form the discourse. For Bourdieu, the habi-
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tus is built into the social spatialisation by perception, thought and action of the “world” and reality, 
how people react to others based on different forms of upbringing, education, and ideas as capital. 
Depending on the forms of symbolic capital, meaning economic, cultural and social capital, the ac-
cess to social status, by using or possessing capital, is producing and reproducing symbolic order 
and the spatialisation of different relations in social space. Therefore, class or similar structures are 
FOXVWHUVRIDUWLFXODWHGVRFLDOVXEMHFWSRVLWLRQVLQWKHFXOWXUDO¿HOGWKDWRFFXS\VSDFHVZKLFKDUHVWUXJ-
JOLQJDJDLQVWHDFKRWKHUIRUKHJHPRQ\DQGSRZHUGH¿QHGDVVRFLDOIRUPDWLRQV7KLVSRZHUDVZLOO
be analysed, is the operator of “achieving” and institutionalising legitimate taste. The Laclau/ Mouffe 
DSSURDFKWRWKHVHGLIIHUHQFHVVKRZVKRZWKH\DUHDUWLFXODWHGDQGXQL¿HGWRDQequivalence which 
determines the logic of taste between the extremes.
According to Bourdieu, a taste of the middle class and cultural consumption does not develop 
on its own. It needs both other polarisations of “taste”, those of necessity and luxury, or poverty 
and wealth, to challenge and shape the codes, spaces and identities of cultural representatives of the 
middle. Nonetheless, the development of taste and the establishment of a social and cultural order of 
WKLQJVDOVRGHYHORSVDKDELWXVZKLFKGLVFULPLQDWHVRWKHUVXEMHFWSRVLWLRQVDQGJURXSVRISHRSOHWKH
PRUHFRKHUHQWDQGKHJHPRQLFLWVSRVLWLRQLQWKHFXOWXUDO¿HOGEHFRPHV%RXUGLHX7KHFRQFHSW
of habitus refers to the socialisation of groups that internalise their “view of the world”,  a social 
cohesion of perceptions, appreciations, gradation schemes and behaviors, which constrain the radi-
cal positions and delineation of social spaces (Bourdieu 1988: 99; 1984: 169-175). A habitus is the 
³XQLI\LQJ´SUDFWLFHRIFODVVL¿FDWLRQDQGOLIHVW\OHVDVYDULDQWVRIWKHVDPHUHODWLRQVKLSWRQHFHVVLW\LQ
a struggle on legitimacy:
In cultural consumption, the main opposition, by overall capital value, is between the practices designated 
by their rarity as distinguished, those of the fractions richest in both economic and cultural capital, and the 
SUDFWLFHVVRFLDOO\LGHQWL¿HGDVYXOJDUEHFDXVHWKH\DUHERWKHDV\DQGFRPPRQWKRVHRIWKHIUDFWLRQVSRRUHVW
in both these respects.” (Bourdieu 1984: 176-177)
The focus in this thesis lies on the processes if and how the new middle masses as the new sym-
bolic intermediaries in the late 1950s evoked quest for distinction between high and mass culture. 
Nonetheless, postwar Japan was occupied, and the claim for culture turned out to be a challenge in the 
spaces of consumption, both for cultural “order”, national values, moralism, and the problem of the 
hegemonic model of a Western mass culture betraying high cultural achievements. Thus, by analys-
LQJWKHOHQJKW\GLVFXVVLRQVRQWKHFXOWXUDOSURGXFWLRQPHULWVDQGÀDZVRIGHVLJQDQGGUHVVPDNLQJ
as the space where some sort of noise was immanent, was the critical moment where taste had to be 
institutionalised as a power relation.
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Taste is also related to the social conditions and circumstances of class: the taste of necessity, as 
a practice, is perceived negatively or positively, “when one moves from one extreme of social space 
to another”: the same practices of everyday living can be seen voluntary or forced, “depending on 
whether it is performed by members of the privileged classes or the working classes” (Bourdieu 1984: 
7KHFRXSOLQJRIGLIIHUHQWFXOWXUDOFRGHVIURPSRODULVHGDQGRSSRVLWHSRVLWLRQVLQWKHVRFLDO¿HOG
are related to the emergence of different social formations. These structures take oppositional forms 
between the different social positions: the appropriation of cultural symbols can only be developed by 
the evaluation and polarisation of extremes. This can be seen not only in the way in which “poverty” 
was dealt with in the postwar, but also, in combination with the accumulation of symbolic capital, can 
be traced to the distinctive markers of luxury, which operated within the same realms: poverty was 
regarded as an imaginary of democracy and equality, and the concept of luxury also revolved around 
WKLVDUWLFXODWLRQ WKH WDVWHRI OX[XU\KDG LQRUGHU WREH OHJLWLPDWHDQGQRW IDOO LQWR WKH1HZ5LFK
extreme, opposite to the antagonist taste of luxury as waste, but also had to position itself towards 
QHFHVVLW\7KHGLVWLQFWLYHFKDUDFWHUWKXVZDVWRGLIIHUGLIIHUHQWO\ZKLOHWKHRUGLQDU\ZDVUHGH¿QHG
by the extreme representations of consumption, the discourse on luxury took the same position as the 
PLGGOH:LWKRXWSRYHUW\DQGWKHFRQVSLFXRXVFRQVXPSWLRQRIVRPHSHRSOHOX[XU\FDQQRWEHGH¿QHG
because it is a concept of resignation to scarcity and the practices of raising value by having “time” 
DQGZHDOWK³/X[XU\´LVDQH[FOXVLYHDSSURSULDWLRQRIV\PEROVRIFXOWXUHDQGDHVWKHWLFUHGH¿QLWRQ
of “appropriate” social practices and the access to restricted knowledge in order to transform the con-
sumption of goods, where power relations can be perceived (Bourdieu 1984: 282). This also answers 
the question why the aestheticisation of commodities in form of design, as a revaluation of culture, 
ZDVFHQWUDOWRWKHHIIRUWVRIUHGH¿QLQJVRFLDOSUDFWLFHVLQWRULJKWRUZURQJ
In the 1940s and 1950s, the goal of the state as well as of the dominant actors was to attain and 
implement taste in order to pursue the re-establishment of national values in consuming locally pro-
duced goods, not only by the divide into public and private, but also by gendering production and 
consumption. Nonetheless, the consumption of these goods was not possible for many people until 
the late 1950s. Therefore, the institutions shaping the formation of a national taste were even more 
eager to re-formulate and re-install “taste” as a concept based on the idea of democratisation of 
consumption, by forming this taste as the knowledge of functionality, rationality, and “design”. The 
perspectives of aestheticising commodities by “design” and the gendering of production/consumption 
ZLOOEHJLYHQLQWKHFDVHVWXG\RIGUHVVPDNLQJLQ&KDSWHU93RVWZDUOLIHZDVQRWDWDOOUDWLRQDOLVLQJ
or functional, and in the making of the ideal consumer – the housewife which was also targeted as 
political agent for „good“ consumption –, taste was established against other social formations and 
KDELWXV¶EXWFRXOGFURVVVRFLDOVSDFHV&KDSWHU9ZKLFKLVGHGLFDWHGWR³WDVWHPDNHUV´ZLOOVKRZWKH
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dynamics of “design” as intellectual discourse and empowerment for consumers coming from black 
market spaces, as well as the development of the institutionalisation of mass culture by the same 
mechanisms.
%RXUGLHX¶V WKHRU\LV ODFNLQJWKHDVVXPSWLRQWKDWRQFHGH¿QHG WKHKDELWXVJLYHVDQGLQYHQWVD
VWDWLFLGHDRID¿[HGVSDFHZKLFKLVUHYHDOLQJFODVVPHPEHUVKLSDOWKRXJKLWLVDWHPSRUDU\DQGVLWX-
ational appropriation of space where social positions form themselves around and build alliances, 
shaping the possibilities of social mobility. Nonetheless, according to Henri Lefebvre and Erving 
Goffmann, space is an ever-moving concept of codes, people, and goods, and the term of “habitus” as 
D¿[HGEHKDYLRXURI³FODVV´FDQQHLWKHUDOZD\VJUDVSZKHUHWKHVWUXJJOHVZLWKLQWKHGLVFRXUVHVDUH
nor show the disruptures and dislocations of these spatialisations. For the 1940s and 1950s in Japan, 
DKDELWXVE\FRQVXPLQJV\PEROVKDVWREHUHJDUGHGDVDVWUXJJOLQJFRQFHSWZLWKZDVQRW\HWGH¿QHG
SHRSOHZHUHQRWLGHQWLI\LQJWKHPVHOYHVRYHUWKHLUFODVVVWDWXVRUDVFRQVXPHUV\HW7KHODVW&KDSWHU
of the thesis will therefore try to include the ideas of space into the distinctive processes and tries to 
seek out how and why the newly invented concepts of class and their habitus of social distinction and 
the concept of luxury emerge, but also show the disruptures and the openness of the process in shap-
ing this distinction.
2.3 Junctures of spatialisation
&XOWXUDOVWXGLHVWKHRULVW6WXDUW+DOOKDVGH¿QHGJOREDOLVDWLRQDVWKHSURFHVV
³E\ZKLFK UHODWLYHO\ VHSDUDWH DUHDV RI WKH JOREH FRPH WR LQWHUDFW LQ D VLQJOH LPDJLQDU\ µVSDFH¶ZKHQ
their respective histories are convened in a time-zone or time-frame dominated by the time of the West; 
[…] when the sharp boundaries reinforced by space […] are bridged by connections [markets and the 
ÀRZVRI ODERXUJRRGVDQGSUR¿WV@ZKLFKJUDGXDOO\HURGH WKHFOHDUFXWGLVWLQFWLRQEHWZHHQµLQVLGH¶DQG
µRXWVLGH¶´+DOO
The global is therefore constructed by uneven and dynamic power relations that assign and are or-
GHUHGLQWRVRFLRVSDWLDOUHODWLRQV,WLVWRRVRRQWRVSHDNRIDJOREDOLVDWLRQDVZHGH¿QHLWQRZIRUWKH
VEXWWKH\HDUDQGLWVVXEVHTXHQW³&ROG:DU´GLFKRWRPLHVFOHDUO\VHWDQHZWUDQVQDWLRQDO
world order, where Japan had to re-install national values based on a transnationalUHFRQ¿JXUDWLRQRI
VSDFHDQGWLPH7KH³HDUO\SRVWZDU´LVWKHUHIRUHWKH]RQHRIGLVUXSWXUHDQGMXQFWXUHZKHUHWKHKLV-
tories of the areas that had “lost” in the war were rethought and marked by the narrative of progress 
inscribed into the idea of overcoming “early postwar”. The postwar was also relocated in what has 
been called the concept of “Americanisation”, with which many legacies of wrong social practices 
have been labelled even by Japanese scholars since the 1930s. This Americanisation connected and 
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bridged the histories with symbolic connections, the Occupation alongside the market mechanism 
as the new capitalism. Americanisation also evoked a regionalism in Japan which turned into a na-
tionalist agenda with the underlying logic of American consumer capitalism in form of the concept 
of “Americanism”. Therefore, the crisis of 1945 and the disruptures and efforts for continuity also 
shaped new resources of agency in the very shape of social and symbolic capital.
$FFRUGLQJWRJOREDOKLVWRULDQDQGSROLWLFDOWKHRULVW0DWWKLDV0LGGHOODQG8OI(QJHO³>GLV@MXQF-
tures are characterized by a clearly perceived worsening of crisis situations”. The re-segmentation of 
WKHZRUOGDQGHFRQRP\LQFDQDOVREHVHHQDVDGLVMXQFWXUHDQGWDNHVSODFHVVLPXOWDQHRXVO\DV
a form if identity crisis and asymmetrical power networks from former powerful Imperial Japan to 
QHZVSDFHV7KHDVVXPSWLRQWKDWWKLV³FULWLFDO>GLV@MXQFWXUH>«@WDNHVSODFHVLPXOWDQHRXVO\ZLWKWKH
wearing down of the insistence upon the sovereignty of individual groups and societies” (Middell/
(QJHOE\$PHULFDQLVDWLRQDQGFXOWXUDOUHIRUPXODWLRQVFDWDO\VHVDUHVKXIÀLQJRIVRFLDO
VSDFH7KHFULWLFDOGLVMXQFWXUH¿UVWHURGHV LQVWLWXWLRQVDQG LGHQWL¿FDWLRQVDOVR LPSO\LQJ WKDW WKHVH
LQVWLWXWLRQVGRQRWHQWLUHO\GLVDSSHDUDQGLQSDUWLFXODULQWKHFXOWXUDO¿HOGSRVWZDU-DSDQVVRFLDODQG
cultural practices are eroded, questioned and renegotiated. 
,IFULWLFDOMXQFWXUHVDQGGLVMXQFWXUHVDUH³VRFLDODUHQDVDQGKLVWRULFDOPRPHQWVLQZKLFKWKURXJK
globalisation processes, spatial orders [...] are being negotiated, transformed or created anew” (Mid-
dell/ Engel 2011), the task of this analysis is using the “early postwar” as an arena of “identity crisis”, 
and as a negotium between fragmentations, worldwide networks and processes of de- and reterritori-
alisation of values. Those are still re-formulated, re-shaped, and eventually overcome by the unity of 
re-installing the nation-state as a spatial offer for resolving the crisis. The social dynamics of the criti-
cal moment in Japan result in struggles of discursive productions on cultural, social, economic and 
other issues, and this perspective seeks to shed light on the various contradictions and “disruptures” 
in postwar consumer culture.
The processes of the “postwar” were also happening in other world regions, especially in the 
countries that underwent social struggles of destabilisation, and which were even stronger moulded 
into the process of globalisation by a hegemonic model of global affairs of “Americanisation” than 
LQWKHSUHZDU7KH³JOREDO´DVZHOODV³PRGHUQLW\DVHPSW\VLJQL¿HUVFDQEHFRQVLGHUHGDVFRQGLWLRQV
WKDWGLVDQGUHORFDWHRXULGHQWL¿FDWLRQVZLWKWKHFKDQJHVLQGLVFRXUVHV$VVXPLQJWKDWLGHQWLWLHVDUH
related to social and cultural places within their worlds and in relation to their selves, the dislocation 
of identities through the crisis develops into a problem, because all that was safe, cohesive and stable 
ZDVVXEMHFWWRXQFHUWDLQW\7KHGLVVHPLQDWLRQRIWKHHOHPHQWVDQGH[SUHVVLRQVRIDGLVFRXUVHTXLFNO\
gained regularity and certainty when they produce an ideology.
Michel Foucault has argued that there can be ideas of alternative spaces in order to process change:
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“The last trait of heterotopias is that they have a function in relation to all the space that remains. This func-
tion unfolds between two extreme poles. Either their role is to create a space of illusion that exposes every 
real space, all the sites inside of which human life is partitioned, as still more illusory [...]. Or else, on the 
contrary, their role is to create a space that is other, another real space, as perfect, as meticulous, as well 
DUUDQJHGDVRXUVLVPHVV\LOOFRQVWUXFWHGDQGMXPEOHG7KLVODWWHUW\SHZRXOGEHWKHKHWHURWRSLDQRWRILO-
lusion, but of compensation, and I wonder if certain colonies have not functioned somewhat in this manner. 
In certain cases, they have played, on the level of the general organization of terrestrial space, the role of 
heterotopias.” (Foucault 1967)
7KHSUREOHPRIDKHWHURWRSLFVSDFHLV±DOWKRXJK)RXFDXOWSODFHVLWDVMX[WDSRVHGRUUHODWHGDVVLWH
of  proximity and equivalences, thus questioning and resisting the general organisation – that space 
is not outside of reality, because the perceptions, behaviours and patterns of reality themselves are 
spatialised. In addition, the positions within the social spaces can have different perspectives and 
therefore never close the space. The constitutive other and the chain of signs that discursively create 
the space are nothing else than elements of the same space that their counterpart of “normal” space 
is constructed with. Foucault’s observation of the polarisation of spaces is valid, because poverty and 
luxury are both the extremes where polarisations against each other creates the sociocultural dynam-
ics, but what is lacking in this theory of a heterotopic space that it always remains as an imagined 
space outside of reality. The construction of symbols such as America or Europe were precisely 
adopted and lived as parts of the same temporal reality that also constructed space. In doing so, the 
loosely adapted theory of third space, no matter how Orientalist, self-exoticising and  nationalist this 
“travelling image” can or will be appropriated, is also better apt for the development of criticism that 
emerges within and between the transformation of spaces as distinction. Third space originally refers 
to Homi Bhabha’s concept not of a space within, but a new space that has been opened up by the ero-
sion of identities and constant re-articulation of differences, a space of contestation where the “spirit 
RIDOWHULW\RURWKHUQHVV´FDQSURGXFHDQGFKDOOHQJHKHJHPRQ\5XWKHUIRUG
%DVHGRQWKLVDSSURDFKMXQFWXUHVDOVRDSSHDURQWKHVHDPVRIGLIIHUHQWO\FRQFHLYHGRUGHURIWHU-
ritorialisation and societal processes. Articulatory practice also takes place between social orders, not 
MXVWZLWKLQ7KHMXQFWXUHVDWWKHVHDPRIVRFLDOSURFHVVHVDUHDOVRWKHDUHQDZKHUHLWLVSUREOHPDWLF
WRGH¿QHERXQGDULHVRUKHWHURWRSLDVEHFDXVHDVWKHFULVLVKDVUHVKXIÀHGWKHJDPHDOOFRPELQDWLRQV
and articulations are possible. The more some boundaries are installed by articulation, the more an-
tagonists are produced. Nonetheless, since the spaces, ideas and formations still coexist alongside 
each other without a certain hegemony, they produce noiseLQWKHDUHDVZKHUHMXQFWXUHVRFFXU7KLUG
spaces, in this case, symbols of other territories that are dominant in the 1940s, in particular the 
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“Western” strive for global hegemony, are therefore created and embedded in the same arena where 
uncertainty remains.
The discourses on consumption in early postwar Japan tend to develop a general world view, 
ZKLFKLVEDVHGRQWKHVSDWLDOLGHQWL¿FDWLRQWKDWVHHPVWRRIIHUDVWUDWHJ\IRUFULVLVVROXWLRQPRVWO\WKH
re-instalment of the nation-state under the new “conditions” of Americanised globality, democracy, 
and equality constructing a Japaneseness. The hegemonial offer in the postwar is the New Middle, 
which is conceived as overcoming the crisis of social inequality. Therefore, the postwar discourses 
RQFRQVXPSWLRQFHQWUHRQLPDJLQDULHVWKDWSURYLGHLGHQWL¿FDWLRQEHFDXVHRIWKHLUXQFHUWDLQW\DQGWKH
articulation of equivalences and antagonisms for and against the social representation of the New 
0LGGOH&RQVXPLQJSUDFWLFHVDV%RXUGLHXKDVGH¿QHGZLWKWKHWKHRU\RQKDELWXVDUHFRQÀLFWVRI
FODVVL¿FDWLRQDQGLQWHUSUHWDWLRQRIWKHVRFLDOVLWXDWLRQZKLFKDUHVKRZLQJDFXOWXUDODV\PPHWU\7KH
“Hegemony of the West” is therefore applied and appropriated with a dynamic production of lo-
cal and global others that are staging and criticising Japaneseness by their varying distinction from 
“America”. These also shape the consuming practices in the search for good and wrong cultural con-
VXPSWLRQ:KLOH³$PHULFD´DVWKH³:HVW´ZDVERWKDGDSWHGDQGUHMHFWHGWKHVHOHFWLYHFRQVXPSWLRQ
of other regions, and as in this thesis analysed, in particular “Europe” in shape of “France” in order 
to re-spatialise the urban cultural metropolis of Tokyo, was pursued by precisely those eroded institu-
tions and by intellectuals and emancipated women being forced away from their professional ambi-
tions. This does not mean that the third space of other regions did not exist, because the post-colonial 
-DSDQDOVRLQWURGXFHG³$VLD´LQIRUPRI³&KLQD´LQWRWKHFRQVXPLQJGLVFRXUVHVDOWKRXJKWKH\PRVWO\
ZHUH MX[WDSRVHG WR WKH$PHULFDQLVHGSUDFWLFHVRIFDSLWDOLVP³$PHULFD´VWLOOZDV WKHdirect other 
and thus “America” was also adapted to the spaces where “poverty” and “inequality” were staged as 
antagonism in form of the black market. Social mobility was therefore not only relocated to the “dark 
space” of the black market as antagonisms, but connected to different symbols of countries, and espe-
FLDOO\WKH³$PHULFDQLVP´DVWKHH[DJJHUDWHGUHSUHVHQWDWLRQRIWKH1HZ5LFKFRQVXPHU
2.3 Antagonisms as social noise   
When localising people in a “time-space” compression, control is exerted over mobility and differ-
entiation, in form of enclosing boundaries by nostalgia, nationalism, or the succession of hegemonies 
WKDWVHHPWRORFDWHSHRSOHLQWRD¿[HGFHUWDLQSODFH0DVVH\%UHQQHU%\RYHUFRPLQJ
poverty, linking certain processes of globalisation to the black market, and placing consumers into 
a relation between symbols (scales) of America, Europe, and Japan which they can consume to be 
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provided with boundaries and certainty, precisely the “wrong” practices of consumption become the 
referential point of shaping the citizen consumer’s republic. The emergence and negotiation of New 
Middle values and tastes produce spaces of consumption particularly different from other cultures in 
ZKLFKVLPLODUDQGRIWHQVLPXOWDQHRXVSURFHVVHVHPHUJH&RKHQ$VPHQWLRQHGEHIRUHVSDFH
is also the arena and outcome of social struggle and contested meaning, so that, once boundaries 
EHWZHHQVSDFHVVXEMHFWSRVLWLRQVDQGVRFLDOIRUPDWLRQVKDYHEHHQGHOLQHDWHGDQWDJRQLVWVIURPWKH
“constitutive other” space are unlikely to be accepted into the new social order: 
³'H¿QLWLRQ>RIERXQGDULHV@LQWKLVVHQVHGRHVQRWKDYHWREHWKURXJKVLPSOHFRXQWHUSRVLWLRQWRWKHRXWVLGH
LWFDQFRPHLQSDUWSUHFLVHO\WKURXJKWKHSDUWLFXODULW\RIOLQNDJHWRWKDWµRXWVLGH¶ZKLFKLVWKHUHIRUHLWVHOI
part of what constitutes the place. This helps get away from the common association between penetrability 
and vulnerability. For it is this kind of association which makes invasion by newcomers so threatening.” 
(Massey 1991: 29) 
7KLVUHODWLRQDOVSDFHLVDQDUHQDRIFRQÀLFWRYHUWKHSDVWSUHVHQWDQGIXWXUHVSDFHVSODFHV,QWKLV
sense, after 1945, place had also emerged into a discourse on capitalism that related themes and issues 
RIFRQVXPSWLRQVRFLDOSUDFWLFHVDQGERXQGDULHVDV³DEVWUDFWVSDFH´7KLVVSDFHGH¿QHGERUGHUVE\
the division of labour, the division of production and consumption, by the new roles that enfranchised 
women for political citizenship, but also denied them access to production, and by the patriarchal 
rules that were re-instated by an increasingly conservative hegemony of the New Middle. The place 
of gender, or the entire “woman’s world” of the 1940s and 1950s is always a part of the discourse on 
consumption and relates assumption of private space, yet there were more voices looking for a differ-
ent future than the prevalent choices that emerged into the sociopolitical myth of the Middle. While 
WKHVWDWHLQ/HIHEYUH¶VWKHRU\KDVWRH[HUWFRQWURORYHUWKHÀRZRIFDSLWDODQGJRRGVWKHHQWLUHGH-
territorialisation of power, capitalist production and the social construction of space was fragmented 
DQGVKLIWHGWRFLYLOVRFLHW\HVSHFLDOO\WKHEODFNPDUNHW7KH1HZ5LFKDQGWKHEODFNPDUNHWZKLFK
GH¿QHWKH³RXWVLGH´DVDFRQVWLWXWLYHH[WHULRUFRPELQLQJDQWDJRQLVWLFHTXLYDOHQFHVRIUDFHFODVVDQG
JHQGHULQGLIIHUHQW¿HOGVDUHOLQNHGWRWKHFRQVWLWXWLRQRIWKHKHJHPRQLFVSDFHEXWWKH\DUHWKUHDWHQ-
LQJWKHVRFLDOE\WKHLUSRZHUWRQRWEHFRQ¿QHGWRWKHIUDPHRIWLPHDQGVSDFH$VWKHEODFNPDUNHW
DQG1HZ5LFKGHYHORSHGWKHSRZHURIVRFLDODJHQF\WKHLUUROHZDVFUXFLDOLQWKHUHFRQ¿JXUDWLRQ
of space and hegemony as challenging the postwar order, which was yet to be established. With this 
threat, the state had to react and reterritorialise spaces in order to redirect and organise capital, and the 
sociocultural structures and scales aligned to capital.
Massey sees the production of cultural identities therefore in “displacement” which occurs be-
tween the contexts of cultural formations. The character of a class or a social formation around a 
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certain place, even if it seems homogeneous, is formed by its wider setting and communication with 
the “outside”:
“The decision which meaning of place will be hegemonic is always being negotiated, and it is in that sense 
DOZD\VWKHVXEMHFWRISRZHUDQGSROLWLFV´0DVVH\D
When speaking of the early postwar as a negotium, this thesis wants to show that the more social 
SRVLWLRQVDQGVSDFHVKDYHWREHUHQHJRWLDWHGWKHPRUHFRQÀLFWVDULVHZLWKLQDQGDWWKHVHDPVRIFXO-
WXUHORFDWLQJÀRDWLQJVLJQL¿HUVWKDWDUHERWKUHVSRQVLEOHIRU³ULJKW´DQG³ZURQJ´FRQVXPSWLRQEXW
also have the opportunity to embrace the relative freedom of constituting antagonists. Thus, due to the 
postwar situation where places/spaces still coexisted and mostly interacted with each other, especially 
WKHSODFHVRIFRQVXPSWLRQ WKHSUREOHPVDQGWKHGLI¿FXOWLHV WKDWDURVHEHWZHHQWKHSRVLWLRQLQJRI
social space in certain areas, due to the existence of powerful cultural and economic constructs such 
as the black market, emerged as noise.
While overdetermination ensues by the positive alliances around certain elements and “moments” 
RIKHJHPRQLFIRUPDWLRQLWDOVRHYRNHVWKDWWKHXQLW\RIDVRFLDOIRUPDWLRQLVDOZD\VVLJQL¿HGE\LWV
own limits, having produced a liminality as a frontier against its negativity. The constructive other, 
as part of the same space, is forced outside of the space and connected to other antagonisms which 
GH¿QHWKHVRFLDOIRUPDWLRQZLWKLQ
“by constituting a chain of equivalences which constructs what is beyond the limits as that which [the social 
formation] is not. It is only through negativity, division and antagonism that a formation can constitute itself 
as a totalizing horizon.” (Laclau/ Mouffe 1985: 143-144).
The social is indeterminable, and because of its open character, it will always need to assure he-
JHPRQLFIRXQGDWLRQ,QFRQVXPHUWKHRU\WKHYLVLELOLW\RI1HZ5LFKLQDVRFLHW\LVDOZD\VDVLJQRI
disrupture and crisis, because their emergence as a topic in the media dedicates that there are severe 
and visible social inequalities, and that there is a general poverty among the people, but also a form 
of social mobility which has theoretically always been open to newcomers. 
&RPELQHGZLWKWKH1HZ5LFKHPHUJHQFHLQWKHSRVWZDUDVWKHFRQVWUXFWLYHLQFRUSRUDWLRQRIQHJD-
tive practices, being linked to black market and to racial, class and gender differences, they as a “class 
DQWDJRQLVW´ EHFRPH WKH IRFDO SRLQW LQ WKHPDNLQJ RI FRQVXPHU VRFLHW\ JURXSLQJ RWKHU VLJQL¿HUV
around them, particularly those that defy the new but fragile structures of social and cultural order. 
$OWKRXJKWKHSKHQRPHQRQRI1HZ5LFKKDVDOZD\VUHVXOWHGLQRQO\DWHPSRUDU\HIIHFWEHFDXVHWKH\
are not a “class” nor a group of equal properties and habitus, their existence is highly mobile and thus 
they are always re-formulated as antagonists related to different conditions and time-space compres-
VLRQV7RGD\WKH1HZ5LFKDUHDOVRSDUWRIWKHPDUNHWLQJSURFHVVDQGDQLQFUHDVLQJJOREDOUHJLRQDOLVW
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consumer culture, but this is an entirely new process of a post-consumer culture, different from the 
IRUPHUGLVFXVVLRQVRQ1HZ5LFKLQSUHRUHPHUJLQJFRQVXPHUFXOWXUHVDQGHFRQRPLHVLQKXPDQKLV-
tory. However, the more poverty develops in industrialised society, the sharper social comments are 
made on behalf of their misbehaviour. 
Laclau and Mouffe have shown that the polarisation effect of what Laclau has called a “general 
FULPH´DQGZKLFKZLOOEHWKHVSDFHVRIEODFNPDUNHWDQG1HZ5LFKLQWKLVWKHVLVLGHDOO\GLYLGHVWKH
discourse into two (or more) opposing chains of equivalences that become the core elements of the 
discourse: the black market on one side, on the other the “victimised” groups and actors who try to 
RYHUFRPHLW/DFODX$VIRUWKHGH¿QLWLRQRIGLVMXQFWXUHDVWKHDUHQDIRUWKHUHVHJPHQ-
tation of spaces and re-formulation of consuming practices, this analysis refers in particular to the 
EODFNPDUNHWDQGWKH1HZ5LFKDVemblems of antagonism and as the actors of “wrong” social prac-
WLFHV1RQHWKHOHVVWKHDQWDJRQLVW³ERUGHU´RIKHJHPRQLDOSUDFWLFHLVQHLWKHU¿[HGQRURQHVLGHGWKH
borders can be different, due to the different perspectives and positions in social space. This means 
that there are also elements that cannot be allocated to a certain antagonist and destabilise the border-
LQJVLPLODUWRÀRDWLQJVLJQL¿HUVVXFKDVGHPRFUDF\HPDQFLSDWLRQDQGIUHHGRP1RQKRII
13). As the early postwar is a time of negotiation, precisely these elements also form the social space 
where noise is produced and partly hinders hegemony to be articulated. 
7KHEODFNPDUNHWZDV¿UVWDQGIRUHPRVWDSODFHVRFLDOVSDFHDQGDPDUNHW$VGLVRUGHULVDOVRWKH
conditionIRUWKHIRUPDWLRQRIRUGHUDQGWKHVRFLDOGLVMXQFWXUHRIEODFNPDUNHWDQG1HZ5LFKWDNHV
an important position to shape the discourses on consumption as negatively connoted problems. The 
XQGHUO\LQJEDVLVRIWKLVWKHVLVLVWKHUHIRUHWRGHWHFWDQGGH¿QHWKHDIRUHPHQWLRQHGHPEOHPVRIDQ-
WDJRQLVWFRQVXPSWLRQQRWDVDKHWHURWRSLFVSDFHRULOOXVLRQRUWHPSRUDOO\¿[HGVSDFHEXWDVSURDFWLYH
DJHQWVWKDWHPHUJHIURPWKHMXQFWXUHVRIVRFLDOVSDFHGH¿QHGDVnoise.
The concept of noise has been introduced in Japanese thought in the 1960s, based on left-wing 
theorist Edgar Morin, who had deemed these interferences in social communication, knowledge, and 
space, as disorder, or noise, a form of radical transformation and participation which re-formulates 
ERWKGLVWLQFWLRQDQGFRQMXQFWLRQLQWHUPVRIFULVHV0RULQ$OWKRXJKWKH-DSDQHVHDUFKLWHFWV
such as Kurokawa Kishǀ (1934-2007) of the “metabolic” movement in the 1960s have referred to 
Morin’s “noise” as the result of the global condition where cultures meet, interact and form ambigu-
ity and creativity, they proved their profound nationalist nostalgia of Japan as different from Western 
rationalism and therefore still saw noise as a dichotomising agent (Kurokawa 2006).
A cultural studies approach to the phenomenon of noise, beyond the study of subcultures and the 
“resistance-through-rituals” aspect, whose paradigm has long been criticised as a theory of hegemo-
ny, can be found in Policing the Crisis, an anthology of 1978 Britain’s crisis after global and regional 
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changes. This thesis does not refer to the social spaces as subcultures, due to its basis of approach that 
DOOFXOWXUDOSKHQRPHQDRIWKHSUHZDUKDGWREHUHVKXIÀHGDQG\HWKDYHQRWHVWDEOLVKHGD³PDLQVWUHDP´
culture. However, the social concerns that follow a crisis in economy, politics, culture, and society are 
mostly expressed as a “moral panic” which can be applied to investigate Japan’s postwar situation and 
WKHWHQGHQF\IURP1HZ5LFKWRWKHLUFXOWXUDOOHJDFLHVJHQHUDOO\VKLIWLQJWRWKH³GHYLDQW\RXWK´7KH
offers to solve a crisis by state and media are piling up as solutions which form a moral panic (Hall et 
DOZKHUHZKHQDSSOLHGWRWKHHDUO\SRVWZDUSHULRG¿UVWWKHSRRUDQGWKH1HZ5LFKWKHQ
WKHGHYLDQW\RXWKDQGDOOZURQJFRQVXPHUVDUHPHUJHGLQWRDVLQJOHVLWHRISURMHFWLRQIRUFXOWXUDO
DQGVRFLDODQ[LHWLHV&RQWUROLQVWLWXWLRQVLQIRUPRISROLFHFRQWUROIRUWKHEODFNPDUNHWKRXVHZLYHV
associations, state efforts for taxation, consumer restraint and the media were established and served 
to re-establish a social order which evolved into managing society as a de-escalation and hegemonic 
strategy. As the authors of Policing the crisis GHWHFWDVSLUDORIVLJQL¿FDWLRQLQFOXGHV
7KHLGHQWL¿FDWLRQRIDFHUWDLQWKHPHHYROYLQJDURXQGWKH³SUREOHP´DVWKHEODFNPDUNHWDQG
FRQVXPLQJ1HZ5LFKIXQFWLRQDVVRFLDOSUREOHPV
7KH LGHQWL¿FDWLRQZLWKDPLQRULW\ WKH LPDJLQDU\RI³SRYHUW\´DVDYLHZSRLQWRIVHHLQJDQG
“overcoming” postwar inequality by the offer of a middle class, although the real poor and minorities 
were left out and relocated to the “problem”.
3. The articulation of this theme with other social problems, establishing a “convergence” with 
different social spaces that can be compared to the equivalence chains of the “general crime”: the il-
OHJDOLW\ODFNRIFXOWXUHDQGRYHUFRQVXPLQJRI1HZ5LFKLQFOXGLQJFULPLQDOVIRUHLJQQDWLRQDOVDV
well as working and consuming women and social mobility. 
4. The instalment of symbolic “borders” which cannot be trespassed without further escalating 
the threat: consumer restraint, household accounts, and the establishment of “cultural” consumption, 
FORVHO\FRQQHFWHG WR WKH³QHZPLGGOH FODVV´E\GLVFDUGLQJ OX[XU\ ODEHOOHGZLWK1HZ5LFK DQG
poverty (by overcoming).
5. the cry for “strict measures” and the prediction of larger problems, if these measures are not 
enacted (Hall et al. 1978: 223)
Therefore, social mobility, as well as the symbolic noiseGHYHORSHGLQWRWKHYHU\FRUHRIVLJQL¿HUV
of crisis (by referring to consumption): controlling the crisis meant controlling the New Rich million-
aires, the deviant youth, VLQJOHZRUNLQJDQGVHOIHPSOR\HGZRPHQ as well as the borderline poor, 
E\SURMHFWLQJDOODQ[LHWLHVRQQRWRQO\WKHFRQVXPLQJEHKDYLRXUEXWDOVRZRUNLQJKDELWVRIDFWXDOO\
few socially mobile young people who happened to still occupy the “black” or “grey” spaces of black 
market, textile business, and public consumption.
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1RQHWKHOHVVXQSUHGLFWDELOLW\XQFHUWDLQW\DQGQRLVLQHVVDOOSOD\LQWRWKHFULWLFDOMXQFWXUHRIVRFLDO
noise. According to cultural studies theorist Dick Hebdige, noise is a “calmly orchestrated crisis” and 
uses “(non-)sense” as a unifying and incorporating character, because of its “logically consistent, self-
constituted chaos” (Hebdige 1979: 114, 99). For Hebdige, noise is opposed to sound as a meaning of 
style and consumption:
“[Noise is] Interference in the orderly sequence which leads from real events and phenomena to their repre-
sentation in the media. We should therefore not underestimate the signifying power of the spectacular […] 
QRWRQO\DVDPHWDSKRUIRUSRWHQWLDODQDUFK\µRXWWKHUH¶EXWDVDQDFWXDOPHFKDQLVPRIVHPDQWLFGLVRUGHUD
kind of temporary blockage in the system of representation.” (Hebdige 1979: 90) 
$OWKRXJKWKH%LUPLQJKDPPRGHODQG+HEGLJH¶VGH¿QLWLRQRInoise are close to the spectacular 
GH¿QLWLRQRI³GHYLDQFH´LQSRVWZDU-DSDQWKHVKRUWFRPLQJRIERWKWKHRULHVFRQVLVWVLQWKHIDFWWKDW
they are almost exclusively referring to either subcultural style, or perceiving all subcultures as chal-
lenging social cohesion. Nonetheless, it is important that noise is seen as a “temporary blockage” in 
WKHV\VWHPRIUHSUHVHQWDWLRQZKLFKVHUYHVDVDQRGDOSRLQWRI³UHVKXIÀLQJWKHJDPH´DQGUHJURXS
differences in social spaces which can develop into new, temporary spaces. 
7KLVWKHVLVWDNHVDGLIIHUHQWDSSURDFKDVWKH&XOWXUDO6WXGLHVWRWKHFXOWXUDO¿HOGDQGSRZHUUHOD-
tions of noiseEHFDXVHWKLVDSSURDFKLVGH¿QLQJsocial noise as fundamentally re-instating hegemonic 
cohesion and not a mere reaction against the (as yet not existing) hegemonic system of “mainstream”. 
Precisely as the hegemonic model still was in the making, there was no mainstream to relate or show 
resistance to by subversion. Instead, the formation of noiseLVDOVRGH¿QLQJWKH³FRQVWLWXWLYHRWKHU´
as formative element of hegemonic formations. Noise is not only a subcultural trait as a pre-existing, 
chosen noise or political statement of cultures, acting against the masses or developing outside of 
the “mainstream”. Both Hebdige and the aforementioned Birmingham model of policing the crisis 
DUHDOVREDVHGRQGLFKRWRPLVLQJSURGXFWLRQDQGFRQVXPSWLRQDQGODFNWKHGH¿QLWLRQRIWKHVRFLDO
dynamics of noiseLQWKHUHVKXIÀLQJRIYDOXHVFXOWXUDOFDSLWDODQGVRFLDORUGHU1RQHWKHOHVVWKH&6
theory of noise as “interference” can give a thorough explanation why some postwar consumer “prop-
HUWLHV´ZHUHWUDQVIHUUHGWR³WKHSRRUDQGXQHGXFDWHG\RXWK´DVDJHQHUDOVXEMHFWRIUHSUHVHQWDWLRQ
but it cannot give a thorough explanation for the meaning of social noise in analysing discourses on 
consumption in this thesis. 
Therefore, the logic of noise as presented in this thesis will not refer to noise as a subcultural style 
of consumption, or counter-consumption, but as the basic cultural formation of a hybrid mixture of 
spaces of differences, both produced by and producing the discourse on consumption. This thesis 
seeks to analyse noise as a problem of representation and signifying practice of representations; noise 
is neither a property or symbol of “style” which can be exploited, but is exposing the very processes 
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of the construction of hegemony, because they are also contextualised within the renegotiation of 
a cultural system. Noise LV WKHUHIRUH QRW RQO\ DQ LGHQWL¿FDWLRQ SURFHVV RI VXEFXOWXUHV DV ÀRDW-
LQJVLJQL¿HUV reducing noise to a “style”, but the expression of contradictions of social representa-
tions, which are particular elements in a particular moment of crisis in all cultural processes. In the 
discourses of postwar Japanese consumption, noise can be a creative moment, but also one of the 
many effects of cultural activity, where boundaries are blurred and where sociopolitical meaning as 
resistance can emerge, is experienced, and also perceived as interference. This means that due to the 
blurring of boundaries between social spaces, which, as mentioned earlier, have to be cohesive and 
clearly positioned, noise creates transitions and mobility, and by also challenging the power relations, 
it enhances agency for theories, people and cultures who would otherwise be marginalised. Assuming 
that this also can be perceived as a threat to social order, noiseLVDOVRWKHGLUHFWVLJQL¿HURIWKHPRUDO
problem of consumption: noise develops into the “constitutive outside” in order to discover moral and 
amoral properties on all levels of society. Noise in this thesis is the space in culture that is constituted 
DVHQHP\MXVWEHFDXVHLWLVLQWHUIHULQJLQWRWKHFRQVWUXFWLRQRIKHJHPRQ\DQGWKHUHE\noise is also 
shaping the hegemonic discourse on consumption. It is the element where the “(dis)rupture” in the 
discourse also becomes the relation to which a clear “escape into the middle” can even stronger be 
articulated a promise of social order against the perception of disorder. 
3RVWGHPRFUDWLFWKLQNHU-DFTXHV5DQFLqUHFDOOVWKLV³GLVDJUHHPHQW´7KHRUGHULQJRIWKLQJVLVQRW
SROLWLFVEXWWKHSROLFHDQGWKXVGH¿QHVWKHVDPHOLQHDVWKH&XOWXUDO6WXGLHV¶³SROLFLQJ´WKHFULVLV
this refers both to politics (state/ culture) and the aims to order social spaces and relations, seeing 
“that those bodies are assigned by name to a particular place and task; it is an order of the visible and 
the sayable that sees that a particular activity is visible and another is not, that this speech is under-
VWRRGDVGLVFRXUVHDQGDQRWKHUDVQRLVH´5DQFLqUH7KLVDOVRPHDQVWKDWnoise creates its 
own space and emancipation, or social mobility, in certain moments and events where noise becomes 
visible.
Therefore, NoiseLVERWKWKHFULWLFDOMXQFWXUHGLVUXSWXUHGHYLDQFHDQGFRQWLQXLW\DVZHOODVDIRUP
RIVRFLDOPRELOLW\DQGQHZYDOXHVLQWKHPDNLQJDQGHPHUJHQFHRIDQHZFRQVXPHUVXEMHFW1RQHWKH-
less, the threat of noise to the formation of time and space, or the constitution of order, is the actual 
drive of determining the “early postwar” as a critical temporal and moreover, a spatial moment. Noise 
does not follow the rules of dominance, but by incorporating the blurring of boundaries, it also consti-
tutes them. By elevating modern “enemies” committing consumption into the demands for housing, 
clothing and food, the ideal of “good” consuming practices was established by unifying particularities 
of democracy and equality with social practices of the New Middle as a form of hegemony. However, 
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DPLGGOHFRQVFLRXVQHVVFDQRQO\EHGLVFXUVLYHO\IRUPHGZKHQWKHUHDUHFRQÀLFWLQJVRFLDOIRUPDWLRQV
and extremes to which it relates and when there is a distinctive practice re-establishing the “tastes” 
of all three forms of consumption: of necessity, the cultural consumption, and luxury. As indicated 
in Fig. 2, the most perceived, graded, and transformed noise in the discourse of sociocultural dy-
QDPLFVRIFRQVXPSWLRQOD\ZLWKLQDQGEHWZHHQWKHFRQFHSWVFODVVL¿FDWLRQVDQGVRFLDOSUDFWLFHVRI
extremes and antagonisms. These sociocultural dynamics of consumption in early postwar Japan can 
be retraced and analysed with the four nodal points, as seen in Fig. 1, based on the perspectives of 
discursive formations, space and power relations. 
Assuming that the underlying logic of the early postwar hegemonic discourse is QRLVHit is neces-
sary to combine both the discourse analysis of Laclau and Mouffe with an analysis of boundaries and 
GLVWLQFWLRQE\%RXUGLHXLQRUGHUWRORFDOLVHWKHVRFLDOVSDWLDOLVDWLRQVDQGIRUPDWLRQVWKDWDUHFRQÀLFW-
LQJZLWKWKHSUHYDOHQWIRUPDWLRQVDQGSURFHVVHV7KXVLQRUGHUWRXQGHUVWDQGWKHLGHQWL¿FDWLRQSURF-
ess over consumption, it is also necessary to locate the spaces where consumption took and occupied 
place, and around which formations the antagonists and “wrong” social practices were articulated. 
This does not mean that class is already produced, but rather that it is possible to understand and 
analyse through the focal point of QRLVH how boundaries between social spaces are created. As it is 
not possible to understand consumption without the strong emphasis on poverty in the early postwar, 
the spaces of distinction result from the distribution and accumulation of symbolic capital, due to the 
HPHUJHQFHRIWKHEODFNPDUNHWDQGWKH³UHDO´FRQVXPSWLRQRIIDVKLRQE\1HZ5LFKFRQVXPHUVDQG
“deviant” youth. As a reaction, the appropriation of distinction in form of luxury also emerged from 
noise: the third space of luxury could also only be articulated in the space of noise which the con-
sumption of fashion had opened. 
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Fig. 2: Structure of the thesis: Social boundaries.
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III. CLASS BOUNDARIES: THE MAKING OF POVERTY 
AND CULTURAL ANTAGONISTS
In a world where everyone is poor, there is nothing very remarkable about poverty. It 
EHFRPHVUHPDUNDEOHDQGDOVR OHVV IRUJLYDEOH LQDFRPPXQLW\ZKHUH WKHJUHDWPDMRULW\
of people are well-to-do. And the explanation for poverty in the well-to-do society must 
be sought in the general and not the particular aspects of the case – not in the nature 
of society of the poor but in the nature of society of the rich which allows or requires 
some to stay so poor. (John Kenneth Galbraith, 7KH$IÀXHQW 6RFLHW\, [1958] 1998: 20)
“Before the war, we had money: the entire family always went to the Teikoku Hotel for 
&KULVWPDV (YH >@<HV , WKLQN \RX FDQ VD\ZHZHUH FHUWDLQO\ >XSSHU@PLGGOH FODVV
But after the war, we were so poor that we had nothing to eat, but I was lucky, because 
[as a] student at Tokyo University, we got decent rations of food.” (Sazanami K. 2007) 
1 POVERTY AS THE BASIS OF DEMOCRATIC INEQUALITY
1.1 Spatialising poverty
This chapter will analyse the foundations of the spatialisation of the social extreme of poverty, 
¿UVWO\DVDQLGHDOIRUWKHUHQHJRWLDWLRQRIVRFLDORUGHUE\XVLQJWKHJHQHUDOSRYHUW\RIWKHSRSXODWLRQ
as the beginning of “equality” and the myth of a new beginning of Japanese society. Secondly, the 
TXLFNUHFRYHU\DIWHUWKHK\SHULQÀDWLRQHQGHGLQUHVXOWHGLQH[FOXGLQJSRYHUW\DVDQH[WUHPH
the more the “poor” developed into a social and cultural antagonism, the more they were depoliticised 
and their counterpart, the capitalists and moral degeneration, established as the reason for all physical, 
cultural and economic poverty of the late 1940s.
2Q2FWREHUWKH*HQHUDO+HDGTXDUWHUVRIWKH$OOLHG)RUFHV*+46&$3DOOHJHGO\FLWHG
the Yomiuri Shinbun on the construction of ten more dancehalls and cabarets in Tokyo which were 
built to “give slight recreation to the poor”: 
³2XUZRUOGLVGDXEHGZLWKWKHGLVHDVHGFRORURIWKHµEODFNPDUNHW¶>@-DSDQKDVQRSODFHZKHUHWKHSRRU
FDQUHVWRUZKHUHWKH\FDQHQMR\UHOD[DWLRQZLWKDOLWWOHVXPRIPRQH\>«@$PDQZKROLYHVLQDVKHGPXVW
have diversions that will help him forget the shed. The existence of dance halls and cabarets is welcomed, 
but we should like to ask the authorities to make them available to the common man. Since black market 
GHDOHUVDQGFRUUXSWRI¿FLDOVOHDGDIDVWOLIHWKHJHQHUDOSXEOLFDUHµGRRPHGWREHWRUPHQWHGE\SRYHUW\¶´
*+46&$3D
,QFRQWUDVWWRWKLVLQWKHVDPH\HDULQ)HEUXDU\DUHDGHURIWKH5HDGHU¶VVHFWLRQKoe in the $VDKL
newspaper wrote that dancehalls were not a place for the working masses, but a place for the mo-
QRSRO\RI1HZ5LFKDQGWKHLUSDUDVLWLFZRPHQ
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“[At dancehalls] there is a consumer culture and an anti-social character, and thus a new culture with a 
healthy nature cannot emerge.” (Asahi Shinbun 1948c: 1, my emphasis)
These two contradictory statements serve as a fundamental background to the most important 
extremes between which consumption was debated: if the general public was physically poor, the 
consumption of leisure had to be democratised, instead of being a luxury good for black market capi-
talists and their anti-social consumer culture, which, at that time, stimulated a devastating economic 
LQÀDWLRQWKDWWKUHDWHQHGWRWXUQLQWRDYLFLRXVF\FOHRIDXJPHQWLQJSRYHUW\(YHQWKH&RPPXQLVW3DU-
ty encouraged dancing to take the “cultural revolution” out of the hands of capitalists (Asahi Shinbun 
1947c: 1). Nonetheless, poverty and the black market had existed since the late 1930s due to Japan’s 
war mobilisation, and existed as dependent structures of continuity and necessity, scarcity, and also 
many new opportunities into the postwar. 
1RQHWKHOHVVVFDUFLW\LVDVRFLDOSKHQRPHQRQZKLFKZDVIXUWKHUVWUHVVHGE\WKHDUWL¿FLDOOLPLWD-
tion of goods due to the long war efforts. Since scarcity is unavoidable if products are produced as 
commodities, the postwar reconstruction efforts of diminishing hunger and homelessness also intro-
duced the idea that these limitations could be overcome by human effort, creativity (such as the es-
WDEOLVKPHQWRIWKH,$,VHH&KDSWHU9DQGPRUDOO\UHVWUDLQHGFRQVXPHUKDELWV%\MX[WDSRVLQJEODFN
market, pleasure and amusement to the general poverty of “the public” in a devastated urban land-
scape known as the scorched earth (yakeato), the mass media, and especially the GHQ and the state 
DXWKRULWLHVEHJDQVKDSLQJDSLFWXUHRI³JHQHUDOSRYHUW\´DVDQLGHRORJLFDOPHDQVWRDFRPPRGL¿HG
democratic equality: the poor man as the victim of (wartime) capitalists could, even in his shed, be 
happy if he could participate in cultural activities or consuming commodities in the new democratic 
republic, which the GHQ in collaboration with Japanese economists and authorities tried to resurrect. 
Thus, the “cultural” factor of living standards was stressed as the way of rationalisation, the state 
involvement of managing society and corporatism, and the development of Japanese democracy in 
form of capitalist modernity and consumption.
$OWKRXJKLWZDVWKH-DSDQHVHDXWKRULWLHVZKR¿UVWLQVWDOOHGDIRUHPHQWLRQHGGDQFHKDOOVVWULSFOXEV
and cabarets as a part of the 5HFUHDWLRQDQG$PXVHPHQW$VVRFLDWLRQ5$$LQRUGHUWRVXSSO\WKH
Allied Forces with amusement, the linkage of a general equality in poverty centred on the immediate 
DQWDJRQLVWVWKHULFKEODFNPDUNHWGHDOHUVZKRZHUHLPPRUDOXQGHPRFUDWLFDQGUHÀHFWHGWKHFULPHV
and enrichment of the wartime regime. This paved the way for the ideal of general poverty as the im-
plementation of power relations which diminished labour as “disrespectable” and promoted democ-
UDF\DVDIRUPRIVRFLDOVWUDWL¿FDWLRQLQIRUPRIDPRUHSHUPHDEOHPRGHORIYHUWLFDOPRELOLW\PLGGOH
mass and commodity consumption. Simultaneously, by laying the foundations of hegemonic ideals in 
VRFLDOVWUDWL¿FDWLRQPRGHOVWKHQDUUDWLYHRISURJUHVVVRXJKWDTXLFN³RYHUFRPLQJ´kokufuku) of pov-
53
III REPRESENTATIONS OF SOCIOSPATIAL NOISE: OVERCOMING POVERTY
HUW\DQGUHGH¿QLWLRQRI³VRFLDOSUREOHPV´VXFKDVSRYHUW\DVDQH[WUHPHZKHQ³WRUPHQWHG´E\WKH
success of the extremely capitalist black market. In this sense, both the rich and the extremely poor 
ZHUHLGHQWL¿HGDVDQWDJRQLVWVLQWKHGLVFRXUVH+RZFRXOGWKLVSDUDGR[RISRYHUW\EHERWKLQVWDOOLQJ
an imaginary of democracy and similarly marginalising and neglecting the poor?
,PDJLQDULHVDUHLGHRORJLFDOFUHDWLRQVWKDWGH¿QHUHODWLRQVEHWZHHQSHRSOHDQGUHJLRQV6XFKGLV-
cursive constructs are mapping the world or society, which has been newly segmented, into some-
thing comprehensible where people can situate themselves into its larger framework. The imaginary 
DUWLFXODWHVDQWDJRQLVPVDQGGLVMXQFWXUHVDVZHOODVDFFHSWDQFHDQGDGDSWDWLRQVZLWKLQVXFKUHODWLRQV
and thus provides a sense of identity in the social space (Appadurai 1996: 31).
$VLQGLFDWHGLQWKHPHWKRGFKDSWHUFXOWXUHLV³D¿HOG´RISRZHUUHODWLRQVZKHUHVRFLDOLGHQWLWLHV
DUHFRQÀLFWLQJO\DUWLFXODWHGDQGFRQQHFWHGLQWREURDGHUKHJHPRQLDOFOXVWHUV0DUFKDUW
Applied to the social space of consumption, the defeat and the early postwar both challenged the ex-
isting norms and identities that have existed until 1945, as well as opened a new discursive and politi-
FDOVSDFHIRUWKHFRQÀLFWVRILGHQWLI\LQJZLWKFRQFHSWVJRRGVRUFRPPRGLWLHV7KLV³QHZ´VSDFHERUQ
out of a crisis and social disruption is the central space where the struggle for symbolic meaning and 
identity can be detected, where sites of agency are formed, but also where they are coerced into social 
hegemony (Appadurai 1996: 31). Based on the assumption of Laclau and Mouffe that social antago-
QLVPVRUFRQÀLFWVLQWKHVRFLDOVSDFHRQO\HPHUJHZKHQLGHQWLWLHVDUHWKUHDWHQHG/DFODX0RXIIH
1985), in the period between 1945 and 1959, new social formations seem to be contradicting other 
possibilities or formations in the social space, but also contribute to shaping the imaginary of poverty. 
$VSOXUDOVXEMHFWSRVLWLRQVZLOOEHFOXVWHUHGWRDEURDGHUKHJHPRQLDOSDWWHUQWKHVH³FRQWUDGLFWLRQV´LQ
the social space seem to be exclusionary, but actually are very permeable for other concepts, blurring 
those concepts and boundaries by articulating the positions around the “middle mass” as a nodal point 
for morality, convergence, and the centre of social order and democracy. 
7KHVHOISHUFHSWLRQRID-DSDQHVHPLGGOHPDVVDIWHUWKH¿UVWVRFLDOVXUYH\RQPRELOLW\FRQGXFWHG
in 1955 (SSM 1955), had developed as a concept of identifying oneself with a promoted form of 
social order as “normality” (Neckel 2008: 34) that did not seek to fall into the category of being 
extreme. Sociologist Sieghard Neckel has deemed this concept as an “escape into the middle mass” 
by workers who lost their collective identities as a “class” after the re-invention of social order by 
merging “workers” and “underclasses” into one stratum, and symbolically centring on the “middle” 
as a formation of social aspiration and access to power instead of “class” (Neckel 2008: 35). There-
fore, all other social formations, as “workers”, “upper class”, or “poor” were constructed likewise as 
VRFLRSROLWLFDODQGPRUDOSUREOHPV,QWKLVSURFHVVRIFRQFHSWXDOLVLQJWKHFXOWXUDO¿HOGWKHFRQFHSW
RIFXOWXUHLWVHOIKDGWREHUHQHJRWLDWHGDQGUHGHWHUPLQHGDQGWKXVWKHFRQWUDGLFWLRQVRIWKH¿HOGRI
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FXOWXUHZHUHKLJKO\YLVLEOHZKHQSRYHUW\ZRUNDQG OLYLQJVWDQGDUGVZHUHFRUUHODWHG WRDIÀXHQFH
³&XOWXUH´DVVLJQL¿HUEHFDPHWKXVLQWHUZRYHQZLWKDFRQVWLWXWLYHSROLWLFDOFRQVHUYDWLVPZKLFKZDV
the opposite to the political culture of workers. The following analysis will give an insight into the 
GHWHUPLQDWLRQRIWKHVSHFL¿FORJLFRIWKLV¿HOGDVDORJLFRIdifferences and antagonisms, and show 
how the basis of cultural antagonisms were formed with an ambivalent imaginary of poverty, which 
shaped the new social relationships after the rupture of 1945 and within the “postwar” period of in-
consistency.
1.2 Localising general poverty and morality
This chapter will discuss the problems of the imaginary of equality in poverty based on a gene-
alogy of “overcoming poverty” as a concept, the construction of a new “underclass society” (NDVǀ
shakai), and the problems of its disappearance in public discourse along with the creation of a moral 
economy and a New Middle class consciousness. The term “overcoming poverty” (PD]XVKLVDELQEǀ
no kokufuku LVERUURZHG IURPVRFLDO HFRQRPLVWƿNǀFKL.D]XR¶V 1 numerous articles 
and books on the same theme (1953;1959;1964). Even though severe class struggle and the pressure 
RQZRUNHUVDQGVWULNHVE\WKH6&$3FRXOGQRXULVKDFHUWDLQFROOHFWLYHZRUNHUV¶LGHQWLW\WKHRYHUDOO
general popular opinion of all social strata would (even until the 1960s) remain on expressions of 
VHOILGHQWL¿FDWLRQLQKDYLQJD³ORZOHYHO´OLYLQJVWDQGDUG3RYHUW\DVDQLPDJLQDU\EHFDPHHPEHGGHG
LQWRWKHVRFLDOQHWZRUNRIWKH-DSDQHVHSHRSOHVRWKDWDVODWHDVLQWKHLQÀXHQFHRIWKHSRVWZDU
years’ austerity was still present in everyday life and thus led to the notion of a lower social self-
LGHQWL¿FDWLRQEXWDOVRRISURJUHVV
Poverty is relative to time, place and wealth. The striking differentiation between the concept of a 
JHQHUDOHTXDOSRYHUW\ZKLFKFRXOGVRRQEHVWUDWL¿HGLQWRDPLGGOHFODVVDOVRPDGHLWQHFHVVDU\WR
discard physical poverty as a relation to the dirtiness of the black market and its trade and consump-
WLRQ1RQHWKHOHVVDVHFRQRPLVW-RKQ.HQQHWK*DOEUDLWK KDVVWDWHGIRU WKH³DIÀXHQW´
society, the poor, as clustered into social space, cannot escape from the perception of the society. They 
DUHVHHQDVGLYHUJLQJIURPQRUPDOLW\WKHUHIRUHWKHSRRUDUHMXGJHGGHJUDGHGDQGPRVWO\OLYHRXWVLGH
the acceptable categories of community (Galbraith [1958] 1998: 235). 
1 ƿNǀFKL.D]XRZDV0DU[LVWHFRQRPLVWDQGDOHDGLQJVSHFLDOLVWRQODERXUDQGLQGXVWULDOUHODWLRQVDW7RN\R8QLYHUVLW\
+HZDVVWXGHQWRI.DZDL(LMLUǀDOLEHUDOVRFLDOLVWZKRZDVH[SHOOHGIURP7RN\R8QLYHUVLW\LQWKHVƿNǀFKLKLPVHOI
became president of Tokyo University in 1964.
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Who was the poor man described at the beginning of this chapter as “tormented” by the black mar-
NHW",QWKH¿UVW\HDUVWKH*+4FRXQWHGDURXQGPLOOLRQSHRSOHOLYLQJLQSRYHUW\DQGGLUHFWHGWKH
-DSDQHVHVWDWHWRWDNHPHDVXUHVIRUDZHOIDUHV\VWHPWRFRXQWHUWKHVKRUWFRPLQJVRILQÀDWLRQ+HLQ
2004: 156). 
,QWKH¿UVW\HDUVRQO\IDUPHUVDQG¿VKHUVKDGVXI¿FLHQWDFFHVVWRIRRGDQGZHUHRIWHQGHSLFWHG
in cartoons as the “kings” of the postwar, but soon had to collaborate with the black trade, in order 
WRVXUYLYHWKHORZRI¿FLDOSULFHVVHH&KDSWHU9,7KHSUREOHPDWLVDWLRQRISRYHUW\IRFXVVHGRQWKH
urban centres, where the food rations were so low that many people not only went to the outskirts of 
the cities to barter their food, but also tried to eat anything they could. This situation resulted in the 
famous “Food May Day” in 1946, where many people gathered in order to demand the betterment of 
the food, political and economic situation (Takemae 2002: 77-78, 315). The media, particularly the 
newspapers, spread any account about malnutrition, the growing numbers of starvation, and the most 
peculiar forms of death, to create the impression that the cities seemed to have developed into a liv-
ing hell. The poor therefore were all city dwellers who did not indulge in the black trade. Among the 
VWRULHVRIJUHDWHVWLPSDFWZHUHWKHFDVHRIDMXGJHZKRSURWHVWHGDJDLQVWEX\LQJDWWKHEODFNPDUNHW
DQGVROHO\OLYLQJRQIRRGUDWLRQWLFNHWVZKLFKZHUHQRWVXI¿FLHQWWRQRXULVKKLPDQGOHGWRKLVGHDWK
and a subsequent death of an underpaid policeman, who was so honest that he died of malnutrition in 
the same month of November 1947 (Asahi Shinbun 1947a: 2; 1947b: 2).
The “500-yen-life”, a forced monthly income for salaried employees accompanied by economic 
PHDVXUHVDJDLQVWLQÀDWLRQLQWKH¿UVWSRVWZDU\HDUVFRLQHGWKHSRRUFLUFXPVWDQFHVLQZKLFKPDQ\
SHRSOHKDGWROLYHXQWLOZDJHVURVHLQDQGUHÀHFWHGWKHFRQGLWLRQVRISK\VLFDOSRYHUW\,Q
after the currency exchange as part of the emergency measures, the$VDKL6KLQEXQ talk with the Prime 
0LQLVWHURQOLIHXQGHULQÀDWLRQZDVHQWLWOHGDVVXFK³$OOFLWL]HQVZLWKRXWGLIIHUHQFHDOLIHRIDXVWHU-
ity (NRNXPLQLFKLULWVXWDLEǀVHLNDWVX´LQRUGHUWRVWUHVVWKHQHFHVVLW\RIDOO-DSDQHVHSHRSOHWR¿JKW
LQÀDWLRQDQGWRSURPRWHDVWDQGDUGRIOLYLQJDVHTXDOLW\LQWLPHVRIDXVWHULW\$VDKL6KLQEXQF
2). Nonetheless, in the same issue in $VDKL6KLQEXQ, the critique of the emergency measures lay in the 
ZHDNSULFHFRQWUROVDQGWKHLUDFFHOHUDWLQJVRFLDOLQHTXDOLW\E\SUR¿WHHUVRIWKHEODFNPDUNHWZKHUH
the wealth was concentrated, and the attempts to standardise all living as “equality in poverty” were 
promoted by the government and the GHQ likewise. Throughout the 1950s, the average annual in-
come was very low, and many commodities were even more expensive, so that people still could only 
spend their money on necessities. 
In addition, the situation of social inequality did not change much, according to Simon Partner, 
since Japan “was also pleading dire poverty to avoid massive reparations payments”, so the annual 
per capita income in Japan in 1950 had still not risen and maintained a low level around 30,000 yen, 
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and only six percent of the population were able to earn much more, in particular the representatives 
of the new skilled labour class whose income ranged around 200,000 yen (Partner 1998: 21; 6ǀPXVKǀ
2008b; Asahi Shinbun 1953f: 2). 
The emerging socio-economic gaps between a population of the poor and few fortunate white-
collar workers produced gaps of inequality which not only fostered a violent class struggle, but also 
a violent and contradictory promotion of “better” life-styles against the immorality of capitalist con-
VXPHULVPDQGSRYHUW\OLNHZLVH7KHSUREOHPRIDGHYDVWDWLQJLQÀDWLRQEHIRUHWKH'RGJH/LQHZDV
installed in 1950, also raised criticism on many levels of society. When the American Forces invited 
WKH'HWURLWEDQNHU-RVHSK'RGJHWREDODQFH WKHEXGJHW UHGXFHLQÀDWLRQDQGUHSD\GHEWV LQ
KHDOVRLQVLVWHGRQD¿[H[FKDQJHUDWHRIRQHGROODUWR\HQ7KLVH[FKDQJHUDWHFDXVHGVHULRXV
problems for the competition of the few Japanese exports. In the following recession and afterwards, 
PDMRUFRQFHUQVOD\LQWKHGHYHORSPHQWRIWKHHFRQRP\DQGRQFDSLWDODFFXPXODWLRQDQGOHVVLQWKH
establishment of a state-run welfare system, because this would lead to increasing taxes on the com-
panies, and hinder the growth of society (Nakamura 1977: 305-308). In doing this, the slogans for 
the promotion of saving and accumulating capital for the well-being of the nation essentially denied 
the welfare for individuals in cities. Individual spending and consumption thus turned into a serious 
problem for the economic and social goals of capital accumulation.
The poor man , thus physical poverty was very early after the war up until the mid-1950s seen 
DVDQXUEDQSKHQRPHQRQDOOWKHPRUHZKHQWKHIDUPLQJDQG¿VKLQJFRPPXQLWLHVZKRZHUHULFKLQ
resources, decided to collaborate with the black trade. Thus, moralFLWL]HQVVXFKDVWKHMXGJHRUWKH
policeman, were seen as the victims of this immoral black space of trade and consumption. In late 
1949, Marxist economist Aihara Shigeru (1909-1993) elaborated his criticism of capitalism, poverty, 
and consumption in the 6KLVǀ article “On consumption [VKǀKLQLWVXLWH]”. He stated that even in the 
VHYHUHWLPHVRILQÀDWLRQSHRSOHLQXUEDQDQGOHLVXUHFHQWUHVsakariba), would still consume fashion 
DQGIRRGLQVWHDGRIVDYLQJZKLOHLQÀDWLRQWKXVSDYHGWKHZD\IRUOX[XU\FRQVXPLQJFDSLWDOLVWVDS-
pealing to setting a questionable standard of consumption on worker’s levels (Aihara 1949: 57-66). 
The actual low-level living standard and the idealised general poverty had to morally distinguish 
themselves as relations from the physical poverty implied by black market clusters of “disease” and 
physical and moral dirtiness, but also from the core of the capitalist system which was found in this 
space of consumption. 
As the social problem of poverty was mostly discussed by Marxist economists, and it was mostly 
WKHVDPH0DU[LVWHFRQRPLVWVRIWKHJURXSDURXQGƿXFKL+\ǀHVXFKDV$ULVDZD+LURPL
7DNDKDVKL0DVDRDQG0LQREH5\ǀNLFKLDQGRWKHUVZKRZHUH
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LQYROYHG LQWRSROLF\PDNLQJ7KHLU SHUFHSWLRQRI GHPRFUDF\ZDV LQ WKH¿UVW \HDUV WLHG WR WKH UH
articulation of capitalism as an imagined freedom for the working classes through consumption, but 
PRUDOO\UHMHFWHGWKHFDSLWDOLVWIUHHGRPRI³ZURQJVXEMHFWV´FRPPLWWLQJFULPHVRIYLROHQFHFRUUXS-
tion and over-consumption.
³7KHRQJRLQJGHEDWHWKURXJKWKH¿UVWSRVWZDUGHFDGHEHWZHHQEXVLQHVVOHDGHUVDQGEXUHDXFUDWVDERXWWKH
proper role of the state in the economy revolved around the central prewar dilemma – maintaining stability. 
[...] That is, postwar policies have operated within the intellectual framework between 1920 and 1945 – one 
of capitalism with certain policy limits. [This] included a faith in capitalist reconstruction to solve not only 
economical problems, but also political ones, [and] the belief that science and technology held the answer 
to social inequalities [...].” (Hein 1993: 104, 106)
ƿXFKL+\ǀH¶VDSSURDFKGHULYHGIURPVRFLRORJLVW7DNDWD<DVXPD¶VG\VWRSLDQYLHZ
on poverty and deviance of the prewar, so he dedicated himself to social welfare and educational 
PHDVXUHVIURPWKHDQJOHRI¿JKWLQJLQÀDWLRQZKLFKLQKLVYLHZZDVWKHFDXVHRIDOOVRFLDOSUREOHPV
ƿXFKL7DNDWD<%HLQJSURIHVVRUDW+ǀVHL8QLYHUVLW\DQGOHDGHURIWKHDIRUH-
mentioned prominent group of economists who also had taken high positions at elite universities 
such as Tokyo University, all four scholars’ work was intertwined with social, political and economic 
issues, and contributed to the higher purpose of establishing a socialist Japanese form of “capitalist 
GHPRFUDF\´5HFHQWO\VRFLRORJLVW/DXUD+HLQKDVSRLQWHGRXWWKDWLWZDVWKH0DU[LVWFRQYLFWLRQVDQG
GLVWUXVWLQWRWKHJRYHUQPHQWRIWKLVJURXSZKR¿UVWHVWDEOLVKHGVWDWLVWLFVLQRUGHUWRLPSURYHQRWRQO\
economy, but also society, and who were the most prominent actors of accelerating capitalist ration-
DOLVDWLRQDQGWKHPLGGOHFODVVFRQVFLRXVQHVVZLWKWKHLULQÀXHQWLDOEHKDYLRXU
“These men saw economic planning and the development and diffusion of modern social science tech-
QLTXHVDVWRROVFLWL]HQFRXOGXVHWRSURPRWHSHDFHDQGVRFLDOMXVWLFH´+HLQ
Takahashi Masao even worked for the Occupation in the Economic and Statistics Division, in 
RUGHU WR WDNHPHDVXUHVDJDLQVW WKH WKUHDWRI LQÀDWLRQIRU WKHVDNHRI³SURJUHVV´7DNDKDVKL¶V LGHDO
RISRYHUW\ZDVFORVHO\FRQQHFWHGWR¿UVWO\WKHUDLVLQJRID OLYLQJVWDQGDUGDQGWKHVWDELOLVDWLRQRI
everyday life by strengthening capitalism and secondly the efforts of overcoming poverty in order to 
overcome the social inequality and existence of classes (Takahashi M. 1948a; 1948b; 1949). Their 
shared concerns in the immediate postwar were based on the assumption that rational statistics were 
one part of this reconstruction of democracy.
In addition, their involvement into research was not only to attain the goal of democracy, but also 
of gaining political power in terms of rational education, by publishing statistics in the economic 
White Paper in order to lead Japan to – what they were convinced – was the ultimate goal of estab-
lishing a socialist democracy. Hence, those Marxist social scientists were thoroughly involved into 
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research on poverty and social welfare as well, and thus the intellectual discourse on poverty was 
linked to an alignment with their notion of democracy.
ƿXFKLZDVDVVLJQHGWRLQYHQWDQHZZHOIDUHSROLF\LQRUGHUWRVKDSHDFRPPRQJURXQGEHWZHHQ
socialism and capitalism and guarantee a “minimum standard of living”, and greatly shaped the social 
DQGKHDOWKLQVXUDQFHPRGHORIWKHVDQGV$OWKRXJKWKHJURXSHVWDEOLVKHGDPDMRUSDUWRI
this insurance system, Arisawa Hiromi conducted a survey in 1954, in which more than twenty per-
cent of Japanese households still earned less than 10,000 yen a year, and only about twenty percent of 
that group were assisted by the government (Hein 2004: 165). 
By installing both a capitalist system related to consumption as well as its infringements in the 
HDUO\VFRQVHUYDWLYHSROLWLFLDQVQRQHWKHOHVVGLVFDUGHGWKHPRGHOVRIWKHƿXFKLJURXSDQGWKHLU
related Socialist Party, and marginalised social and political support for those at the lower spectrum, 
so an entire “class” of workers found themselves struggling to not be set aside and be considered as 
³ZRUNLQJSRRU´7KHVWDQGDUGƿXFKLKDG LQYHQWHGZDVDQHDUO\ LQQRYDWLRQ LQRUGHU WR LPSOHPHQW
modernisation and progress for all people, but only in the early 1960s, the government accepted his 
recommendation to set an average economic standard and to raise the wages for the poor below that 
standard (Milly: 173-75, 186-188). In contrast to this, Takahashi Masao, who was perhaps the most 
radical in his demands for the overcoming of class segregations by accumulating national capital, 
shifted to a heavy critique on the matter of social guarantees in the mid-1950s, because social insur-
ance did only “preserve capitalism” as “an opiate for lulling to sleep combative workers”, instead of 
encouraging workers to gain access to this capital (cited in Hein 2004: 160). The moral decadence of 
ZRUNHUVUHFHLYLQJDVVLVWDQFHZDVVKDUHGE\DOOIRXUVFKRODUVLQRUGHUWR¿JKWWKHG\VWRSLDQYLHZRID
society fallen into amorality, poverty and crime, they insisted on the ban of gambling, the diminishing 
RI1HZ5LFKDQGDOVRDWD[V\VWHPWRSUHYHQWFDSLWDOLVPIURP³LPSULVRQLQJ´VRFLHW\VHH&KDSWHU
IV, V and VI).
1.3 Tales of poverty
In the late 1940s, research on social problems from a Marxist and neoclassical economics stand-
SRLQWZDVLQVWLWXWLRQDOLVHGDQGDGRSWHGDVUHVHDUFKVXEMHFWLQXQLYHUVLWLHVLQSDUWLFXODU7RN\R+ǀVHL
DQGƿVDND8QLYHUVLWLHV
7KHSRVWZDUSHUFHSWLRQRISRYHUW\ZDV¿UVWDQGIRUHPRVWVKDSHGE\SUHZDULQWHOOHFWXDODQGVR-
FLRORJLFDOLGHDVRQSRYHUW\DVDFODVVRUJURXSSRVLWLRQ7KHVXEMHFWZDVDOVRKLJKO\LQÀXHQFHGE\
American sociologists with respect to the way of research and statistics in order to measure social 
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relations as well as “world” poverty. Most scholars of economics and sociology who adapted new 
means of research belonged to a group of intellectuals who had studied capitalism from a left-wing 
YLHZVLQFHWKHVDQGZHUHKHDYLO\LQÀXHQFHGE\0DU[LVP7KXVWKHUHVXOWVZHUHLQWHUZRYHQ
with general discussions about reconstruction, social welfare and government measures in Japan, 
which led almost all scholars of socio-economics and critics of capitalism to evaluate the purpose of 
conducting research on poverty. Their canon was fundamentally based on problems of progress as 
the impoverishment of everyday life of workers at the borderlineDQGHVWDEOLVKHGDORRVHFODVVL¿FD-
WLRQV\VWHPRISRYHUW\LQFRQFRUGDQFHZLWK&KDUOHV%RRWK¶VFODVVL¿FDWLRQRIWKHSRRULQ
RUGHUWRUHLQYHQWSRYHUW\DVD³PRUDO´SUREOHPƿNǀFKL>@2.
The most prominent of the scholars on poverty who was not primarily involved in politics was 
ƿNǀFKL.D]XR,QSUHZDUDQGZDUWLPHƿNǀFKLKDGEHHQDFULWLFRILQWHOOHFWXDOHOLWHVDVZHOODVRI
state economics, but was himself also criticised by proponents of the Science of Thought3 for his 
LQWHOOHFWXDOGH¿FLHQFLHV.XQR7VXUXPL)XMLWD+LVZRUULHVDERXWD-DSDQHVHXQGHUFODVV
(NDVǀVKDNDL) and the social problems of the marginalisation of workers’ unions made him promi-
nent in almost every mass or general interest magazine, but also in specialised magazines ranging 
from economic philosophy to housewife magazines and worker’s education. His concerns about the 
emergence of new classes and the problem of exclusion were also featured in 1959, when the general 
discussion on poverty was already silenced and the “New Middle boom” started.
In the postwar years until 1959, a renewed “genre” of popular books emerged in order to describe 
WKH VRFLDO VLWXDWLRQRISRYHUW\ZKLFKFDQEH VXEVXPHGXQGHU WKHFRQFHSWRI.DZDNDPL+DMLPH¶V
(1879-1946) %LQEǀPRQRJDWDUL (Tale of Poverty, 1917), but also focussed on urban poverty, everyday 
life, and other social phenomena connected to this situation. Two books emerged under the title of 
the Tale7KH¿UVWRQHZDVZULWWHQDQGSXEOLVKHGLQWKH5ǀGǀ+\ǀURQ in 1949 by Marxist economist 
Miyakawa Minoru (1896-1985) called Third Tale of Poverty ('DLVDQELQEǀPRQRJDWDUL), continu-
LQJWKHZRUNRIKLVIHOORZDQGPHQWRU.DZDNDPL+DMLPH7KH5ǀGǀ+\ǀURQwas a magazine by the 
&RPPLVVLRQIRUWKH(GXFDWLRQRI:RUNHUVRIZKLFK0L\DNDZDZDVRQHRIWKHSUHVLGHQWVDQGZKHUH
IHOORZHFRQRPLVWV VXFKDV0LQREH5\ǀNLFKLDQGƿNǀFKLDOVRFRQWULEXWHG WR WKHXQGHUVWDQGLQJRI
capitalism and their own ideal of democracy. The Tale was a critique on “American-style” Japanese 
 7KH FDQRQZDV DOVR EDVHG RQ WKH SRYHUW\ VWXGLHV WKDW SUHFHGHG WKHVH LGHDV WKRVH RI MRXUQDOLVWV DQG VRFLRORJLVWV
.DZDNDPL+DMLPHDQG<RNR\DPD*HQQRVXNHRI*HRUJ6LPPHO¶VFXOWXUDOVRFLRORJ\EXWDOVR
RI WKH IRXQGLQJ VWXGLHV RI %ULWLVK VRFLDO VFKRODU %HQMDPLQ 6HHERKP5RZQWUHH  DQG*'5 KLVWRULDQ DQG
economist Jürgen Kuczynski (1904-1994). The latter two introduced the borderline as a new and problematic measure of 
SRYHUW\)RUIXUWKHUHODERUDWLRQVHHƿNǀFKL>@
3 The Society for the Science of Thought (6KLVǀQR.DJDNX.HQN\ǌNDL) is the name of a group of thinkers, philosophers, 
scholars of mass culture and political activists such as Tsurumi Shunsuke (1922–) and Maruyama Masao (1914-1996) 
who like no other actively shaped postwar culture by their historical and philosophical insights and political criticism. The 
magazine of the same name had been published to all topics of everyday life between 1946 until 1996.
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capitalism and its global implications in the postwar, while Miyakawa doubted that establishing a 
minimum standard for cultural living (bunka seikatsu) and pursuing rationalisation (JǀULND) would 
raise wages and help workers, farmers, small enterprises or salarymen out of poverty (Miyakawa 
1951: 9-10). His book was not as widely read, because Miyakawa’s style aimed at educating the read-
er in basic ideas of Marxism, but his claims that the new Japanese capitalism would wipe out class 
struggle and marginalise workers were a foreshadowing on the problems of social re-segmentation 
that were to come in the 1950 and 1960s.
The second postwar monogatariZDVZULWWHQE\ƿNǀFKL.D]XRLQDQGUHSXEOLVKHGLQ
1964 when he became president of Tokyo University and in the same year as US president Lyndon 
B. Johnson (1908-1973) declared “unconditional war on poverty” in a “rich society”, hence using the 
same subtitle in the second print (\XWDNDQDVKDNDLQRQDNDQRELQEǀƿNǀFKL>@ƿNǀFKL
as Keynesian economist, warned that the “wasteful” capitalist consumer boom of the late 1950s and 
its basis, the low-wage system with which Japan traditionally exploited workers, would seriously 
damage cultural living and foster class divisions between the poor as an underclass and the privileged 
ZDJHDQGHPSOR\PHQWV\VWHPRIWKHPLGGOHFODVVHV,QKLVERRNƿNǀFKLFOHDUO\VSRNHDJDLQVWWKH
QHZFRPPHUFLDOV\VWHPRIDGYHUWLVLQJ35DQGSURPRWLQJOLIHVW\OHVZKLFKZHUHQRWDWWDLQDEOHIRU
many, and excluded workers from social mobility by implementing a reward system of consump-
WLRQVHHƿNǀFKL>@)RUKLPSRYHUW\KDGUHDFKHGWKHGDQJHURXVVLWXDWLRQRIUDLVLQJWZR
H[WUHPHVRFLDOXQGHUFODVVHV¿UVWO\WKHLQYLVLEOHXQHPSOR\HGVXFKDVFRPPXWHUVKRPHDQGIDPLO\
ZRUNHUVEXWDOVRZDJHGHSHQGHQWODERXUHUVZKLFKZHUHH[FOXGHGIURPWKHRI¿FLDOFRXQWRUZHOIDUH
and secondly the day labourers as well as part-time and temporary workers, the labouring poor, who 
GLGQRWUHFHLYHHQRXJKVRFLDOZHOIDUHƿNǀFKL>@
Economic theorist Mori Ki’ichi (1900-?) wrote a similar study on “Poverty in the city” (Toshi no 
hinkon) and “Life [Daily Living]” (Seikatsu), criticising American capitalism, the economic upswing, 
as well as the 1955 SSM Survey and the Economic White Paper of 1956, concluding that the postwar 
was not at all “over” for those living at the disadvantaged end of society (see Mori 1955; 1958). He 
assumed that the new Japanese society had only developed extreme upper and lower strata, making 
poverty a “human tragedy” (Mori 1958: 69, 173), and that the impoverishment of people in the cities 
ZRXOGYLRODWHWKHULJKWVJUDQWHGE\WKH&RQVWLWXWLRQ0RUL,QVXPDOOVLPLODUERRNV
to the Tales of povertyZHUHVSHFL¿HGE\WZRLGHDVIURPWKHLQWHOOHFWXDOV¶VLGHWKH\GHPRQVWUDWHGD
severe critique on the lack of social policies and on capitalism in general, while they also expressed 
a general frustration on the actuality that entire parts of the population had been depoliticised and 
silenced by the introduction of an overvalued living standard and the limitation of wages for work-
ers. As aforementioned critique of Takahashi Masao had shown, this was entirely contradictory to 
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the Marxist belief of many of the prominent pioneers in economics, who sought after a democratic 
socialism in the postwar. 
The basic idea of Kawakami, a rather moralistic view on economy in daily life, was continued into 
the postwar, albeit in reinvented forms and to a different extent: Kawakami had argued that poverty 
originated in the economic individualism of the rich consuming too many luxury goods. Thus, in 
RUGHUWRVROYHWKHSUREOHPRISRYHUW\VWDWHLQWHUYHQWLRQVKRXOGQDWLRQDOL]HWKHHFRQRP\DQG¿QDOO\
redistribute property, appealing to the rich of leading moral and diligent life-styles (see Kawakami 
[1917] 1955). The postwar emphasis was laid on the moral and abstinent lifestyle of all classes, while 
taxes and market regulation should redistribute property. Kawakami’s death in 1946 and the reprint 
of the Tale of Poverty in 1947 were well received by those intellectuals and activists in the time of 
extreme poverty and defeat. 
7KHVHFRQGLQÀXHQWLDODQGFRQWLQXRXVVRXUFHRQSRYHUW\ZDVMRXUQDOLVW<RNR\DPD*HQQRVXNH¶V
(1871-1915) work on 7KH-DSDQHVH/RZHU&ODVVHV (1LKRQQRNDVǀVKDNDL), an ethnographical report 
RQXUEDQODERXUFRQGLWLRQVDQGSRYHUW\LQZKRPRGHOOHGKLVVWXG\DIWHU&KDUOHV%RRWK¶V
 LQÀXHQWLDOYROXPH LQYHVWLJDWLRQRQ/LIHDQG/DERXURI WKH3HRSOH LQ/RQGRQ (1902/03) 
(Yokoyama [1899] 1949). The categories Booth invented to describe classes ranged from A (under-
class) to H (wealthy classes) and described the social, economic and moral conditions of London peo-
SOHLQWKHVZKLOHDWWKHVDPHWLPHGHFODULQJWKHFODVVHV$WR&DV³XQGHVHUYLQJ´SRRUZKRSRVHG
a threat to society and morals because they were either declared as “lumpen-proletariat” or morally 
corrupting individuals who did not “want” to work. This categorisation of deserving/undeserving 
poor remained almost unquestioned and was adopted to the considerations regarding the distribution 
of social assistance and welfare to the postwar “poor”. 
7KHVPDOOERRPRI.DZDNDPL¶VZULWLQJVLQSDUWLFXODUVHHPHGMXVWL¿HGZKHQWKH5HG3XUJHVEHJDQ
in late 1947 after the labour crisis and a ban on strikes, making organised workers lose their occu-
pations and denouncing them as “destructive elements” and “social failures” (Hirata/Dower 2007), 
while at the same time in 1950, the newly introduced tax system did not relieve those “undeserving” 
poor living at the bottom of society with social assistance, but instead protected the “enemies”, the 
1HZ5LFKDQGFDSLWDOLVWVZKRHYHQJDLQHGIURPWKHSXUJHRIVRFLDOLVWLGHRORJLHVDQGWKHZHDNHQHG
structures of the social democratic party. The system of economic individualism rather supported the 
exploitation of labour by large enterprises, intending that a sooner recovery of the economy would 
sooner install equity as well, while capital was accumulated only by now younger, but still capitalist 
entrepreneurs (Takemae 2002: 477-485). Any worker who refused to contribute to the recovery of 
the economy and the nation and who worked temporarily was seen as such “failure” and could easily 
be laid off and denied assistance. In addition, the ban on strikes at the height of labour violence after 
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1947 and the tax reforms in 1949 and 1950 led to more violence and tension in the cities, when thou-
sands of workers of the railways were immediately laid off work. The drive for stability by the Marx-
LVWHFRQRPLVWVZKRZDQWHGWKHZRUNHUVDVSUR¿WHHUVIURPFDSLWDODQGWKHSXUJHVZKLFKUHSHDOHGWKLV
goal, only sharpened the existence of poverty as a  severe effect of capitalism.
The problem of deciding for economic individualism or state capital also shaped the ideas of left-
wing economists. The logic with which Takata Yasuma approached poverty in the pre- and postwar 
was instead driven by the idea that poverty was a moral social problem (Takata Y. 1935: 217). In 
1946, Takata published a small book on “Three discourses on the end of the war” (Takata 1948) which 
UHÀHFWHGKLVHDUOLHULGHDVRQFODVVV\VWHPVVRFLRORJLFDOLGHDVDQGVRFLDOSUREOHPVLQUHODWLRQWRWKH
so-called “chaotic” situation Japan was confronting after the defeat, given the anarchic black market’s 
G\QDPLFDQGWKHKHDY\HFRQRPLFLQÀDWLRQ
7KHYLFLRXVF\FOHRI LQÀDWLRQQRQHWKHOHVVFUHDWHGD VRFLDOSRZHU WKDW LI FRQWLQXHGZRXOGFX-
mulate into the end of society, if this form of immoral “poverty” and the wealth of deviant black 
PDUNHWHHUVZRXOGFRQWLQXH7KLVG\VWRSLDQYLHZZDVVKDUHGE\PDQ\WKLQNHUVLQWKH¿UVWFRXSOHRI
postwar years, where “resistance” both showed the limits of action as well as distrust in political is-
sues. Takata’s opinion on poverty as a non-individual social position and therefore appealing to the 
³JHQHUDOSXEOLF´ZDVKLJKO\HVWLPDWHGE\ƿNǀFKLDQGƿXFKL+\ǀHDQGKLVIHOORZVLQRUGHUWRH[SODLQ
the problems of Japan’s wartime and the dangers of impoverishment in an entirely deregulated capi-
talist system. 
2 POVERTY AS A SOCIAL IMAGINARY AND SOCIAL PROBLEM
2.1 Imaginaries of equality and poverty
In postwar Japan, physical poverty had developed as a part of people’s everyday life since the 
shortage and restraint during the war years, when goods were scarce and living conditions worsened 
due to the air raids and the devastation of the cities. Furthermore, the black market which had been 
ÀRXULVKLQJVLQFHWKHHDUO\VKDGWDNHQRYHUWKHDQWDJRQLVWSDUWRIVHWWLQJ³YDOXHV´IRUFHUWDLQ
goods and amusement, such as the dancehalls mentioned before. Many people lived in precarious 
situations, in improvised shacks or on the streets, and the great number of war returnees, homeless 
children and war victims who had nowhere to go remained a problem even several years after the 
war (Dower 1999: 50-64). According to John Galbraith, who argued that capitalism produced both 
the extremes of private wealth and public poverty, the state of poverty in Japan was a case of “mass 
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poverty” developing into “insular poverty”. “Mass poverty” describes poverty as a socioeconomic 
condition which affects all people of this country living at the minimum necessary to survive. When 
capitalism is introduced, income has to increase on all levels to provide an equilibrium of savings and 
consumption.  “Insular poverty”, because it is broken into small groupings and socially spatialised, is 
QRWLQGLYLGXDOEXWDVVRFLDWHGDQGODEHOOHGDVDEURDGFRPPXQLW\ZKHUHHYHU\RQHLVSRRUDQG¿QDOO\
becomes invisible due to social exclusion (Galbraith [1958] 1998: 236-238). The association and la-
belling of postwar Japan as a country where nearly everyone was poor reinforced the assumption that 
poverty was, in fact, mass poverty combined with the imaginary of general poverty. 
At the same time, general poverty of the Japanese people as a concept was re-instated by the Amer-
ican Occupation Army and Japanese intellectuals as a symbol for the public effort of reconstructing 
the nation for installing capitalist democracy. As mentioned before, the media, mostly newspapers 
ZHUH¿OOHGZLWKUHSRUWVRQVRFLDOSUREOHPVRIZKDWWKH\FDOOHGWKHkyodatsu situation: the connections 
RIH[KDXVWLRQDQGGHSULYDWLRQWKHGHVWUXFWLRQRIDVRFLDOLQIUDVWUXFWXUHDQGMREVDFFRUGLQJWRKLVWR-
rian John Dower, not only covered hunger, fatigue and poverty, but also postwar disorientation and 
PRVWO\MXYHQLOHFULPHV'RZHU7KHVHZHUHDOVRPRVWO\FRQQHFWHGWRWKHFRQWLQXLW\
RIWKH³ZURQJ´ZRUNDQGFRUUXSWLRQRIZDUSUR¿WHHUVDQGWKHLUGHVWUXFWLRQRIFXOWXUHDQGVRFLHW\GXU-
ing wartime. The imaginary was reinforced by the GHQ and also fuelled this view by declaring that 
WKRVHSUR¿WHHUVKDGGHVWUR\HGWKHFRXQWU\DQGKDG³PDGH´HYHU\RQHSRRUVRWKDWWKH\ZHUHWREODPH
of Japan’s kyodatsu situation (Kitagawa 2005: 198). The media therefore consistently reported the fall 
DQGGHFDGHQFHRIIRUPHUZDUSUR¿WHHUVDQGWKHGLVVROXWLRQRIZHDOWKRIHYHQWKH(PSHURU¶VKRXVH-
KROGWRVHUYHWKHSXUSRVHRIGHPRFUDF\7KHHQGRIWKHSUR¿WHHUVDQGFDSLWDOLVWVZRXOGOHDGHYHU\RQH
to having equal opportunities, but inequality still remained high, because wages did not rise for a long 
WLPHDQGWKHDJUDULDQODQGDQGWD[UHIRUPGLGQRWKDYHDJUHDWLPSDFWLQWKH¿UVW\HDUVH[FHSWIRUWKH
strengthening of the already well-off middle classes (Hirota 2005). Nonetheless, the recurrent topics 
of the kyodatsu situation shaped the common idea that nearly everyone was poor, and this imaginary 
could serve as a bond that could be shared and remembered among all Japanese people. As cited by 
ƿNǀFKL.D]XRVRFLRORJLVWDQGHFRQRPLVW7DNDWD<DVXPDKDGDOUHDG\LGHDOLVHGLQKLVSUHZDUVWXG\
on “A certain victory for the poor man” (+LQMD+LVVKǀ) (1934) that if the population would unite in 
times of crisis for a lower living standard, the “gaps” (kyori) and “distances” (hedatari) in life-styles 
would disappear, and so would the social and fundamentally moralSUREOHPRI³SRYHUW\´ƿNǀFKL
[1959]1964: 33). The concept of “poverty” in the postwar was metaphorically used for a new “demo-
cratic equality” and the reconstruction of a new Japan for which all strata of the population could 
be working under the same conditions without any difference. The idealised image of this general 
poverty as a means for reconstructing the nation was also considered as a temporary phenomenon 
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that could be overcome, once the economy and society had been recovered and exceeded the prewar 
economic standard of 1936. 
Progress seemed slow in everyday life: the $VDKL newspaper reader’s section Koe grasped many 
SUREOHPVRIHYHU\GD\SRYHUW\ OLQNHGZLWK LQÀDWLRQ WKURXJKRXW WKHHDUO\VZKHQSHRSOHVXI-
IHUHG IURPKXQJHU H[KDXVWLRQ DQG LQVXI¿FLHQW VRFLDO DVVLVWDQFHZKLOHZDJHVZHUHNHSW ORZ VHH
also Dower 1999: 104-106). Throughout the late 1940s, poverty was hard to detect except for places 
where the “democratic experiment” (Ino 1999b: 39) of capitalist freedom soon faltered, and due to 
the harsh conditions, “poverty” was measured relating to goods. As consumption in the immediate 
postwar centred on necessities around food, clothing, and shelter, most of the “commodities” such as 
WREDFFRPDWFKHVDQGDOFRKROZHUHVROGDWWKHEODFNPDUNHWV6KǌNDQ6KLQ1LKRQ
The assumption that everyone had the same chances starting from scratch became a basic problem 
when livelihood was combined with levels of life-styles, morality and consumer goods. Although 
HYHQLQWKHVPDQ\SHRSOHGLGQRWFRQVXPHPXFKDQGGH¿QHGWKHPVHOYHVDV³ZRUNHUV´LQVWHDGRI
middle class, it was obvious that the labourer’s low-level living standard could not guarantee a good 
social practice of avoiding the black market, and that their employment was soon rendered as less 
prestigious than those better paid members of the “middle class” (SSM 1955). 
The GHQ also conducted several opinion polls on the development of people’s lifestyles during 
WKH2FFXSDWLRQ0RVWRIWKHTXHVWLRQVFRQVLGHUHGWKHUDWLRQWLFNHWVDQGWKHVXI¿FLHQF\RIQHFHVVLWLHV
such as soap, rice, or shelter. While they also asked for the people’s satisfaction with life, it was clear 
WKDWHYHQLQWKH¿UVWSRVWZDU\HDUVSHRSOHZLWKKLJKHULQFRPHGLGQRWKDYHWREX\QHFHVVLWLHVRQWKH
EODFNPDUNHWZKLOHORZLQFRPHHDUQHUVLQWKHFLWLHVDOOVWUXJJOHGZLWKLQVXI¿FLHQWDFFHVVWRJRRGV
especially non-staple foods and clothes. The urban consumers’ attitude towards problems differed 
enormously: in 1949, except for the upper classes, nine out of ten respondents “felt a decline in living 
conditions”, and most of all the unemployed and labourers. In contrast, salarymen were “less wor-
ried” about the conditions, because they had greater access to the goods such as white rice and clothes 
GXHWRKLJKHULQFRPHDQGVDYLQJV*+46&$3D(YHQLQWKHODWHVWKHUHZHUHVWLOOPDQ\
poor workers’, old middle class, unemployed and particularly farm households who could not afford 
the new life-styles, spending almost 60 to 70 percent of their income on food (6ǀPXVKǀE.
Nonetheless, even if living standards did not change drastically, the imaginary of a general poverty 
of the people shifted after a small rise in wages, consumption, and savings after 1950. The increase 
of combining issues of living with rising consumerism in the postwar White Papers on Livelihood 
DOVRJDYHULVHIRUDQHZVWUDWL¿FDWLRQV\VWHPLQRUGHUWRPHDVXUHHTXDOLW\ZLWKJURZWK..&D
$QHZPRGHORIVRFLDOVWUDWL¿FDWLRQLQVWDJHVRIORZHUDEURDGPLGGOHDQGXSSHUVWUDWDZDVHDUO\
RQ FRXSOHGZLWK HFRQRPLF LVVXHV ,Q ZKHQ WKH¿UVW 6RFLDO 6WUDWL¿FDWLRQ DQG0RELOLW\6XU-
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vey (SSM) was conducted and implemented among only Japanese men, poverty was not considered 
physical anymore, but relatively correlated to the lifestyle of middle class consumers. They were not 
RQO\DVNHGDERXWWKHLUVWUDWL¿HGLGHQWLWLHVEHWZHHQXSSHUPDQ\PLGGOHDQGWKHORZHUFODVVEXWWKH\
were asked about the commodities they possessed. Almost all goods on the list were, in contrast to the 
RSLQLRQSROOVRQQDWLRQDOOLIHVW\OHVQRWDYDLODEOHWRWKHPDMRULW\RIWKHUHVSRQGHQWVZKRFDPHIURP
rural backgrounds, but also insinuated what goods they should desire; there were no questions about 
necessities such as soap or rice anymore, but only about new commodities, most of them electrical 
appliances, such as a refrigerator (SSM 1955). Nonetheless, refrigerators were, as the $VDKL6KLQEXQ
in the same year stated, even too expensive for department stores and “only samples” (mihon dake) 
(Asahi Shinbun 1955b: 2).
$IWHUVHOIHYDOXDWLQJWKHLUVRFLDOVWUDWL¿FDWLRQLQWRPRVWO\XSSHUORZHURUORZHUPLGGOHFODVVWKH
correlation between a high living standard and social mobility also reinforced the connotations of 
poverty and wealth as immobile extremes, while mobility seemed to waver between the middle strata 
and in addition, shape a class formation based on cultural symbols. Although people referred to their 
class identity as related to income and not so much as related to social status, the harsh picture of a 
hierarchical and segregating class system should be avoided and was implemented into the imaginary 
to support the idea of capitalism and vertical social mobility as a form of Japanese modernisation and 
development. In addition, the SSM Survey of 1955 discarded the model of the “premodern” Japanese 
society with immobile class mobility and started the myth that Japan ranked on the same levels as 
the US in terms of opportunity of this mobility, although most of the respondents were farmers and 
ZRUNHUV+RZHYHUWKHHFRQRPLVWVRIWKHƿXFKLJURXSVXFKDV$ULVDZD+LURPLIUHTXHQWO\QRWHGWKDW
WKHULJKWIRUZHOIDUHZHUHDOUHDG\IXO¿OOHGZLWKWKHFRQVWLWXWLRQDODUWLFOHDQGWKH/DZIRU3URWHFWLRQ
of Daily Life of 1946 (VHLNDWVXKRJRKǀ), and thus both economic and cultural status were protected, 
but reality proved otherwise, as mentioned before (Hein 2004: 155). 
This interdependence between consumption, democracy and social mobility was over-emphasised 
by the mass media through statistics and advertisements, and even in economic and corporate maga-
zines such as Daiyamondo (1956: 30), with a recurring mentioning of the Engel curve4, indicating 
that expenditure on food had continuously fallen to 39 percent in high-wage households, while ex-
penditure on clothing and durables had risen. Although GNP and the cultural “standard” for middle-
class workers had increasingly risen after 1945, the “poor”, including almost all wage workers, were 
neglected. The poverty rate remained high; according to the Economic White Paper of 1956, the pov-
HUW\UDWHVWLOOZDVDVKLJKDV..&>@DQGWKHJDSEHWZHHQQHZO\HGXFDWHGZRUNHUV
4 The Engel curve shows how the quantity of food consumption changes to other goods with the rise of income and 
living standards, indicating a progress of wealth from consuming necessities to luxuries.
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or white-collar workers into which the large enterprises invested, was constantly rising. In 1950, the 
<RVKLGD&DELQHWDQGHFRQRPLVWVGHEDWHGWKHWHUP³SRRUFRXQWU\-DSDQ´ELQEǀNRNX1LKRQ) consider-
LQJJOREDOFRPSHWLWLRQLQWKHHDUO\VDQGWKLVZDVDOVRUHÀHFWHGLQSHRSOH¶VRSLQLRQV(FRQRPLF
magazines such as -LWVXJ\ǀNDLand economists writing in general magazines were discussing the 
reasons for the “poor Japan” on a level of global competition of a nation-state. The comparison with 
the “West” on a level of production and export economics left out the “poor” as social problem in 
general, but focused on stimulating economy to raise living standards and international trade to es-
FDSHZKDW0LQREH5\ǀNLFKLFDOOHGD³OLIHRIKDUGVKLSV´WDLEǀVHLNDWVX) (Minobe 1954: 46-47). The 
(FRQRPLF:KLWH3DSHURIEHJDQWRDOUHDG\VWDWHWKDWGXHWRWD[DWLRQRILQFRPHERWKLQÀDWLRQ
DQGWKH³FODVVRIPLOOLRQDLUHV´KDGEHHQUHGXFHGZKLOHWKHGLVWULEXWLRQRILQFRPHZDV¿QDOO\VWDQG-
ardised (K\ǀMXQND..&>@%XWRQO\WKHGLVWULEXWLRQRILQFRPHLQODUJHHQWHUSULVHVDQG
the so-called dual system was standardised: workers throughout the 1950s did not earn much more 
WKDQ\HQZKLOHWKHLQFRPHRIWKHZKLWHFROODUPLGGOHZDVDOPRVWIRXUWLPHVKLJKHUƿNǀFKL
[1959] 1964: 236-237). Without meeting the basic demands for social welfare for workers whose la-
bour opportunities were not stable, the focus on rise and growth did not correspond with the realities 
of most of the populace. So the concepts of relating “poverty” and “democracy” soon levelled onto 
the imaginary of equality in social issues such as consumption: For one reader of Koe, poverty was 
OLQNHGWRWKHLQVXI¿FLHQWFRQVXPSWLRQRIFRPPRGLWLHVVXFKDVWHOHYLVLRQVHWV³LQWKLVSRRUFRXQWU\´
(NRQRELQEǀNRNXGH$VDKL6KLQEXQDQGIRURQHMRXUQDOLVWUHODWHGWR³WKHSRRUKRXVHKROG´
(ELQEǀVHWDL) and the neglect of the working population, DVMX[WDSRVHGWRWKHDFFHVVWRSRSXODUOX[XU\
goods (Asahi Shinbun 1953b: 1). 
In contrast to this, Mori Ki’ichi, who specialised in the labour conditions of factory workers, 
demonstrated the problems of this percentage of consumers as related to high income; only urban 
households, which earned more than 48,000 yen monthly and could afford average apartments in 
“danchi”-style, were able to live “culturally” (bunka-teki) as the standard implied, but this standard 
lay 20,000 yen above the average income in 1955 (Mori 1955: 73, 77-78). This “culture” of salary-
men lifestyles was also stabilising the broad mass of the New Middle class, but “pressurised” those 
workers with less money to run into debt in order to buy those goods, and even further implemented 
the thought that “consumption power” was a part of cultural “aesthetics” and a control system of daily 
living (Amano/Sakurai 1999: 232, 235-236).  Although wages and income had constantly risen since 
the beginning of the Korean War in 1950, the distances and gaps (hedatari) between rich and poor had 
widened enormously, and thus did the actual consumption lifestyles (Mori 1955: 69). 
However, a narrative of progress, articulated around new electric commodities of the same branch 
of domestic industry which was heavily promoted and brought its leaders to rise to the millionaire’s 
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index in 1953, was clearly inscribed into this discourse on “overcoming” poverty as a means for 
reaching democratic equality (Daiyamondo 1956: 30-31). With these measures, the imaginary of 
general poverty as an equal system of favouring the middle strata had the effect of dichotomising 
QRWRQO\WKHULFKDQGWKHSRRUEXWDOVRWKHPLGGOHFODVVDQGZRUNHUV7KHPRUHFODVVDQGVWUDWL¿FD-
tion as well as social mobility centred on the middle class and white-collar work, the more coupling 
it with consumption also alienated labourers – as active producers – from the social merits of work 
implied in capitalist consumer practices, while “income” from salary served as its new goal of social 
and economic stability. Even in a survey on values and aspirations of Japanese children conducted 
in 1957, many answered that they wanted to be middle class, because being middle meant not being 
different, but “normal” (Goodman 1957: 992-999). Thus the emphasis on the New Middle had not 
RQO\ZLGHQHGWKHLQFRPHJDSVDVWKH:KLWH3DSHURQ3HRSOH¶V/LYHOLKRRGRIVWLOOLQVLVWHG..&
1959a), but was also the target of policies, privileged treatment, and the representation of modernity 
as “normality”.  
In contrast to this, poverty, as being both articulated and constructed, remained the primary con-
cern for everyday life and loss of the populace as a basic and constitutional problem. Furthermore, it 
ZDVFRQWLQXRXVO\UHDUWLFXODWHGE\WKH2FFXSDWLRQDO)RUFHVLQRUGHUWRHVWDEOLVK¿QDQFLDOVXSSRUWWR
FRXQWULHVSXUVXLQJWKHLURZQFRQWDLQPHQWSROLFLHVDQGWU\LQJWRPDNHWKHLURZQSHRSOHMRLQLQWKH
KXPDQFDXVHRI¿JKWLQJSRYHUW\E\GHYHORSLQJWKHLURZQP\WKVRIFDSLWDOLVP7KHH[LVWHQFHRIDGLV-
course and negotiations on poverty could convert into a powerful imaginary which bridged the gaps 
LQWKHFULVLVRILGHQWL¿FDWLRQVLWXDWLQJ-DSDQHVHSHRSOHFORVHUWRWKHDOOHJHG³:HVW´EXWDOVRVLWXDWLQJ
them into the relation and opposition to the USA and the Occupation. 
The GHQ, apart from the few measures to revive Japanese economy, entered its “reverse course” 
in 1947, supporting conservative political efforts to purge the political ideologies of communism. By 
the violent suppression of the general strike of 1947, and with the red purges starting from this point 
onwards, the political ideal as well as the collective identities of “workers” were severely damaged, 
ZKLOHODZVZHUHVRIWHQHGIRUELJEXVLQHVVHVWRUHVWUXFWXUHLQWRYHUWLFDOQHWZRUNVDQGVWURQJLQÀXHQFH
on the market. For John Dower and Hirata Tetsuo, the “corporate restructuring” characterised the 
course of “Japanese capitalism”; the layoffs of more than 20,000 democratic and organised work-
HUVEHJDQLQZLWKWKH³UHVWUXFWXULQJ´DWWKHWZRPDMRUSRVWZDUSURGXFHUVRIHOHFWURQLFJRRGV
7ǀVKLEDDQG+LWDFKLZKRPRVWO\HPSOR\HGORZVNLOOHGDQGXQGHUSDLGZRUNHUV7KHFULWHULDDPRQJ
others also laid off workers “with low skill levels”, “frequently absent from work due to accidents” 
RU³LOOQHVV´DQGWKRVHZKRZHUH³GLI¿FXOW´WRFRRSHUDWHRUUHGHSOR\ZKLOH+LWDFKLIROORZHGE\OD\LQJ
off all “temporary” workers and those “whose livelihood would be” little affected if they had to leave 
the company (Hirata/Dower 2007). The restructuring also changed from the pursuit of democracy and 
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VRFLDOUHIRUPVWRVXSSRUWODERXULQWRWKHVWUHQJWKHQLQJRI-DSDQ¶VHFRQRP\DVDQDOO\DJDLQVW&RP-
PXQLVP&RQVLGHULQJUDWLRQDOLVDWLRQWKHXQGHUGHYHORSHGZRUNSODFHVHFXULW\WKHLOOQHVVDOVRGXHWR
working conditions, and the subsequent destructions of unions who primarily fought for rights and 
development of these conditions, workers were systematically denied access to many opportunities 
to participate in what was considered a “normal” social life. Up until the late 1950s, workers lived in 
the obscure “underbelly of society” (VKLWD]XPLVHLNDWVX), and the harsh environments in which they 
had to earn their living were not much different from the miserable life-styles of the unemployed 
(Odaka [1961] 2008: 207). Without the strong support of unions, workers were often bereft of their 
political participation, and throughout the 1940s and 1950s struggles cumulated in violent reactions 
and strikes and into greater incidents. 
Poverty, equality and their relations to democracy and freedom, were now re-invented apart from 
the ideal of a productive work force representing the ideal concept of overcoming poverty, and heav-
ily related to an invented yet meaningless “cultural” standard of living, in order to redirect social prac-
tices and cultural activities from organised strikes and production towards a form of “culture” centring 
on consumption. In addition, in 1949, when Joseph S. Dodge was invited as tax advisor to reform the 
Japanese economy, his reform forced many hardships onto the small people, and the economy was 
only partly saved by the Korean War, because these large electric companies and former “capitalists” 
gained in this new form of capitalism. As Galbraith mentions, the correlation of the replacement of 
the former “leisure class” with a broader new class “to which work has none of the older connotations 
RISDLQIDWLJXHRURWKHUPHQWDORUSK\VLFDOGLVFRPIRUW´KDGDOVRFRXSOHGMRETXDOLW\DQGSUHVWLJHZLWK
the promise of stability through economic development (Galbraith [1958] 1998: 248). 
$FFRUGLQJWRƿNǀFKLWKHSKHQRPHQRQRIgeneral poverty was seen as the “special character” of 
Japanese poverty, as in Takata’s “victory” of the poor man: the historic imaginary that Japan had de-
veloped into a rich country – based on the general assumption that poverty could be overcome by low 
living standards and morality due to a low-wage policy – was invented in the wartime and therefore 
should not be followed as a dogma in the postwar, because it only further established the degradation 
RIDFWLYHODERXUWKDWZDVUHODWHGWRSURGXFWLRQƿNǀFKL:RUNHUV¶XQLRQVDQGFRQVXPHU
FRRSHUDWLYHVZRXOGUDWKHU¿JKWWR¿[WKHOHYHORIOLYHOLKRRGseikatsu suijun) instead of establishing 
a cultural living (bunka seikatsu). As unions were silenced when trying to secure these livelihoods 
of workers, it seemed that the transformations of downsizing and the heavy emphasis on skilled and 
white-collar labour, whose working conditions improved rapidly, increased the changes towards the 
QRWLRQRIDJHQHUDODIÀXHQFHDQGIXUWKHUGHYHORSHGWKHGHSROLWLVDWLRQRIZRUNHUVDV³ZRUNLQJSRRU´
Moreover, working class identities were not re-evaluated as an ideal, but were increasingly classi-
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¿HGLQWRDVHWRIFXOWXUDOSURSHUWLHVDVPRUDOFDWHJRULHVRIWKH³SRRU´UHODWLQJWRFDSLWDOLVWIUHHGRP
enlightenment, rationalisation, and “culture” as a sociopolitical segregation, while their social reali-
ties were measured against their opportunities to participate in the new hegemony of Japanese “com-
mercialised” (VKǀJ\ǀVKXJLWHNLFXOWXUHZKLFKZDVLGHQWL¿HGDV³QHZ-DSDQHVHFDSLWDOLVP´,ZDVDNL
VHH&KDSWHU9
Thus, the new “democracy” was clearly linked to the new representatives of society and culture, 
salarymen with lifetime employment that clearly had an advantage over other forms of occupation 
and lifestyles. The emphasis on consumption as a basis for capitalist reconstruction also set in at 
DQHDUO\VWDJHLQGH¿QLQJWKHVWDJHRI³GHPRFUDWLVDWLRQ´7KH³SRRUPDQ´VKRXOGKDYHDFFHVVWRDOO
FRPPRGLWLHVDQGOHLVXUHLQRUGHUWRRYHUFRPHVFDUFLW\DQGSRYHUW\EXWWKHLQÀDWLRQKLQGHUHGWKH
PDUNHWWRUHJXODWHHFRQRP\7KH³SRRUPDQ´VKRXOGEHDEOHWR¿QGZRUNDQGHGXFDWLRQEXWWKHORZ
wage policy and the so-called immorality of the black market hindered his individual development, 
DVWKHKXPDQHIIRUWWRRYHUFRPHSRYHUW\7KHUHIRUHWKHPHDVXUHVDJDLQVWLQÀDWLRQQHZUHIRUPVDQG
taxation systems were introduced for the recovery of productivity and economy in order to re-install 
VRFLDORUGHUEXWVRFLDOSROLFLHVFDPHVHFRQGDQGZLGHQHGWKHJDSEHWZHHQWKHSUR¿WHHUVRIWKHQHZ
capitalism and the poor.
For a short time in the postwar, poverty served as an ideal. In convergence with the promises of 
³GHPRFUDF\´DQG³HTXDOLW\´GLVSDULW\FRXOGDOVRGLVDSSHDU,IWKLVZDVWKH¿UVWLGHRORJLFDOVWHSWR
declare that everyone was equal, anyone could rebuild their own lives in terms of the new opportuni-
WLHVDQGFKDQFHV±LIWKHUHKDGQ¶WEHHQD³GLVHDVH´WKHLQÀDWLRQFDXVHGE\LQVXI¿FLHQWSURGXFWLRQORZ
wages and the black market, which threatened daily lives and ideas of democracy did not distribute, 
but accumulate wealth and widened the gaps.
From the early postwar period on when people were demonstrating that ration tickets alone would 
make people starve to death, to the 1950s heavy strikes and riots of workers who fought for their 
rights to the workplace, better working conditions, and higher wages, to 1957, when a patient sued 
the Ministry of Welfare for its inadequate service, only the imaginary of poverty, as a means for de-
mocratisation, was overcome (Taira 1993: 175).
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2.2 Cultural standards of poverty
$UWLFOHRIWKHQHZ&RQVWLWXWLRQRIVWLSXODWHG
“All people shall have the right to maintain the minimum standards of wholesome and cultured living. In 
all spheres of life, the State shall use its endeavors for the promotion and extension of social welfare and 
security, and of public health.” (Sangiin 2008) 
The standard for cultured living was never set as an example of what exactly “cultured living” 
should embed. However, the constitutional article served the purpose to freely choose the meaning 
with which the “cultural” standard should be eventually established. For Marxists such as Miyakawa 
Minoru, a cultural living implied one important goal: a minimum standard price level for daily neces-
sities, especially for the cultural living standard for workers and their well-being, because otherwise, 
they could not use their workforce, the social inequality between rich and poor would grow, and 
strikes and other uproars would follow ( Miyakawa 1951: 23-25). In contrast to these early voices, 
WKH0DU[LVWHPSKDVLVRQWKHZRUNLQJFODVVZDVVRRQGLVFDUGHGDQGVXEVWLWXWHGE\WKHGH¿QLWLRQRI
FXOWXUHGOLYLQJDQGSURJUHVV7KHGH¿QLWLRQRI OLYLQJVWDQGDUGDVcultural proved to be crucial for 
WKHSRVWZDUGH¿QLWLRQRI³RYHUFRPLQJSRYHUW\´E\WKHDFWRIFRQVXPSWLRQDPLQLPXPVWDQGDUGRI
FXOWXUHWKXVGLGQRWHYRNHWKHQHHGIRUVRFLDOZHOIDUHIRUWKRVHSHRSOHWKDWZHUHGH¿QHG³DERYHWKH
poverty line”, and who were cut off the possibilities of “good” social and cultural practices. During 
WKH2FFXSDWLRQ\HDUVDQGWKHDXVWHULW\PHDVXUHVRILQRUGHUWR¿JKWLQÀDWLRQWKH8QLWHG6WDWHV
GHPDQGHGWKDWWKH-DSDQHVHSHRSOHDGRSWWKHVDFUL¿FHRIWKHLUOLYLQJVWDQGDUGVDQGFRQVXPSWLRQLQ
order to compete on the global market, which was also encouraged by the Japanese authorities in 
RUGHUWRUHVWUDLQFRQVXPSWLRQDJDLQVWWKHWKUHDWVRILQÀDWLRQDVZHOODV³$PHULFDQ´RUEODFNPDUNHW
abundance (Hein 1990: 158-159). This was harshly criticised by sociologists, but also welcomed for 
RYHUFRPLQJVRFLDOLQHTXDOLW\0RUL.L¶LFKLLQKLVVWXG\RIGDLO\OLYLQJLQ¿UVWDQGIRUHPRVWFULWL-
cised the social policies that only represented one part of the people, which was the wealthy classes, 
and reproduced the gap between rich and poor, because the so-called “cultural standard” was clearly 
too high and only appealed to the cultural and social formations of high-income earners (Mori 1955: 
23-27). Furthermore, he criticised the constitution as a problem per se, since these politics would au-
WRPDWLFDOO\OHDGWRWKHUDLVLQJRISULFHOHYHOVRIIRRGDQGHQHUJ\IRUWKHZHDOWK\HOHFWUL¿HGFXOWXUDO
classes, and thus strengthen the disparity: as long as within the “broad mass” of the lower strata the 
“obelisk” of few millionaires could stand strong and reach out sharp, “there is no other way for us 
than to enter these lower strata of life-styles” (Mori 1955: 72).
,Q-XO\HFRQRPLVWƿNDZD.D]XVKLSXEOLVKHGFKDUWVDQGDFRPSDUDWLYHDQDO\VLV
of  the economic development of the “cultural” standard for a female audience in a special on the liv-
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ing standard in )XMLQ*DKǀ. The magazine wanted to survey the “real situation” of the living standard 
in a “culture state” (bunka kokka) where tall buildings were built everywhere, clothing goods were 
³RYHUIORZLQJ´ WKH VWUHHWVDQGFDUVSDUNHG LQ IURQWRIKLJKFODVV UHVWDXUDQWV ƿNDZD
122). In accordance with Miyakawa’s ideals on cultured living (bunka seikatsu), but with a economic 
DQGFDSLWDOLVW DSSURDFKƿNDZDFODLPHG WKDW WKH FXOWXUHG OLYLQJRI WKH FRQVWLWXWLRQFRXOGRQO\EH
³HQMR\HG´enjoi suru) as a standard when the means for this living, cultural goods, were available 
for everyone and functioned as a balanced norm for the social infrastructure. By comparing the USA, 
(QJODQG,WDO\DQG,QGLDZLWK-DSDQƿNDZDVWURQJO\HPSKDVLVHGWKDWWKHFXOWXUDOFDSLWDORIDFRXQWU\
was relative and that Japan did not have the lowest standard in relation to the “developing countries” 
,QGLDDQGSRVWZDU,WDO\ƿNDZD7KHEDODQFHFRXOGEHUHDFKHGE\LQYHVWLQJLQWRWKUHH
goals of reform (meyasuVRWKDWWKHFXOWXUHGOLYLQJVWDQGDUGFRXOGEHIXOO\HQMR\HG¿UVWO\E\IRRG
in form of eating more dairy and meat products, but also in promoting education, secondly by invest-
LQJLQFXOWXUDO³FRPPXQLFDWLRQ´VXFKDVQHZVSDSHUVWHOHSKRQHVFDUVDQG¿OPWKHDWUHVDQGWKLUGO\
E\KDYLQJDSURGXFWLRQVWDQGDUGWRUHGXFHZRUNKRXUVIRUDZRUNOHLVXUHEDODQFHƿNDZD
:LWK WKLVHPSKDVLVRQFRPSDULQJHFRQRPLFGHYHORSPHQWDQG³HQMR\PHQW´RIFRPPRGLWLHV
scarcity appeared as naturally given limitation that could be overcome. Poverty thus also appeared as 
relative, seeking the origins elsewhere, either in bad human behaviour, or American capitalism.
This cultural formation of new (middle) class evaluated by their access to “cultured living” centred 
on the “leisure” factor. The access to “leisure” for the “poor man in his shed”, and the distribution 
of time to gain this access were the basic necessities of the new cultural activities: the only workers 
having free time and the ability to save money for leisure nevertheless were white-collar workers and 
KRXVHZLYHV66-ZKRFRXOGDFWDVVXEMHFWVRIGHPRFUDWLVDWLRQ)XUWKHUPRUHWKHHPSKDVLVRI
democracy and culture was emphasised by advertising for electronics companies after 1955, stating 
WKDW³KRXVHKROGHOHFWUL¿FDWLRQ´KDGWKHSRZHURIOHYHOOLQJFXOWXUHDVFRPPRGLWLHVSURPRWLQJHTXDOLW\
(see Matsushita 1956).
A social minimum standard, or a poverty line, as recent research has shown, is always a mirror of 
WKHDIÀXHQFHRIVRFLHW\ZKLOHWKHPLQLPXPVWDQGDUGFKDQJHVZLWKWKHOLYLQJFRQGLWLRQVWKHIXQFWLRQ
of standardisation is always an indicator how class boundaries are constructed. In addition, the refor-
mulation of seemingly intact social structures, such as the “nuclear” family and guaranteed upward 
mobility for salaried employees in companies, contributed to the new hierarchies as a modern labour 
model. The collective “denial” after 1945 of considering all traditional values as deviant modernity 
(Harootunian 2001: 715) and the option for a welfare state soon changed the war on poverty into a 
war on welfare, determining not only who deserved welfare and who did not, but rather constructing 
QHZVRFLDOUDWKHUWKDQHFRQRPLFERXQGDULHV7KHLQWURGXFWLRQRIJUDGDWLRQDQGFODVVL¿FDWLRQVDURXQG
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the “cultural standard” also served to symbolically inscribe the logic of differences into the discourse 
on poverty. These sets of cultural properties inscribed into social categories shaped identities: by 
grading the middle as a formation related to status, education, or mobility, the perception of the poor 
as “deserving” or “undeserving” (to receive welfare, to have the opportunity to rise in status) was 
crucial to systematically implement social inequalities by moral politics, and further, by consumption 
or restraint thereof.
The idea of social welfare to rescue the poor from falling into poverty (and moral decay) was 
strongly based on economic individualism as autonomous choice and competition. Takata Yasuma 
DQGƿXFKL+\ǀHGHIHQGHGWKLVYLHZRQWKHSRRUDVVWLUULQJXSVRFLDOGLVRUGHULQHTXDOLW\DQGGHVWUR\-
LQJWKH³VRFLDO´ZKLFKZDVQRWRQO\LQÀXHQFHGE\*HRUJ6LPPHO¶VZRUNRQVRFLRORJ\EXWDOVRE\
.DZDNDPL¶VUHVHDUFKRQSRYHUW\ƿXFKL,QFRQWUDVWWRSRRUPHUFKDQWVRUSRRUVDODU\-
men, who still possessed a range of social and individual qualities by having at least an occupation 
DVPLQLPXPVWDQGDUGDQGVRFLDOLGHQWL¿FDWLRQSRLQWWKHSRRUZHUHEHUHIWRIWKHLUVRFLDOVWDWXVDQG
RILGHQWL¿FDWLRQSRVVLELOLWLHVDQGWKHUHIRUHFRXOGQRWPDNHDXWRQRPRXVFKRLFHVHYHQIDOOLQJGHHSHU
into poverty. 
In addition, since the socially constructed borders of this status vary from one social milieu to an-
other, the poor become poor when a society decides on the standard of social welfare, so that all who 
receive this welfare will be perceived, and perceive themselves, as a collective identity assigned to the 
VRFLDOFDWHJRU\RI³SRRU´7KHVHFDWHJRULVHGSRRUDUHQRWDEOHWRSUR¿WIURPWKHPDWHULDOUHZDUGVRI
ZRUNWKXVLPSOLFDWLQJWKDWWKHVHUHZDUGVRIZRUNSUR¿WDUHH[SUHVVHGLQWKHFRQVXPSWLRQRIOHLVXUH
and (status) goods. Furthermore, since the poor are also incapable of appropriating the social proper-
ties implicit in cultural consumption, they are not able to either consume or live accordingly to the 
“deserving” rest of the society (Simmel [1902] 1992: 554; Kawakami [1917]1955: 177). In addition, 
the fall into poverty and the corruption of the “poor” or of those who risk falling into poverty due to 
the loss of morals is relatively high. In 1957, the slogans shifted from an international “poor country” 
towards the internal “three worlds of evil” (san’aku) that had to be abolished in Japan to grant ac-
cess to commodities and thus equal livelihoods: corruption, poverty and violence (RVKRNX±ELQEǀ±
EǀU\RNX) (Asahi Shinbun 1957b: 1). After a survey on the new democratic system, the citizens would 
not “feel free” or equal in the new democracy, according to the Prime Minister, and the alignment 
of these three antagonisms was considered the key problem of the delay for democracy and equality 
$VDKL6KLQEXQE7KXVWKHDOUHDG\HVWDEOLVKHGGH¿QLWLRQRI³SRYHUW\´ERWKGH¿QHGWKHSRRU
as categories of “deserving/undeserving” of welfare as the central reference point of “culture”, and, if 
undeserving, by their idle patterns of consumption and degeneration, dragging others into the “dark” 
VSDFHVRIYLROHQWDQGFRUUXSWVRFLHW\OHDGLQJWRYLROHQFHFRUUXSWLRQDQG³FKDRV´ƿXFKL
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This notion began in the late 1940s and was still used for consumer lives until they were revaluated 
in 1959. 
In 1955, Mori Ki’ichi described the consumer’s new “culture” life as such:
“Indeed, the goods are RYHUÀRZLQJWKHVWUHHWVDQGWKHGUHVVRIWKHSHRSOHZKRÀRFNWKHUHLVWUXO\RVWHQWD-
tious. [...]. You can get deaf from the noise of construction work. [...] Day after day, the restaurants are 
presenting different delicious foodstuff in their shop-windows. Not only to mention electric light, there 
are washing machines, vacuum cleaners, even mixers sold, and the television sets are lining up in the high 
quality radio shops. Millions of newspaper copies, printed magazines or new publications are sold daily 
in mountain piles over the counter of bookstores. Furthermore, the cinemas and theatres are as full as the 
racetracks and pachinkos.” (emphasis by Mori) (Mori 1955: 39-40)
,QFRQYHUJHQFHWRWKHDEXQGDQFHDQGDIÀXHQFHDFFRPSDQ\LQJ³SURJUHVV´DQGGHYHORSPHQWWKH
“undeserving” poor fell into amorality because of the “idling” and “gambling”: the “core” of amo-
rality was Japanese poverty, but all those living from social assistance and unemployment insurance 
would be corrupted by the money-spending, gambling, and partying of Japanese riches (Asahi Shin-
bun 1954b: 3). Mori introduced his study on “Daily Life” with the story of the geisha H. who, in 
comparison to the many Japanese who had to rely on social welfare, led a “dark life” of luxury leisure 
by being “corrupt” (oshoku)(Mori 1955: 6). 
“This dark space [...] has been created by the distortion of the machinery of politics and capital through 
which a life like [that of] geisha H. could emerge.” (Mori 1955: 12)
Therefore, the discourse on democracy and the communication of capitalist consumerism devel-
oped into a symbol for “overcoming” poverty and social hierarchies with the creation of an equal 
mass society to stop the “disease of the black market”. However, by disguising “capitalism” as the 
way to overcome the social inequalities, the general physical and direct poverty was related to socio-
FXOWXUDOOLIHVW\OHV7KLVOHGWRWKHQRWLRQWKDWSRYHUW\KDGQHYHUH[LVWHGLQWKH¿UVWSODFHDVDQH[SHUL-
ence of the postwar, but had developed as a social inequality forced by the war militarists and later 
the black market, accelerated at the “insular” pools of black trade, later also including farming and 
¿VKLQJYLOODJHVDQGLWV1HZ5LFKUHSUHVHQWDWLYHVVXFKDVWKHJHLVKD+
$V0RULDQGƿNǀFKLREVHUYHGWKLV³FXOWXUH´ZDVDFOHDUO\DFXOWXUHRI³RWKHUV´DQGWKH³RWKHU
side” of higher classes, not of the workers, as many poor people on the backside of consumerism 
even had to save money for their daily newspaper, foodstuff, needless to say having property such as 
DKRXVHZLWKDNLWFKHQRUEDWKURRPWROLYHLQ0RULƿNǀFKL
)RUƿNǀFKLLWZDVQRWRQO\WKHHFRQRPLFFRQGLWLRQVEXWDOVRWKH³GHWHULRUDWLRQtaihai) of life” 
as a powerful “condition of poverty”, while the conditions for people that had regular employment 
as salarymen were increasingly seen as “prestigious” life-styles, while the black trade and the new 
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VRFLDOSUDFWLFHVFRPELQHGZLWKLWZHUHIXUWKHUFRUUXSWLQJVRFLHW\DVWKHZDUSUR¿WHHUVDQGFDSLWDOLVWV
KDGGRQHƿNǀFKL>@
“[...]In particular as the order of life and its morals [...] have been fundamentally destroyed in postwar 
Japan, while the ancient order and ethos of life has collapsed, and since the principles and order for a new 
OLIHWKDWFRXOGUHSODFHWKHIRUPHUKDYHQRWEHHQFRPSOHWHG>@WKHGHWHULRUDWLRQRIOLIHDVµSRYHUW\¶KDV
H[WHQVLYHO\HPHUJHG´ƿNǀFKL>@
$OWKRXJKƿNǀFKLDQGKLVIHOORZVVDZFRQVXPSWLRQLQWKHSUHZDUDVD³SRVLWLYHVRFLDODFWLYLW\´
as Yamanouchi Yashushi suggests (Yamanouchi et al. 1998: 24), it was no denial that this poverty 
and its causes were directly linked to the spaces of capitalist consumption. The “poor” were found at 
the black markets: selling off their last clothes in the countryside for food, the homeless children in 
the Ueno underground, lumpen sellers, war widows, burakuRXWFDVWHDQGMREOHVVZDUUHWXUQHHV$OO
of them were trying to survive on the free market because of lacking social assistance or acceptance 
by companies, and became symbols of poverty, spatially localised around the free street stall markets 
(roten ichiba DQG WKHLU VXUURXQGLQJV VHH<DVXGD)XNXVKLPD HGV  &KDSWHU ,9
Especially war widows suffered enormously under the new welfare system, because they, as well as 
war returnees, were treated as invisible unemployed, who were forced into prostitution or the “lei-
sure” entertainment of the black market: “For us [working women], the freedom we have is nothing 
but starvation” (gashi) (cited in Kushida 1950: 199). The more the “peace movements” decided that 
WKHZDUZDV³ZURQJ´WKHPRUHZDUZLGRZVZHUHFDVWDVLGHDQGGHQLHGIUHHGRPLQMRERSSRUWXQLWLHV
or remarriage (Kushida 1950: 198-199). In addition, even in 1959, the corruption of life, according 
WRPDQ\VRFLRORJLVWVDQGHFRQRPLVWVVXFKDVƿNǀFKLZDVVWLOOIRXQGLQWKHUHSUHVHQWDWLRQRIWKHYL-
FLRXVF\FOHRI³JDPEOLQJ´DSUqVJXHUUH³MXYHQLOHGHOLQTXHQWV´³SURVWLWXWHV´³\DNX]D´JDQJVWHUV
DQG³EODFN´WUDGHƿNǀFKL>@7KHEODFNPDUNHWZDVQRWRQO\WKHFHQWUHRIFRQ-
sumption, but also the central pool of poverty; the taste of necessityZKLFK%RXUGLHXGH¿QHVDVWKH
“low-level standard” of workers, was constructed not only referring to occupation, but also to spatial 
relations, which segregated consumers into an early private/ public divide: those who did not go to 
the black market, either to consume or sell, were not corrupted and socially and morally “good” peo-
ple. In contrast, the “leisure” of dancehalls promoted by the GHQ and the media were also linked to 
this deterioration of living conditions. Therefore, the black trade in general became the emblem of an 
antagonist towards reconstruction, society and culture. 
,QDVFXOWXUDOFULWLF8VXL<RVKLPLHGLWHGDQDQWKRORJ\RI³&RQWHPSRUDU\&XO-
ture (Education)” (Usui 1960), the description of class attached to consumption instead of economic 
wealth was still debated, but also taken for granted, clearly ending the discourse on physical poverty 
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ZLWKWKHEHJLQQLQJRIWKHLQFRPHGRXEOLQJSODQDQGWKHKLJKHFRQRPLFXSVZLQJƿNǀFKL¶VODVWTale 
of PovertyDQG8VXL¶VDQWKRORJ\DOVRPDUNWKHHQGRIWKHHUDRIFODVVVWUXJJOHVDQGWKHLQÀXHQFHRI
0DU[LVWHFRQRPLVWV,WDOVRSDYHGWKHZD\IRUDSDUDGLJPVKLIWLQDFDGHPLDZKHUHIRUWKH¿UVWWLPH
VRFLRORJ\GLYHUJHGIURPHFRQRP\DVVXEMHFWZKLFKFDQDOVREHREVHUYHGLQ8VXL¶VPL[HGYROXPHRQ
postwar “culture”. Usui did not compile cultural activities, but essays on economy and class as the 
foundations for this culture, ranging from industrial design to rural communities, Matsushita and Mi-
QREH¶VHVVD\RQHGXFDWLQJWKH1HZ0LGGOHWRWKHGHVFULSWLRQRIRYHUFRPLQJSRYHUW\E\ƿNǀFKLDQG
on day labourers by Marxist economist and former chief of the postwar Economic Stabilisation Board 
(ESB), Tsuru Shigeto (1912-2006) (see Usui 1960). Even in 1960, a 40% of day labourers’ house-
KROGV7VXUXFLWHGVRFLDOVXUYH\VLQƿVDNDZHUHQHLWKHUDEOHWRXVHHOHFWULFLW\QRUKDGDEDWKURRP
nor necessities such as proper furniture, and the capitalist upswing and the new structure of economy 
of salaried employment and large enterprises would force small companies and lower classes to be-
come “outcast classes” of Japanese society (1LKRQVKDNDLQRKLNDJHQRNDLN\ǌ), because they were not 
DEOHWRSUR¿WIURPWKLVSURJUHVVRIHFRQRPLFJURZWKVHH7VXUX
 
2.3 Borderline poor
In the late 1950s, poverty became distinct when the sociological term of “borderline poor” emerged. 
%RUGHUOLQHSRRUZHUHSHRSOHZKRIHOOLQWRWKHFDWHJRU\RIQRWEHLQJDEOHRUVHOILQÀLFWHGDQGLQFDSD-
ble) to receive welfare support by the state. The borderline of poverty can be modelled after Booth’s 
categories of “deserving” and “undeserving” poor, and incorporated people earning less than 20,000 
Yen a year. As mentioned before, the average annual income of workers’ households lay around 
<HQDQGWKLVLPSOLHGWKDWDQHQWLUHFODVVRIORZZDJHHDUQHUVWKHPDMRULW\RIWKHSRSXODFH
ZHUHMXVWVLWXDWHGDERYHWKHERUGHUOLQH7KLVZDVDUHPDUNDEOHSUREOHPLQWKHFLWLHVDOWKRXJKWKLV
category also included small farmers in the regions (Miyakawa 1951: 9-10) who were silenced by 
WKH$JULFXOWXUDO/DQG5HIRUPDQGUDWLRQDOLVDWLRQFDPSDLJQV7KHSUREOHPRI WKH LPSRYHULVKPHQW
RIIDUPHUVIURP³NLQJV´WR³VODYHV´EHFDPHHPHUJHQWDVWKH/DQG5HIRUPDQG+RPH,PSURYHPHQW
&DPSDLJQVDOVRPRVWO\WDUJHWHGDQGLPSOHPHQWHGPLGGOHFODVVOLIHVW\OHVDQGEHFDPHDSUREOHPLQ
the mid-1950s. Many readers in the readers’ section of Ie No Hikari complained about the limited 
FRQGLWLRQVIDUPHUVZHUHSXWLQZKLFKZHUHDOVRKHDYLO\FHQVRUHGLQWKH¿UVW\HDUVZKHQFULWLFLVLQJ
measures and reforms by the GHQ:
³+RZHYHUIRUVPDOOIDUPHUVHOHFWUL¿FDWLRQRUPHFKDQL]DWLRQPHDQQRWKLQJPRUHWKDQPHUHOHFWXUHVE\
great persons. [...] Although rural districts seem peaceful outwardly at present, having no class-strife due 
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WRWKH$JUDULDQ/DQG5HIRUPWKDWPHDQVIDUPHUVDUHSXWLQWRVPDOOIUDPHZLWKRXWOHLVXUHRUPRQH\DQG
have become unable to come a step out of it […]. Has the Agrarian Land reform really brought happiness 
WRIDUPHUVOLNHWKLV"´,H1R+LNDULE&'
The impoverishment of the agrarian communities was mostly marginalised, although the average 
LQFRPHIDUPHU¶VKRXVHKROGZDVGXHWRGH¿QLWLRQVOLJKWO\DERYHWKHSRYHUW\OLQH%XWVLQFHWKH\KDG
DFFHVVWRIRRGWKH\ZHUHPRVWO\OHIWRXWRIWKHGH¿QLWLRQRIERUGHUOLQHSRRUDQGZHUHXQWLOWKHV
not even considered as social problems. 
:HOIDUHVRFLRORJLVW.LGD7HWVXUǀHPSKDVLVHGWKDWPRVWRIWKHDURXQGPLOOLRQERU-
derline poor in 1956 earning less than 30,000 yen were mostly urban workers, labouring poor, low-
wage salarymen, most of who were day labourers and self-employed, and also accounted to buraku. 
Their life-styles were so low-levelled that they could not cover health insurances and spent all their 
earnings on food (Kida 1956: 156-163). 
,QFDWHJRULVLQJWKH³SRRU´DIWHUWKHVWXGLHVRI&KDUOHV%RRWK5RZQWUHHDQGRWKHUVFKRODUVLQWKH
prewar, the borderline was re-invented as a measurement not only for poverty, but for social segrega-
tion. The borderline was introduced in the welfare insurance law, which constituted the social exist-
ence of a social stratum (Vǀ) of people who could not overcome their poverty by their own efforts, and 
who were having severe problems coping with the rationalisation and establishment of a “cultural” 
OLYLQJVWDQGDUGZKLFKVHUYHGDVEDVLVIRUWKHZHOIDUHODZDFFRUGLQJWRVRFLRORJLVW&KǌEDFKL0DVD\-
RVKL&KǌEDFKL7KXVWKHERUGHUOLQHVWUDWXPZDVLQWURGXFHGZLWKWZRFDWHJR-
ULHV¿UVWORZLQFRPHHDUQHUVZKRZHUHQRWHDUQLQJHQRXJKWRPDNHHQGVPHHWDQGVHFRQGWKRVH
who, because of irrational consumer behaviour and amorality such as gambling, consumed beyond 
WKHLUOLIHVW\OHVDQGIHOOLQWRSRYHUW\&KǌEDFKL&KǌEDFKLDOVRLQVLVWHGFLWLQJWKH(QJHO
curve which indicated that the inequality had only shifted, that the problem of wasteful consumption 
of luxuries had developed into a cultural problem, and the solution to these immoral styles of living 
FRXOGEHVROYHGE\WKHUDWLRQDOLVDWLRQRIFXOWXUH&RQVHTXHQWO\WKHUDWLRQDOLVDWLRQRIFRQVXPSWLRQ
and consumer restraint would lead to the idea of a “lower” living standard, but better conditions for 
the borderline. The “borderline” problem could also be solved by the re-evaluation of labour, by 
EURDGHQLQJWKHODERXUPDUNHWIRUWKH³SRRU´DQGLQVWDOOLQJDPLQLPXPZDJHV\VWHP&KǌEDFKL
21). 
&KDUOHV%RRWKKDGLQYHQWHGWKLVPRUDOLVWYLHZRQWKHSRRUFODVVLI\LQJWKHPLQWRGHVHUYLQJDQG
undeserving poor; the “idle” or hedonist consumers were part of the degenerate underclass, while 
the “labouring poor”, temporary workers, day labourers, and unemployed, were, due to their lack of 
KHDOWKHGXFDWLRQRUHFRQRPLFFDSLWDOWKHORVHUVRIWKHV\VWHP7KLVFUXFLDOGH¿QLWLRQRI³OD]\FRQ-
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VXPHUV´DQG³SRRUORVHUV´ZDVDUHPDUNDEOHLGHQWL¿FDWLRQLQRUGHUWRHVWDEOLVKDQHJDWLYHPRGHORI
wrong consuming practices leading to social exclusion. A gradation scheme such as the SSM survey 
could therefore only lead to the establishment of hierarchies and the exclusion of all social forma-
tions that were perceived as “extreme” from both ends of the social spectrum. Moreover, women’s 
magazines tended to depict men as “irrational towards money”, and thus enfranchised housewives to 
WDNHRYHUVDYLQJVWRKHOSUDLVHWKHOLYLQJVWDQGDUGIRU³LQWHUQDWLRQDOFRPSHWLWLRQ´)XMLQ*DKǀ
185, 187). 
By establishing a cultural living standard, it should be guaranteed that the minimum standard was 
attainable even for low-wage earners, but especially in the cities, and after the SSM survey was carried 
out, poverty as a “cultural” phenomenon was exclusively linked to practices of consumption, caused 
by the over-consuming rich and bad habits of idling poor consumers. Therefore, the borderline poor 
ZHUHGHHPHGDQH[WUHPH³VWUDWXP´LQVRFLDOVWUDWL¿FDWLRQDVXQGHUFODVVHV7KH7RN\R8QLYHUVLW\UH-
search group on poverty re-introduced Booth’s eight strata, with extreme proponents of ”capitalists” 
at the top, “liberal” professions such as brokers, self-employed and people in responsible professions 
(teachers and engineers), and on the lower levels the other semantic extreme of lower class workers, 
precarious employment and “the poor”, but invented a borderline for a living standard which all but 
WKH³ERUGHUOLQH´SRRUFRXOGUHDFKVHH&KǌEDFKLVHH7VXGD0RELOLW\HYHQJHQHUDWLRQDO
from the lower categories seemed not to be possible, while mobility towards becoming capitalist was 
basically not possible either, if capital was not inherited (Tsuda 1956: 61). Therefore, both striving for 
OX[XU\VXFKDVWKH1HZ5LFKDVZHOODVUHPDLQLQJLQRUWHQGLQJWRZDUGVERUGHUOLQHSRYHUW\ZHUH
“wrong social practices” which met in the relation of articulating cultural properties in form of goods 
UHODWLYHWRWKHOLYLQJVWDQGDUGZKLFKZDVPHDVXUHGLQWKHQHZVWUDWL¿FDWLRQPRGHOVE\FRQVXPSWLRQ
6RFLDOVWUDWL¿FDWLRQ±QHJOHFWLQJWKHERUGHUOLQH
The emphasis on statistics on consumption patterns – which was also a measurement introduced 
DQGIDYRXUHGE\WKHOHDGLQJJURXSRIHFRQRPLVWVRIWKHƿXFKLJURXSDVIRUPRIVRFLDOUHDOLW\±VXFK
as the SSM survey and many other social surveys and opinion polls by the GHQ in the early years, 
contributed to give less economic but more empirical evidence of the progress and blurring of social 
class differences towards a cultural standard. The acquisition and possession of consumer durables 
IRULQFUHDVLQJO\PRUHZRUNHUVDVQDWLRQDOVXEMHFWVRIWKHFXOWXUHVWDWHVKDSHGLGHQWL¿FDWLRQDURXQG
the consumption of goods, as the more it was possible for even workers to own a washing machine, 
WKHPRUH³LWEHFDPHSRVVLEOHWRDUJXHWKDWRQHGH¿QLQJFKDUDFWHULVWLFRIWKHZRUNLQJFODVV´WKHHP-
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phasis on production, “was fast being obliterated [...]” (Goldthorpe et al. 1969: 8). The existence of 
a fundamental and equal “poverty” in the beginning of the defeat was a necessary argument for the 
DUWLFXODWLRQRIDIÀXHQFHDURXQGWKHFXOWXUDOVWDQGDUG6LQFHWKH³NQRZOHGJHUHJLPH´RIOHIWZLQJLQ-
tellectuals was mainly sceptical of a capitalist market society, their own ideal of capitalist economics 
and labour were predominantly a process shaped around the questions of social and political values 
by restraining and regulating excessive consumption as a cultural practice. This implied that the 
imaginary of equality in general poverty maintained its importance in order to assure the democratis-
ing effect of the cultural (non-economic) living standard. In any case, the cultural living standards 
were measured according to the “ideal” of an individualisation of social situations and an “average” 
worker’s household with average income, but this income could only be reached if the worker had 
¿[HGDQGVHFXUHODERXUFRQGLWLRQVZKLOHIDUPLQJKRXVHKROGVZLWKHYHQORZHUDYHUDJHLQFRPHVZHUH
mostly not considered in this standardisation of values and cultural opportunities.
 
The New Middle was introduced by the argument of lower-class identity. The rise of visibly af-
ÀXHQW³ZRUNHUV´VKLIWHGLWVIRFXVRQWKHVSHFL¿FWUDLWVRIDQHZFXOWXUDOOLYLQJVWDQGDUG¿OOHGZLWK
FRQVXPHUGXUDEOHVZKLFKZHUHRQO\PDGHSRVVLEOHGXHWRWKHIDFWWKDWVRPHRQH¿QDOO\FRXOGEX\
them. Therefore, class was attached to the new occupations as kind of social, not economic status, and 
in the cities, as spaces where workers of the New Middle were numerous, leading the life-styles of 
EHFRPLQJDIÀXHQWE\FRQVXPLQJVHHPHGWRGLVSODFHWKHROGZD\VRIWKRXJKWWUDGLWLRQDOLVWWKLQNLQJ
or feudal premodernity.
The constitution stipulates that all people have “the right to maintain the minimum standards”, but 
cultured living was from the very beginning connected to the cultural properties of the newly emerg-
LQJPLGGOHFODVVRFFXS\LQJODERXUZKLFKZDV¿[HGDQGERXQGWRDVHQLRULW\SULQFLSOHDQGOLIHORQJ
occupation, and consequently to growth and consumption. 
Up until the 1960s and even after that, there were many workers who were heavily mobile in their 
working conditions. While farming households were a profound exception of this system and there-
fore marginalised from these policies, factory workers who either changed from one factory to the 
other, temporary workers, and day labourers also did not account to this cultural standard. Although 
many workers redirected their time towards cultural activities, even sometimes relying on unemploy-
ment insurance, which became a so-called “alternative” culture coexisting with the ideology of the 
New Middle, and expressed in cultural circles and “people’s literature”, but also organised political 
VWUXJJOHVWKDWZHUHYLROHQWDQGVHYHUHDWWKDWWLPHWKHFXOWXUDOPDUJLQDOLVDWLRQRIXQ¿[HGDQGPRELOH
labour seemed to shift into the realm of sociospatial noise.
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Therefore, the perception of middle classes, especially the new social formations after the war, 
was  heavily contested. The intellectuals and general interest magazines still treated the new salary-
men as parts of the black spaces of poverty and capitalism, unless they were associated with the ur-
banised and redeveloped quarters such as Marunouchi, and thus spatialised into the social imaginary 
RISURJHVV7KXVWKH³ORZHU´FODVVSHUFHSWLRQQRWRQO\IRVWHUHGDVSHFL¿FFROOHFWLYHLGHQWLW\IRUWKH
poor and working classes as “struggle”, but made sense for the skilled workers who, despite their 
representation as cultural intermediaries and representatives of the new democracy, were not as easily 
DFFHSWHGLQWRXSSHUOHYHOVRIVRFLHW\DQGVWLOORIWHQVHHQDVLGOHFRQVXPHUVƿNǀFKL7KHROG
middle class households, educated citizens, lawyers, servicemen, and skilled salaried workers, who 
had risen to status in the prewar modern era, were still regarded and regarded themselves differently 
from the postwar “New Middle” strata as intelligentsia. Even though the war had also economically 
DIIHFWHGWKHIRUPHUPLGGOHFODVVHVWKHLULQÀXHQFHDWLQWHOOHFWXDOVRFLDODQGSROLWLFDOOHYHOZDVVWLOO
KLJKDQGPDQ\RIWKHPUHJDLQHGWKHLUSURIHVVLRQDORFFXSDWLRQVZLWKLQWKH¿UVWSRVWZDU\HDUVHV-
SHFLDOO\ODZ\HUVDQGJRYHUQPHQWRI¿FLDOV6DODU\PHQKDGWRVWUXJJOHIRUVRFLDODFFHSWDQFHDVWKH\
ZHUHH[SHULHQFLQJDSUHMXGLFHG MXGJHPHQWE\³XSSHUFODVV´ LQWHOOHFWXDOVRIKDYLQJGHYLDWHG IURP
intellectual society and could not represent Japanese culture (Ekonomisuto 1957: 95-96). The class 
VWUXJJOHDVGHSLFWHGLQWKHHDUO\\HDUVUHVXOWHGLQDUHGH¿QLWLRQRIZRUNLQJFODVVHV)RU0DU[LVWVLQ
1953, the rising New Middle, linked to urbanised places such as Marunouchi as “homeland” (furu-
satoRIWKHQHZVDODU\PHQ%XQJHL6KXQMǌDZDVDOVRFRQQHFWHGWRWKHQDUUDWLYHRISURJUHVV
This also stirred up social problems of workers being coerced into gambling and pachinko, a morally 
TXHVWLRQDEOHVSDFHRI1HZ5LFKFDSLWDOLVWVZKLFKKDGDVHULRXVHIIHFWRQWKHPHQWDODQGHFRQRPLFDO
³LPSRYHULVKPHQW´RIWKHORZHUFODVVHV.DL]ǀ7KHUHFOXVWHULQJRIQHZFODVVHVLQWR
urbanisation and development also re-structured the social space of the city: poverty was found at the 
margins next to the amusement and black market spots around the dark spaces of the city. The poor 
were not necessarily “trapped” into poverty neighbourhoods (as insular), as a form of mental map-
ping, but instead spatialised to the urban “slum” that emerged around leisure centres and the space 
of consumption, the black market. Nonetheless, compared to the 1960s, where urban slums could be 
detected easily around the urban infrastructure due to rapid urbanisation and the corporate housing 
boom (danchiWKHHDUO\SRVWZDUFRQVWUXFWHGDQRWKHUPDSSLQJRISRYHUW\ZKLFKZDV¿UVWDQGIRUH-
most not steady: “day labourers” or temporary workers could be found anywhere in the cities, and the 
black market, also ever-changing and often moving, was the emblem of this form of ÀH[LEOH labour. 
Therefore poverty was spatialised to social practices rather than livelihoods: the black market and its 
surroundings were a simulation of unwanted day labour, and substituted the “old” spaces of poverty, 
darkness and corruption. The insular poverty where communities are labelled and label themselves as 
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poor interfered into the “normality” of everyday life in any aspect: the slum was an interaction with 
every social practice and could only be declared as such when detected as social noise. In this new 
social setting, salarymen were only “safe” when escaping into the middle and newly urbanised areas 
DVDVLJQRIVRFLDOSURJUHVVDQGWKHLGHQWL¿FDWLRQSRVVLELOLWLHVRIWKH³0DUXQRXFKLVDODU\PDQ´IXUWKHU
established the ideal of a “new” and “normal” middle.
$QRWKHUIDFWRURIWKLV³HVFDSH´ZDVWKHSUHMXGLFHRIWKHLQWHOOHFWXDOGHFOLQHRIWKH1HZ0LGGOHWKH
knowledge they had learnt at universities was useless for their work, and because they had no time 
to read through more than the new weekly “digest magazines”, instead indulging in recreation by go-
ing out, they would not be able to gain access to intellectual circles, as salarymen from Marunouchi 
WROGƿNǀFKLLQDURXQGWDEOHLQ(NRQRPLVXWR$VWKHORZHUFODVVSHUFHSWLRQDOVR
shaped the ideal that the New Middle were neither bourgeois, but rather “in between” capitalist and 
proletarian classes, the former middle was left out of the new formations of upward mobility, and had 
WRDGDSW7KHSUHMXGLFHZDVFORVHO\FRQQHFWHGWRWKH³ORVV´RILQWHOOHFWXDOWKRXJKWZKLFKZDVIRXQG
in actions of the New Middle: the New Middle salarymen were accused of not reading newspapers 
or general magazines, which remained as the pillar of intellectual and elite discourse, but instead di-
gested news in weeklies, and seemed to degenerate even more when television became commonplace 
VHH.DWǀ+DEHLQJYLFWLPVRIFRPPHUFLDOLVHGFXOWXUHE\PDVVPHGLDWLRQDQGFRQ-
sumption. and therefore lacked creativity to form a culture on their own (Fukuhara 1948: 24-25; see 
Minobe/Matsushita 1960). This culture was then further adapted to the threat of the Americanisation 
of everyday life as well as a culture of “convenience”, combined to electrical goods and “digested” 
FXOWXUH5HDGLQJJHQHUDOPDJD]LQHVZDVFRQVLGHUHGFRPSXOVRU\IRUHYHU\XQLYHUVLW\VWXGHQWDQGLQ
the eyes of the elites, intellectuals and artists, university graduates who became employed as salary-
men lost the social ability to act as cultural representatives or intermediaries, all the more so when 
WKHLUIRFXVOD\RQVSHQGLQJWRRPXFKPRQH\IRUSOHDVXUHVVXFKDVWKHZHDOWK\FODVVHVRU1HZ5LFK
instead of saving (Fukuhara 1948: 25). Nonetheless, the formation of a new mass culture closely re-
ODWHGWRWKH1HZ0LGGOHDQGUHGH¿QHGZRUNLQJFRQGLWLRQVVRFLRORJLVW7DNDKDVKL$NLUD
positively called these new salarymen the new, “non-traditionalist” symbolic workers which created a 
culture of consumption and new social contracts, in contrast to the old middle and the “premodernity” 
of prewar and wartime Japan (Takahashi A. 1958: 87). Others, especially in left-wing .DL]ǀ, saw 
them as the new educated capitalist middle, rising from the lower strata of the former middle classes 
that had emerged as a new form of petit-bourgeoisie and intelligentsia (Kita/ Yamazaki 1953: 159). 
ƿNǀFKLVWDWHGDSURIRXQGDYHUVLRQRIVDODU\PHQDJDLQVWRUJDQLVHGXQLRQVDQGVWUXFWXUHVZKLFKFRXOG
be found in the working class identities; and this also transcended into the self-perception of the New 
Middle to identify mobility by capitalist rewards of work in form of cultural consumption (Ekono-
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PLVXWR7KHLQWHOOHFWXDOVFHSWLFDOVWDQFHRIWKH³PLGGOH´LQWKH¿UVWSRVWZDU\HDUVDV
a form of cultural critique, described the emergence of the “New Middle classes” as a decline from 
DERYHQRWDVXSZDUGVRFLDOPRELOLW\ IURPORZHUFODVVHV&RPELQHGZLWKDIRUHPHQWLRQHGJDSV LQ
LQFRPHDQGWKHSXUJHRIRUJDQLVHGDQGXQGHUSDLGZRUNHUVGXHWRUHFRQVWUXFWLRQWKHLGHQWL¿FDWLRQRI
New Middle salarymen and housewives as an upward moving lower class escaping into the “middle” 
was also constructing the ideal of a global capitalist progress. As they were consistently supported by 
cultural and economic politics, this ideal shaped the “hegemonic discourse” of sociocultural condi-
tions connected to the upward mobility by welfare state, mass mediation, and the decline of intellectu-
als towards an equal middle “mass” society (Tanuma 1958: 81; Takahashi A. 1958: 85).
:KLOHWKHLGHQWL¿FDWLRQRIPLGGOHFODVVZLWK³ZRUNHUV´ZDVHQFRXUDJHGIRU³RYHUFRPLQJSRYHU-
W\´WKHSRRUUHPDLQHGRXWVLGHRIWKHSURPLVHRIXSZDUGPRELOLW\$OWKRXJKWKHSRRUZHUHQRWGH¿QHG
DVDSUREOHPLQWKH¿UVWSODFHWKH\ZHUHLQFUHDVLQJO\UHIHUUHGWRDVWKHFODVVWKDWGLGQRWKDYHDFFHVV
WRPRELOLW\DQGWKHUHIRUHWKH\ZHUHQRWHYHQGH¿QHGDVZRUNHUVEXWDVWKRVHZLWKRXWVWHDG\MREV
7KHUHZHUHVWLOODORWRI³VDODU\PHQ´ZKRZHUHGH¿QHGDVXQGHUFODVVNDVǀemployees, together 
with day labourers and underpaid workers, and those underclass employees were, according to the 
social statistics, even poorer than self-employed tradesmen (Miyakawa 1951: 9-10; see Mori 1958). 
Lower income salarymen had never been part of the “middlebrow” discourse, although the New Mid-
dle, due to the argumentation of democracy made by Marxist economists, needed to identify with the 
WHUP³VDODU\PDQ´DV³DIÀXHQWZRUNHU´,Q'DYLG/RFNZRRGSXEOLVKHGDGLVVHUWDWLRQRQVHOI
LGHQWL¿FDWLRQRIWKH1HZ0LGGOHVDODU\PHQDV³EODFNFRDWHGZRUNHUV´VHH*ROGWKRUSHHWDO
rather than having a special “middle” consciousness, which was well adapted by the Japanese intel-
lectuals in 1960 as a basis of success, when the “New Middle boom” had already started and social 
VWUDWL¿FDWLRQRIPLGGOHOD\HUVLGHDOO\UHLQVWDWHGWKHSURJUHVVRIZRUNHUVVKLIWLQJLQWRPLGGOHFODVV
Salarymen hesitantly started to call and identify themselves as New Middle, and this occurred only 
after the Social Mobility Survey of 1955, when discussions about their occupation as representative 
for the new masses emerged in almost every newspaper and weekly after 1956. These articles de-
picted that the “overcoming” of poverty had been successfully established with the rise of the living 
standard consisting of wages, income, and the increasing consumption of electric household goods. 
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3 CULTURAL ANTAGONISMS
3.1 Polarisation of poverty and luxury
The polarisations of poverty were made manifest as relative, not absolute, in the global narrative 
of development and progress through democracy. The establishment of a welfare state in order to 
raise the cultural living standard excluded exactly those “outcast” social strata that were part of the 
low-income ideal: farmers, who had belonged to the former middle, and blue-collar workers. Anyone 
earning less than 20,000 yen a year was deemed “underclass”, but compared to the many people who 
could not survive on the “average” of 30,000 yen a year, the poverty line was close. 
Therefore, polarisation was constructed as relative to the underclasses which included unem-
ployed, day labourers and temporary workers, low-paid salarymen, working women and “labouring 
SRRU´ZKLFKZHUHPRVWO\DIÀLFWHGE\LQÀDWLRQDQGEODFNPDUNHW,QRQHLQSHRSOHUHOLHG
on social health care, but there were even more borderliners who, because the income doubling plan 
was related to a “standard” income, were entirely left out of the system of a “good country for a 
hundred million people” (ichi-oku yoi kuni) and were denied access to upward mobility by the new 
HFRQRPLFPLUDFOH.\ǀGǀ7VǌVKLQ7KHLQYHQWLRQRID³ERUGHUOLQHNDVǀ”, the borderline 
underclass, also marked the imagined “cultural standard” of salaried employees, not wage labourers, 
which was too high, because it implied high material conditions that wage labourers and workers 
FRXOGQRWUHDFK6RWKHLQYHQWLRQRIWKH1HZ0LGGOHFODVVRIVDODULHGHPSOR\HHVZKLFKƿNǀFKLDQG
RWKHUVVXFKDV.DWǀ+LGHWRVKLGHHPHG³FKǌNDQ” (in-between), not “FKǌVDQ” (producing middle/old 
PLGGOHVHHPHGWRQDWXUDOO\VKLIWWKHHPSKDVLVWRVRFLDOVWUDWL¿FDWLRQDURXQGWKHSULYDWHFRQVXPSWLRQ
RIJRRGVDQGPDVVFRPPXQLFDWLRQLQVWHDGRIZRUNHUVSURGXFHUVDQGFDSLWDOLVWVƿNǀFKL
and thus functioned as a “third way” out of the extremes between poverty and materialist (capitalist) 
luxury. In this context, the Marxist division between capitalists, former middle classes, which also 
included farmers, small and middle entrepreneurs, self-employed, and workers, literally lost its mean-
ing and distinguished the classes of former middle (as the bourgeoisie) and workers into either New 
0LGGOHPDVVHVRUPRVWO\³WKHSRRU´ZKLOHWKHFDSLWDOLVWFODVVHVZHUHPRVWO\GLYLGHGLQWR1HZ5LFK
and former upper middle intelligentsia. As aforementioned ideal of white collar workers being more 
“proletarian”, and because of the rise of mass media for an educated mass, a new educational system, 
and new employment strategies, the elites themselves had to re-orient themselves in the new social 
VSDWLDOLVDWLRQDVGHSLFWHGLQ&KDSWHU9,
In 1959, the poverty discourse clearly shifted to only one class, the impoverishment of farmers. 
:KLOHƿNǀFKL¶VVROXWLRQWRWKHSUREOHPOD\LQWKHUHHYDOXDWLRQRIZRUNHUV¶XQLRQVDQGWKHPHUJLQJ
83
III REPRESENTATIONS OF SOCIOSPATIAL NOISE: OVERCOMING POVERTY
of the New Middle and new intellectual thought within this democratic system, agricultural econo-
mist Ishiwata Sadao (1916-) appealed to the re-evaluation of farmwork as an alternative to the class 
struggle. Ishiwata spoke of a new poverty of the agrarian and rural communities by the implications 
of capitalism as a new form of evoking new life-styles. The new poverty farmers found themselves 
LQZDVGLIIHUHQWIURPWKH³GHVRODWH´FRQGLWLRQXQGHUIHXGDODQGWKHVHPLFDSLWDOLVW0HLMLV\VWHPWKH
new agrarian reform had resulted in a “luxurious poverty” (NHQUDQWDUXELQEǀ) which had long over-
come the general poverty of farmers indicated in the Marxist model, Ishiwata claimed. The most stun-
ning difference was the change of life-styles; although a television or tiled bath might have still been 
a luxury, farmers now had access to better housing and a reformed kitchen, due to the home improve-
ment campaigns. In a page-long description, the “urbanisation” of young people in rural communities 
was most visible by their distinctive patterns of Western clothing, related to the upward mobility of 
young people and the rise of living standards (Ishiwata 1959: 194-195). However, wages were still 
low, and the new poverty was caused by a free market where goods, and social living standards, were 
measured by production and consumption, and the rich would raise the standard by competing in the 
purchase of new and high-value fashion items (Ishiwata 1959: 198). The general structure of living 
standard was related to the “mass consumption of goods” and “corresponding to productivity” which 
was only achievable by the rich, and unsatisfying for all others (Ishiwata 1959: 199). However, Ishi-
wata saw this relatively “luxurious poverty” as an expression for the consumption of goods below 
what was called living standard, and rather as a symbol of freedom for farmers after the capitalist 
reform: while before, the landowners had prohibited hade (luxuries), so that farmers could not reform 
their life-style, whereas now, “even Paris fashion via Ginza has permeated into Japanese rural areas” 
(Ishiwata 1959: 200). Thus, the solution to the problem of luxury and materialism was to rise wages 
and the consideration of farmwork as valuable as the productivity of urban workers, in order to create 
an equal living standard based on consumption patterns as the promise of democratic freedom. 
Although the fundamental problem of wage-dumping, invisible home work and the under-evalua-
tion of farmwork were serious issues, the production of desire as “cultural standard” was even for the 
left-wing sociologists and economists an acceptable reform.
The ideal of scaling society by a “middle system”, emphasised by the rise of a “cultural living 
standard” thus situated all social formations including work into a presumed equality. While Booth 
DQG5RZQWUHHKDGDUJXHGWKDWWKH³VWDQGDUG´ZDVQRWDWWDLQHGE\WKHORZHVWFODVVHVDQGVWDUWHGZLWK
WKHZDJHVRIZKLWHFROODUZRUNHUV-DSDQHVHVRFLRORJLVWVRSWHGIRUDVWUDWL¿FDWLRQZKHUHWKHVWDQGDUG
OD\ZLWKWKHPDMRULW\RI³EOXHFROODUZRUNHUV´WKHUHIRUHJLYLQJWKHLPSUHVVLRQWKDWQRWDOOEXWDWOHDVW
some “poor” workers were close to the standard, left out the part-time and day labouring as a social 
problem (Tsuda 1956: 63). 
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3.2 Equivalences of poverty
As was indicated in this chapter, most of the antagonistic concepts are centring on symbols of 
³GHPRFUDF\´³$PHULFDQLVP´³SRYHUW\´DQGWKH³QDWLRQ´7KH¿UVWSKDVHRI-DSDQHVHSRYHUW\XQWLO
1950 can be called the utopian “equality in democracy” phase, where the social situation of absolute 
poverty was seen as a new beginning of society. Since capitalism was implied as the source, the dis-
cursive contradictions of intellectuals, politicians, and the people on its stabilisation and containment 
OHGWRDSDUDGLJPVKLIWLQVRFLDOVWUDWL¿FDWLRQ%\LPSOHPHQWLQJDEURDGDIÀXHQWPDVVVRFLHW\DVWKH
LGHDOWKH³SRRU´KDGWREHGH¿QHGDVUHODWLYHDOWKRXJKWKH\ZHUHWKHPRVWLPSRUWDQWZRUNHUVLQWKH
reconstruction and recovery of daily lives, the correlation of society to a living standard as a cultural 
and moral ideal led to a “relative” and “insular” impoverishment of various groups of people who 
were then aligned to the logic of “difference” and “equivalence”.  The “topos” of the end of class, 
race and gender segregation with the advent of mass democratisation and consumption was implied 
into the development of life-styles similar to the “American way of life”. which promised a general 
equality for all people on the basis of democracy and capitalist economy as a means to implement 
FRQVXPHULVPDQGDPRELOHVRFLDOVWUDWL¿FDWLRQRIDPLGGOHFODVV+RZHYHULWZDVREYLRXVWKDWWKH
LGHQWL¿FDWLRQSURFHVVZLWKWKH1HZ0LGGOHRSHQHGXSQHZKLHUDUFKLHVJUDGDWLRQVDQGV\PEROVWR
FRQVXPH$PDMRULW\RIWKHSRSXODWLRQUHPDLQHGSRRUEXWZDVLQGHHGVHWXQGHUVRFLDOSUHVVXUHLQ
the late 1950s. The more the “salaryman” gained a reputation, the more economists, in contrast to 
sociologists, asked why the middle class marginalised the fact that the “cheap labour” policies and 
ORZZDJHVQRWRQO\DOVRDSSOLHGWRVDODU\PHQEXWDOVRWRWKHZRUNHUVSDUWWLPHHPSOR\HHVMREOHVV
day labourers, and the like, and the privileges established for the middle class only accelerated this 
WHQGHQF\ƿNǀFKL>@7KLVIXQGDPHQWDOO\VWLJPDWLVHGWKH³SRRU´DVH[FHSWLRQDQG
excluded them as deviant. In the democratic ideal, “poverty” reigned in the discourses on moral con-
sumption, proving that there were “false desires” in the re-production of postwar society as long as 
the black market “leisures” and the corruption of “the public” existed. 
Thus, poverty merged into the ideal of democracy as re-segmentation of social spaces, dependent 
RQWKHVXEMHFWSRVLWLRQWKDWZDVWDNHQDVDVRFLDOIRUPDWLRQDQGRQWKH³WUDMHFWRU\HIIHFWV´ZKLFKZHUH
EOXUULQJFHUWDLQSROLWLFDODVSHFWVDQGRWKHUUHODWLRQVKLSV6RFLDOWUDMHFWRULHVDUH³WKHHIIHFWVRIVRFLDO
rise or decline on dispositions and opinions, position of origin being” and accompany the social for-
mation of class as well as mobility in the given social space (Bourdieu 1984: 111). These differences 
can only develop into relevant social and cultural “properties”, as being distinctive to other social 
formations, once they are articulated, realised and graded as kind of collective identity. In this proc-
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HVVDFWRUVFRQVWUXFWWKHLURZQVRFLDOUHDOLW\DQGVRFLDOFODVVLQGHWHUPLQLQJREMHFWVDQGV\PEROVWR
identify with or against this collective identity. 
Nonetheless, in the 1940s and 1950s, the model of a middle mass society could not yet gain a 
GRPLQDQWSRVLWLRQDVDPRGHOIRULGHQWL¿FDWLRQDQGWKXVGHYHORSHGLQWRRQHRIWKHFRQÀLFWLQJVR-
cial formations challenging each other. The thorough decentralisation of wealth and an unequal new 
IRUPDWLRQDIWHUWKDWOHDGWRVRFLDOFRQÀLFWVDQGXSULVLQJVPDGHLWGLI¿FXOWIRUSHRSOHWRVROHO\
identify with the middle mass model, because this contested both old and various newly emerging so-
cial spaces. The former middle class was partly immobilised after the war by the New Yen Exchange 
DQGWKHIUHH]LQJRIDVVHWV7KHVHOIFRQFHSWDQGSDUWRILGHQWL¿FDWLRQSURFHVVRIEHLQJPLGGOHFODVV
– although only four percent of the population had a mid-level living standard or access to unlimited 
consumption – had increasingly been propagated in the 1950s by scholars of sociology, welfare in-
stitutions and the politics of LDP and the Social Democratic Party, and was applied to society as a 
model whenever poverty of the population was discussed. The opportunities the ideological struggle 
RQGHPRFUDF\HTXDOLW\DQGPDVVFRQVXPSWLRQRIIHUHGDVDPHDQVIRULGHQWL¿FDWLRQGLGQRWVXFFHHG
LQFUHDWLQJDGRPLQDQWPRGHORIWKHPLGGOHWRXQLI\GLVFRXUVHVDOWKRXJKDVWKLVSURMHFWDUJXHVWKH
middle was established by pointing out social extremes, therefore giving a solution for “escaping” 
into normality. This escape is also a consequence of excluding social categories and dichotomies of 
DQHJDWLYHSHUFHSWLRQRQH[WUHPHVVXFKDVSRYHUW\DQGWKH1HZ5LFKZKRZHUHSURGXFHGDVDQWL
models and institutionalised as such in social space.
In the popular demand and state-directed action for a culture state, “culture” itself serves as a 
mechanism to fragment identities around the newness provided by the denial of Japanese culture as 
premodern, and later by the efforts to re-instate Japanese culture as uniqueness. However, the ideal of 
³FXOWXUH´DVDÀRDWLQJVLJQL¿HUDFXOWXUDOVWDQGDUGFXOWXUDOOLYLQJFXOWXUDOFRQVXPSWLRQDOVRVKDSHG
WKHLGHQWL¿FDWLRQSURFHVVHVRIWKH³ZRUNLQJFODVV´2UJDQLVHGVWULNHVZKLFKZHUHLQFUHDVLQJO\VXS-
SUHVVHGE\WKH*+4LQRUGHUWR¿JKWDJDLQVWWKHQHZHQHPLHVRIWKH&ROG:DU0DU[LVWVDQGOHIWZLQJ
LGHDVDQGWKHQRQDFNQRZOHGJHPHQWRI³ZRUNHUV´DOVRPDQLIHVWHGWKHFRQÀLFWRIQRZIUDJPHQWHG
identities.
7KHRUJDQLVHGZRUNHUVWKHUHIRUHFRXOG¿QGLGHQWL¿FDWLRQQRWRQO\LQVWULNHVEXWDOVRLQFXOWXUDO
circles, when pressured into the “poverty” problem, as recent research on the relations of literature 
and other cultural circles and self-made politics and poetry magazines such as 1DQEX6KLVKǌ and Shi-
momarukoKDVVKRZQVHH*HQGDL6KLVǀ:RUNHUVKDGQHYHUEHHQDKRPRJHQHRXVJURXSDQG
the early postwar crisis could also contribute to creating many different reactions towards the social 
and political situation of the postwar. The “cultural living”, so eagerly propagated with “overcoming 
poverty” and therefore corresponding to democracy, equality, freedom and progress, was the focal 
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SRLQWRISURWHVWDQGLGHQWL¿FDWLRQDVDQLPSRUWDQWFULWHULRQRIGLIIHUHQWLDWLRQ1RQHWKHOHVVWKHUHZHUH
still many voices speaking against the culture as consumption; literary critic Fukuda Tsuneari (1912-
1994) for example argued in 1955 that an “escape” to the home and private consumption was neither 
a solution to the changing social circumstances nor the cultural problem of raising a living standard, 
but active participation in changing the new system of capitalist consumer culture (Fukuda 1955: 
102-103). 
The more the necessity of a “cultural” living standard evolved into a “life-style” by the symbolical 
acquisition of goods, the more cultural circles and different cultures were converged into the “under-
class”. Therefore, the social exclusion of “the poor” was not only reinforced by an imaginary border 
RILQFRPHRUWKHFUHDWLRQRIDFXOWXUDOVWDQGDUGDVDUWL¿FLDOERUGHUWRWKHORZHUFODVVHVEXWDOVRE\
the establishment of poverty as an extreme: without purveying a cultural and social life due to their 
“poorness”, they were excluded from almost all social activities, and thus they could be ignored and 
depoliticised. By inventing a living standard not by economic status, but by the symbolic principles 
of capitalist consumption, symbolic goods and occupations, the imaginary of poverty not only was 
“overcome” by being relative to the luxury consumption of the rich, but also by simulating upward 
mobility where there was none. The social mobility by consumption did not address “poverty” as a 
social, but as moral problem, and by merging workers with either poor or New Middle, even their 
existence in the discourse on consumption became marginalised. 
By employing social and cultural symbols into consumption, this consumption cannot be valid 
for “necessities” for daily living, but, as Ishiwata has described for rural communities, becomes a 
symbolic and ideal life-style. The question which in the early years was often debated, of whether 
rationalisation or especially electric goods were indeed necessary for daily living, was not only over-
written by the advertising campaigns of mass media and electric companies, but also, by the constant 
mentioning and comparing “relative” poverty to progress, and so the argument shifted towards the 
question which goods ought to be needed in order to attain democratic equality.  
In order to demonstrate the “wrong” spaces and practices of consumption, the capitalist realm 
needed to be divided by negative models in order to establish institutions to reformulate and re-
establish “sense” and order. Nonetheless, the viewpoint of identifying with an ostensible minority of 
“poor” people in order to re-inscribe progress and to manage social mobility for the welfare of the na-
tion eventually laid the foundations for the institutions which shaped consumption in the early years. 
The powerful imaginary of “overcoming” poverty and inventing a “minority” of the poor from which 
the nation started and progressed into modernity as equal, served for extracting representative “social 
problems” on the way to success. In this discourse, by dislocating and relocating social spaces into 
poverty, middle mass and luxury, many different social groups and types were constructed with the 
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advent of empirical sociology and statistics. All social formations and positions not taking the roles of 
moral economics and moral culture, those “drinking”, “gambling”, “idling” and “consuming” day la-
ERXUHUVEODFNPDUNHWHHUVZDUZLGRZVSURVWLWXWHV.RUHDQV&KLQHVHDQGFDSLWDOLVWPDQXIDFWXUHUVWR
name only a few, were therefore morally “othered” and re-located into either the spaces of “poverty”, 
or the spaces that “evoked” poverty such as the black market and therefore excluded in the aspira-
tions towards the middle. The practice of consumption served for spatialising and localising groups, 
types and categorisations, and thus, the black market became a site of contested practices which did 
not serve as “good” consumption. The extremes of measuring luxury and poverty by their immobile 
relations to the imaginaries of equality and democracy also furthered the escape into the middle.
“Poverty” as a dominant concept also explained the low living standard shared by more than half 
RIWKHSRSXODWLRQDQGRYHUVKDGRZHGVRFLDOGLIIHUHQFHVDQGFODVVVWUXFWXUHV6RFLRORJLVW'DYLG&KLD-
YDFFLKDVGHVFULEHGWKLVSRVWZDUUHDOLW\DVDQ³HTXDOLW\RIDXVWHULW\´LQVWHDGRI³DIÀXHQFH´&KLDYDFFL
2008: 11), which also depicts the emphasis of discourses on the social and cultural life in this period: 
DIÀXHQFHZDVQHJDWLYHO\FRQQRWHGIRUWKHHYDOXDWLRQRIGHPRFUDWLFHTXDOLW\DQGFORVHO\FRQQHFWHG
WRWKHEDGH[SHULHQFHVRILQÀDWLRQDQGEODFNPDUNHWHQULFKPHQW,QDGGLWLRQ³DXVWHULW\´VHUYHGDVD
basis for educating the female consumer in household economics, social life-styles, and the restraint 
of consumption (see for example Yamada et al. 1954: 250-257). Nonetheless, after the famous White 
3DSHURIVWDWHGWKDW³WKHSRVWZDULVRYHU´VRZDVWKHFRQFHSWRI³HTXDO´SRYHUW\..&
[1956] 1994). The construction of the poor in the process of standardising living shifted to a notion 
of the “new” poor, while the discussions of “new” poverty remained in academia, and were not suc-
cessful in countering the middle mass as a model. In combination with the depolitisation of the poor 
and of workers, the imaginary of poverty was replaced by the imaginary of culture and progress, 
although this model further implemented poverty. While the economic development skyrocketed and 
seemingly incorporated all citizens, it was not able to develop without depoliticising those “poor”on 
whose cheap labour the nation could be reconstructed. Japan still was a country in “poverty” in 1959, 
and even though in the 1960s, as Japan lost the status of being a developing country, the existence 
of a middle class and cultural standard were built on the existence of “general” poverty. However, 
ZRUNHUVDQGWKHSRRUZHUHDOVRVWLOOFRQÀLFWLQJVRFLDOIRUPDWLRQVDQGDOWKRXJKWKHVSDFHVZKHUHWKH\
FRXOGH[HUWDJHQF\FKDQJHGWKHPLGGOHFODVVFRXOGQRWUHPDLQDVDPRGHORILGHQWL¿FDWLRQZLWKRXW
the mobility, political challenge and resistance of those declared as poor.
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IV. SOCIOSPATIAL REPRESENTATIONS OF 
CONSUMPTION: THE BLACK MARKET AND NEW 
RICH CONSUMERS
:KDWPDGH$PHULFDµJUHDW¶ZDVWKDW LWZDVVRULFKDQGIRUPDQ\ZKDWPDGHµGH-
mocracy’ appealing was that it apparently was the way to become prosperous.”(John 
Dower, Embracing Defeat: 1999, p. 136).
³7KHPDUNHWZDVLQ6KLQMXNXRU*LQ]DDERXWPLQXWHVZLWKWKHEXV>@,GLGQRW
go to the black market. Ah well, maybe once or twice. It was always a quite lively 
place for young people [...]. At the Tokyo University, there were also some small street 
stalls. Sometimes we also sold stuff there, if we needed some money [...] you know, I 
wanted one of those hats [...]” (Sazanami K. 2007)
³7KH\ZHUHQ¶WLQWHOOHFWXDOVWKHVH1HZ5LFKRQO\KDGPRQH\DQGPDQ\RIWKHPZHUH
MXVWFULPLQDOV>@´,FKLNDZD
1 THE BLACK MARKET AS CENTRAL SPACE OF CONSUMPTION
In August 1945 after the surrender, the entire consumer industry of Japan had been systematically 
destroyed either by the Japanese authorities or by the last devastating bombings by the Allied Forces. 
The most severe problems the new government had to solve in overcoming poverty were reconstruc-
tion and enabling measures against the food and textile shortage, the reconstruction of housing, the 
UHRUJDQLVDWLRQRIVRFLHW\DQGWKHEODFNPDUNHWDVZHOODVHFRQRPLFLQÀDWLRQ
7KHJRYHUQPHQW¿UVWLQWURGXFHGDUDWLRQLQJV\VWHPRQWKHOHJDOPDUNHWZKLFKKHDYLO\UHOLHGRQ
food supplies by the Allied Forces to avoid starvation, importing staple foods, canned foods, and 
FRUQPHDO7KHUDWLRQVFRXOGQRWVXI¿FHHYHQWKHFDORULHFRXQWV\VWHPZKLFKZDVLQYHQWHGWRHQVXUHD
PLQLPXPUDWLRRIQXWULWLRQIRUHYHU\LQGLYLGXDO5XUDOZRPHQ¶VPDJD]LQHVVXFKDVIe no Hikari, and 
also housewives’ magazines such as Shufu no Tomo incorporated wartime and postwar recipes how to 
make dishes according to this nutrition system, and every issue promoted the cultivation, harvest and 
several possibilities of preserving, drying or cooking sweet potatoes, the most important and available 
food of the postwar years. The magazines would sometimes go as far as to suggest eating protein-rich 
insects in order to meet the daily amount of calories. Any magazine writing about food was counting 
calories and mentioned the impossibility of reaching that goal under the given circumstances. 
Many people were forced to pack their things and go on a trip to the rural areas in order to barter 
some of their stockpiled belongings for sweet potatoes and other vegetables, called kaidashi, “going 
shopping”. Some people were even cultivating small garden lots, either on their own or together with 
some neighbours, even next to the parliament building in the centre of Tokyo, but the soil was not the 
89
IV. SOCIOSPATIAL REPRESENTATIONS OF CONSUMPTION: THE BLACK MARKET AND NEW RICH
EHVWDQGEHVLGHVKDYLQJWR¿JKWDJDLQVWKDUVKZLQWHUVWKH\KDGWRGHIHQGWKHPVHOYHVDJDLQVWWKHIWRI
food.
Monthly public opinion surveys on rationing and staple foods were introduced to determine the 
living condition in which the Japanese people found themselves, with the conclusion that there was 
a serious general lack of basic staple foods such as rice, miso and soy sauce as well as clothes. The 
questions regarding improvement or decline of living conditions did not get many answers in favour 
of improvement before 1949 (Naikakufu 1948). The most disadvantaged citizens in the early postwar 
years were war widows, war and colony returnees, and homeless poor, who posed a serious problem 
for the state and welfare institutions, which did not function as safety nets, and often had to make their 
living at the black market.
The black market was a transwar phenomenon that existed from roughly 1938 until 1952, and did 
not only trade consumer goods (i.e. food), but also a wide range of looted and stockpiled materials 
IURPFRUUXSWRI¿FLDOVPLOLWDULVWVEXUHDXFUDWVDQGLQGXVWULDOLVWVVXFKDVLQGXVWULDOFKHPLFDOVHOHFWULF
motors, charcoal, gasoline, alcohol, paints, etc. It was an everyday experience long since before 1945, 
but became crucial for the formation of consumer society in the postwar, as a historical event in public 
PHPRU\$IWHUDQGZLWKWKHUHQHZHGÀRZRIJRRGVLWGHYHORSHGLQWRDVHPLSURIHVVLRQDOPDU-
NHWWKDWEURDGHQHGLWVLQÀXHQFHVE\LQYHVWPHQWVDQGVSHFXODWLRQVLQWRLQGXVWULHVDQGPDQXIDFWXUHUV
as well as by transnational trade with the United States Armed Forces and trade of the few but existing 
goods from overseas. The market structures were destroyed in 1952 by massive urban planning meas-
ures to remove the black spaces in the city centres, by installing new shopping areas and community 
measures to stop organised crime (Matsudaira 1994: 3; Nakamura H. 1994: 50).
&UHDWLQJDVSDWLDOVWUXFWXUH±7KHG\QDPLFVRIWKHPDUNHW
From wartime Japan until 1950, there is no doubt most ordinary people had to spend most of their 
PRQH\RQWKHEODFNPDUNHWVWKDWZHUHVSUDZOLQJDURXQGWKHWUDLQVWDWLRQVLQRUGHUWREX\ULFH¿VK
clothes and any other goods they were in need of. The black market was a free, dynamic and mobile 
centre of consumption, a “primitive economy” (Ivy 1993: 246), turning into an ever-changing space 
where new social networks and practices of consumption were experienced and contested every day. 
This chapter deals with the sociospatialUHIHUHQFHVRIWKHEODFNPDUNHWDVWKHEDVLVIRUD1HZ5LFK
model which transcended as a nodal point for the social practice of “wrong consumption” into the 
postwar discourses on consumption, thus enormously shaping the social formations and class con-
structions of the postwar within a context of territorialisation by the transnational encounters with the 
American other. 
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How and why was the black market a central space of consumption, and how did it turn out to 
be the central nodal point of relating and shaping social practices around consumption? Why did the 
market and its representatives prove important for the early postwar discourse of consumption?
In order to locate the black market as a sociospatial relation, a transnational phenomenon, and the 
SUREOHPVRI³¿[LQJ´WKLVVSDFHE\WKHFKDOOHQJHRIWKH1HZ5LFKWKHDQDO\VLVZLOOIRFXVRQGLIIHUHQW
aspects on the production of space by Henri Lefebvre as a part of the formation of a consumer culture 
in the early postwar by discursively establishing the black market as antagonism, and its representa-
tives as committing wrong consumer practices.
$VLQWURGXFHGLQ&KDSWHU,,/HIHEYUHLQWURGXFHVGLIIHUHQWVWUXFWXUHVRISURGXFLQJD
space by the discursive repetition of social relations inherent in capitalism; his conceptual framework 
consists of three moments in the production of space and the practices that mediate sociospatial rela-
WLRQV¿UVWO\Spatial Practices, the lived material world people experience as their everyday life, and 
ZKLFKUHODWHWRWKHRWKHUWZRPRPHQWVE\WKHDFWXDO³XVH´RIWKHVSDFH6HFRQGO\/HIHEYUHGH¿QHV
Spaces of Representations, as the spaces that are planned, mapped and conceived rather than actual 
lived. They perceive and order space into an abstraction, reproduce its borders by mapping it, and 
WKHUHIRUHSDUWO\¿[WKHVRFLDOUHODWLRQVDQGUHSUHVHQWDWLYHVRIWKHVSDFHLQSDUWLFXODUE\HFRQRPLF
and social measures to contain the space. Thirdly, this relates to Representational Spaces, imagined 
spaces that are experienced through the symbols and images of its inhabitants and users, which of-
WHQDWWHPSWWRSURGXFHPHDQLQJE\GUDZLQJRQUHDOREMHFWVLQVSDFHWRV\PEROLVHOLYHGH[SHULHQFH
HVSHFLDOO\WKHPHGLDDQGDVIRUPRIVSHFWDFOH$OOWKUHHPRPHQWVSHUSHWXDOO\LQÀXHQFHHDFKRWKHU
but once space is produced, as will be drawn on in this chapter, spatial practices are silenced in order 
to subsume counter-discourses and superimposed by the representational space and its symbolism 
(Lefebvre 1991: 381-388).
Space is a social product that produces belonging as well as exclusion. The conceptual framework 
of an “abstract space” - a homogeneous, elitist and “safe” space, is constructed by elites where abso-
OXWHVWDWHSRZHULVH[HUWHGDQGWKHÀRZRISHRSOHDQGFDSLWDOLVXQOLPLWHGLQRUGHUWRSURYLGHDVWHDG\
production. That is why the black market in downtown areas such as Ginza, and next to department 
stores instead of inside them, was perceived as a shocking presence of wrong social practices. The 
concrete space, which abstract space tries to trace and replace, renders it a-historical, and in a sense 
that the social struggles to form this place are denied, the postwar Japanese city was thought and re-
segmented anew. Another factor in this abstraction was not the state power, but the Occupation Forces 
that undermined the safety of the same space where they exerted power, and not only occupied part of 
the same spaces where black markets settled (in reciprocal relations), but also exactly on Ginza, the 
prewar centre of wealth and leisure, as well as a former safe space. The sooner this space was cleaned 
by massive urban planning, the more it could be the emblem and social structure for abstract space 
91
IV. SOCIOSPATIAL REPRESENTATIONS OF CONSUMPTION: THE BLACK MARKET AND NEW RICH
as reproduction of capitalism again. Nonetheless, the contradictions in the production of space, espe-
cially due to the linking of negative concepts such as black-market activities, capitalism and images 
of “America”, gave also opportunity for opposing the production of representations.
Yoshimi Shun’ya has stated that the possibilities for adopting certain images of “America” were 
numerous in the postwar Occupation and beyond: as direct threat, as coloniser, as FXOWXUDOLGHQWL¿FD-
tion for a new pleasure-seeking youth and music culture, and as the emblem of capitalist mass culture. 
The memory of an “occupied” Japanese mass culture has been conceptualised with the images such 
as the “black market” (yami-ichi) and the fraternising prostitute, the “pan pan girl”. Furthermore, this 
early postwar culture “has been marginalised within the image of the underground” and un-thought as 
social space mixed with the illegality of the black market and the consumerist image of “American-
ism” (Yoshimi 2009: 211). In combination, the negative model of the black market, illegal activities, 
and disorder affected almost all consuming practices, perceptions and actions of the following dec-
DGHE\WKHDXWKRULWLHV6&$3WKHOHJDOV\VWHPSROLWLFDOGHFLVLRQVHFRQRPLFPHDVXUHVDQGDIIHFWHG
LQGLYLGXDOVUHRUJDQLVLQJWKHLUGDLO\OLYHVZKLFKWKXVLQÀXHQFHGFRQVXPHUSUDFWLFHVXQWLOWKHV
The practice and experience of early postwar barter and the feelings of uncertainty amidst the 
FKDRVRIWKHHDUO\\HDUVUHRUJDQLVHGDQGUHFRQ¿JXUHGVRFLDOSUDFWLFHDQGDOVRUHFRQWH[WXDOLVHGWKH
local experience of time and space, opened new spaces for alternative consumption, and changed 
transnational relations. The black market, as will be shown in this chapter, produced a dialectic inter-
play between the efforts for “social security” in terms of a certain collective and material living stand-
ard, the reconstitution of “culture”, and the opportunities of the new capitalist logic of “democracy”.
0RVWLQGLYLGXDOVIDUPHUV¿VKHUVDQGWUDGHVPHQZHUHLQYROYHGLQWKHEODFNPDUNHWVLQFH
when the market indeed became the only space where anyone could buy or sell the necessary goods 
for everyday use, and it kept growing steadily since the announcement of the general mobilisation 
FDPSDLJQVRILQRUGHUWRZLQWKHZDUDJDLQVW&KLQD)URPZKHQVKRUWDJHRIIRRGFORWK-
ing and housing became critical moments for almost all citizen, the black market developed into the 
only consumption place that could meet the demands of daily survival. In the postwar, the market had 
DOUHDG\EHHQDVRFLDOVSDFHRIÀRZVVXFKDVQHWZRUNVUHODWLRQVKLSVJRRGVDQGSHRSOHWKDWGLIIHUHG
from the imposed order of the wartime state as a network having developed its own rules.
In the postwar, the collective symbols of psychological despair, or kyodatsu, the takenoko life 
(bamboo-shot life [e.g. to virtually peel off layers of clothing and everyday goods to trade them for 
food], and the 500 Yen Life (gohyaku-en seikatsu), which was imposed as general income, became 
popular buzzwords. They were linked to the everyday struggle at the black market and the alienation 
IURPWKHROGRUGHUDQGQHZVSDSHUVDQGPDJD]LQHVZHUH¿OOHGE\OHWWHUVWRWKHHGLWRUVGHVFULELQJWKH
SUREOHPVRIHYHU\GD\OLIHVKDUHGE\WKHPDMRULW\RIWKHSRSXODFH3HRSOHVROGWKHLUODVWKRDUGHGIXU
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coats, if they still owned one, for a kilo of sweet potatoes, and if they could not afford the black prices, 
they would try to catch one of the packed trains in the morning leaving for the countryside to barter 
their belongings for food (Gordon 2003: 227-243). The daily life did not improve until the Korean 
War, despite the government’s efforts to stabilize the economy and to provide food with the help of 
the Occupation Forces.  
The popular term of kaidashi³JRLQJVKRSSLQJ´FRLQHGLQWKH¿UVWSRVWZDU\HDUVZDVDOVRLURQL-
cally used for “going to the rural areas in order to barter food”, which shaped the collective imaginary 
of poverty as everyday problem for everyone, including the elites. As mentioned before, economist 
ƿXFKL+\ǀHVDZWKH\HQOLIHDVWKH³1HZ<HQOLIH´shin’en seikatsu) and compared it to a “life 
RISRYHUW\´ZKRVHHOLPLQDWLRQVKRXOGEHRQHRIWKHWDVNVRIQHZGHPRFUDF\ƿXFKLDUJXHGWKDWWKH
SUREOHPVRILQÀDWLRQMREOHVVQHVVDQGSRYHUW\ZRXOGLQHYLWDEO\OHDG³GHYLDQFH´DVVHHQLQWKHEODFN
PDUNHWDQGFRXOGWKHUHIRUHVHULRXVO\WKUHDWHQWKHQHZGHPRFUDF\ƿXFKL7KLVZDVEDFNHG
XSE\WKHQHZVSDSHUVOLQNLQJWKHWDNHQRNROLIHZLWKFRUUXSWLRQRIWKHPDUNHWDQGD³1HZ5LFK´FODVV
of black marketeers: The Yomiuri newspaper conducted a survey on the cause of the takenoko life, 
VKRZLQJWKDWHYHQDWWKHWUDGLQJSRVWVIRURI¿FLDOJRRGVPDQ\SHRSOHRIWKH³1HZ<HQFODVVHV´DQG
black traders were involved in the distribution of goods, and therefore worsened the takenoko situa-
WLRQ<RPLXUL6KLQEXQD$VVKRZQLQ&KDSWHU,,,SRYHUW\ZDVRQWKHRQHKDQGDQH[SHUL-
enced reality closely linked to the space of black market consumption, and on the other it was the very 
meaning of a collective identity based on the notion of equality and thus connected to the symbols of 
democracy. For novelist Yamashita Yuichi (1934-), the culturally anarchic atmosphere of the market 
deconstructed the Japanese prewar class system, as in the postwar black market, American  everyday 
goods and new luxuries not only surpassed the old “upper and middle class society”, but also “direct-
ly” and immediately (chokusetsuteki ni) spread among the lower classes (Yamashita 1999: 285; 287).
It was indeed a situation of “despair” and chaos, and for many people living in urban areas, the 
struggle for daily survival was deeply embedded in the overall notion of poverty amid the yakeato, 
WKHEXUQWUXEEOHRIWKHFLWLHV,WZDVDOVRWKHVSDFHRIWKHHPHUJHQFHRIWKH³1HZ5LFK´narikin) 
ZKLFKZLOOEHODWHUGLVFXVVHGDQGWKH³GHFDGHQW´OLIHVW\OHRIWKH$PHULFDQRI¿FLDOVEXVLQHVVSHRSOH
DQGRWKHUVZKRVHZHDOWKKDGQRWEHHQIUR]HQE\WKHQHZ\HQFXUUHQF\H[FKDQJHV7KH1HZ5LFKDQG
the immorality of those enriching themselves were put into sharp contrast with the nation’s moral 
JRDOVDQGWKHPLVHUDEOHOLIHRIWKHSHRSOH7KHH[LVWLQJLQHTXDOLWLHVZKLFKLPPRUDOLW\DQG1HZ5LFK
suggested, as well as the ubiquitous references to and realities of the yakeato and the black market 
aggravated the “imaginary” of a whole population impoverished after the defeat, being the cause of 
³FRUUXSWLRQSRYHUW\DQGYLROHQFH´DVGHSLFWHGLQ&KDSWHU,,,'XHWRWKHFKDOOHQJLQJSRZHURIWKH
market, the black space was claimed and represented as a space of permanent insecurity in legal, 
social, and cultural terms.
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1.1.1 Structures of the market
7KHEODFNRU³IUHH´PDUNHWLQPHWURSROHVVXFKDV7RN\RƿVDND1DJR\DDQGHYHQGLVWDQWWUDGLQJ
WRZQVVXFKDVLQ+RNNDLGǀRU.\ǌVKǌVRRQGHYHORSHGDG\QDPLFRIWKHLURZQ7KHODUJHUPDUNHWV
were mostly organised by \DNX]D and other black market gangs, ranging from market bosses to bro-
kers (EXUǀNƗ) and lesser street stall vendors (tekiya). Although the gang businesses that organised 
themselves around the markets were rather violent, there were not many crimes involving murder, as 
in other postwar countries (see Gordon 2003), and the gangs were partly tolerated as protecting order 
and were only later seen as a threat spreading beyond the markets (see Tanaka E. 1954). 
In Tokyo for example, the markets were diverse parts of the new municipality: they ranged from 
small barrack markets in the Sukiyabashi district of Ginza, which were exchange posts next to the 
3;WRWKHDOPRVWRUJDQLVHGVWUXFWXUHRIWKHVWUHHWVWDOOVRI6KLQMXNX0DUNHWSRSXODUO\NQRZQDV2]X
MarketZKLFKZHUHFRQWUROOHGE\WKHODUJHVWV\QGLFDWHLQ:HVWHUQ7RN\RDWWKDWWLPHWKH.DQWǀ2]X
JDQJ ,QƿVDND WKHEODFNPDUNHWHHUV JDWKHUHG DURXQG WKH FHQWUDO.LWDKDPDDUHDZKHUH LQÀDWLRQ
speculators, coal traders and money and textile brokers were found (Irie 1948: 108-109). 
The YomiuriFDUWRRQLVWDQGLQWHOOHFWXDO.RQGǀ+LGH]ǀZKRFDOOHGWKLVWLPHWKH³DJH
of brokers” (Tokugawa et al. 1946: 24), described the atmosphere of the markets in one of his series 
RI³1HZ7RN\R6NHWFKHV´.RQGǀFODLPHGWKDWDPRQJDOOWKHIRUPHUsakariba (amusement 
quarters) turned postwar black market areas, such as Asakusa, Ueno, and Ginza, the atmosphere of 
6KLQMXNXKDGLQWKHSUHZDUEHHQDFXOWXUDOSODFHIRUSUROHWDULDQDUWLVWVDQGKLJKFROODUSHRSOHZKR
ZHUH³WRRXQUH¿QHG´IRU*LQ]DDQGIDUDZD\IURPWKHFXOWXUHRIWKH$VDNXVDPDVVHV$IWHUGHIHDW
DQGZLWKWKHHPHUJHQFHRIWKH6KLQMXNXPDUNHW6KLQMXNXKDGVHHPLQJO\ORVWLWVFXOWXUDOÀDLUDQGZDV
DOPRVWHQWLUHO\FRYHUHGE\VWUHHWVWDOOV.RQGǀDOVRGHSLFWHGWKHVKRHVKLQHER\VRI6KLQEDVKLEODFN
market, confusing, crowded and noisy, presenting both black markets as spaces of destruction, chaos, 
DQGFRQVXPSWLRQ*LQ]DRQWKHFRQWUDU\ZDVSDUWO\$PHULFDQL]HGDQGSDUWO\UXEEOHDQGWR.RQGǀLW
VHHPHGWKDWRQO\VRPHFRIIHHKRXVHVVXUYLYHGWKHZDUZKLOHWKH³UHVW´KHFODLPHGZDV5$$DPXVH-
PHQWIRUWKH$PHULFDQVROGLHUV.RQGǀ+7KHVHGHVFULSWLRQVZHUHW\SLFDORIWKHDUUD\
RIEODFNPDUNHWVEHLQJDQWDJRQLVWVRIFXOWXUDORUGHU ,QFRQMXQFWLRQZLWK WKHQHZDQWDJRQLVWV WKH
EODFNPDUNHWDQGWKH5$$ZHUHDOVROLQNHGDVQHZFXOWXUDOVWUXFWXUHVKHQFHWKHGHJHQHUDWLRQRIFXO-
ture in the amusement centres also related to the problematic “new” culture of the Allied Occupation.
7KH5$$WKH5HFUHDWLRQDQG$PXVHPHQW$VVRFLDWLRQ, was a measure against illegal fraternisation 
of American soldiers and women, which was supported by the state, and “legally” employed dancers, 
prostitutes and service girls for the Occupation Forces. In contrast to the general population for which 
they were “off limits”, members of the Forces had unlimited access to beer halls, strip and dance clubs 
and bars and to women as special support. In Tokyo, these centred around or were inside the depart-
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ment stores of Ginza such as 0DWVX]DND\D and ,Wǀ\D, and around the Isetan crossing (Yoshimi 2007: 
6DWǀ
*LQ]DZDVDOVRDKDYHQIRUVPDOOVWUHHWVWDOOVDQGEDUVQH[WWRWKH6RWRERUL5LYHUZKRKDGUHJXODU
GI customers and black marketeers, and the more goods and money they would exchange, the more 
people such as ricksha taxi drivers, pan pan girls and pimps would gather around the area as a “com-
mon hangout” (Harada 1994: 161). In 1952, when the Occupation had come to an end, the alcohol 
trade of the Ginza “backdoor trade” shifted to Korean gangs in the Ueno $PH\RNR Market and was 
GHSHQGHQWRQWKHÀRZVRIJRRGVDQGFDSLWDOIURPWKH³$PHULFDQ/DQH´WKH3;DQG Overseas Stores 
of the GHQ (Harada 1994: 161-162).  
The $PH\RNRFKǀ0DUNHW of Ueno, stretching from Okachimachi to Ueno, especially the “Ameri-
can Lane” had been controlled by three different gangs which all had thriving businesses due to active 
UHODWLRQVWR*,RI¿FHUVE\ZRPHQZKRVROGPRVWRIWKHJRRGVWKH\ZRXOGUHFHLYHIURP$PHULFDQVLQ
order to make a living. $PH\RNRPDUNHWZDV¿UVWFDOOHG.RQGǀPDUNHW, until the gang lost its support-
HUVDQGZDVWKHQUHQDPHG³5HIRUPHG,QWHUQDWLRQDO0DUNHW´$PH\RNR’s brokers were supported by 
the rich agrarian regions from the north and could easily transport and smuggle the goods from Ueno 
VWDWLRQ±ZKLFKZDVWKHPRVWLPSRUWDQWMXQFWLRQRIWUDQVSRUWLQWKHSRVWZDU±WRWKHVWUHHWVWDOOV,QWKH
1950s, $PH\RNR was increasingly led by “Korean” gangs and famous for black market luxury goods 
such as sugar, sweets and many foreign goods, including products generally sold at the exclusive 
Japanese-American Overseas Supply Stores (OSS) and the PX, including even washing machines, 
and a prospering market for counterfeit and imitated goods. The $VDKL 6KLQEXQ also stressed the 
LQYROYHPHQWRIWKHZDUWLPHSUR¿WHHUV¶VHQVHIRUEXVLQHVVVHQJRKDVKǀNRQ) for Ameyoko’s success 
(Asahi Shinbun 1955a: 5).
The era of the postwar black “consumer” market emerged with the publishing of advertisements in 
the $VDKL and MainichiQHZVSDSHUVIRUWKH³JUDQG´RSHQLQJRI6KLQMXNXPDUNHWLQ$XJXVWDQG6HS-
WHPEHUZLWKWKHIDPRXVVORJDQV³7KHEULJKWQHVVFRPHVIURP6KLQMXNX´Hikari wa Shinjuku 
yoriRU³7KHYRLFHWKDWEORZVDZD\WKHGDUNWKHEULJKWVKRSSLQJVWUHHWVRI6KLQMXNX´,QRE
7KH2]XJDQJWKDWFRQWUROOHGWKHVWUHHWVWDOOVLQ6KLQMXNXLURQLFDOO\XVHGWKHVDPHVWUDWHJ\DV
the Japanese government and department stores did before the war: to be a “bright” and thus cheerful 
DQGHQMR\DEOHDSSHDOIRUFRQVXPHUVIURPHYHU\ZKHUHWREX\FRPPRGLWLHVDWDPRVWO\LOOHJDOEODFN
PDUNHW0RVWO\VWUHHWVWDOOVVHOOLQJEODFNJRRGVHVSHFLDOO\IDEULFZHUHGLUHFWO\DGMXQFWWRWKHIRUPHU
GHSDUWPHQWVWRUHVDQGFRXOGSURYHWKHOHJDODQGRI¿FLDOSULFLQJV\VWHPRIWKHGHSDUWPHQWVWRUHVLQHI-
¿FLHQWEHFDXVHWKH\EHJDQVHOOLQJWKHVDPHDQGPRUHJRRGVLOOHJDOO\ZKLOHWKHGHSDUWPHQWVWRUHVKDG
WRUDWLRQWKHLUVWRFNV7KH2]XDQGRWKHULQÀXHQWLDO\DNX]D gangs soon regulated all black markets 
along the <DPDWH/LQH (today <DPDQRWH/LQHLQFOXGLQJ6KLQMXNX,NHEXNXUR6HNLJXFKLJDQJ6KLQ-
bashi (Matsuda gang), Ginza (Ueda gang) and Shibuya (see Ino 1999b: 30-31; 35-36).
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The Japanese representations of black marketeers enriching themselves “outside the markets” 
ZHUH³EURNHUV´ZKLFKWKH*+4LQWKHLUGH¿QLWLRQVXPPHGXSDVEHORQJLQJWR\DNX]D. Brokers were 
allocated to the main train routes going to and from Tokyo and other big cities to negotiate prices with 
IDUPLQJDQG¿VKLQJYLOODJHVDQGDOVRVSLQQLQJPLOOVDQGRWKHULQGXVWULHVVRWKDWWKH\FRXOGHVWDEOLVK
an entire “kaidashi route” of black market relations, unilaterally raising prices (Ino 1999b: 31). Later, 
WKH\ZRXOGDOVRHQWHUWKHUHDOHVWDWHPDUNHWDVVSHFXODWRUVDQGEXVLQHVVPHQRZQLQJWKHLURZQLQÀX-
ential stock companies.
)DUPLQJDQG¿VKLQJYLOODJHVDQGDOVRVSLQQLQJPLOOVGLGQRWVHOOWKHLUJRRGVDWRI¿FLDOSULFHVEH-
cause prices were so low that they could not feed their families, and thus they sold goods to brokers 
LQVWHDGZKRRIIHUHGPRUHWKDQWKHRI¿FLDOWUDGHLQGH[DQGWKHUDWLRQLQJSULFHVFRXOG$OWKRXJKLWZDV
obvious that those villages and manufacturers involved also made a fortune, many media would state 
that the farmers who sold their goods to the kaidashi brokers were only “victims” of the black market 
control system, which was only partly true, as 6KǌNDQ$VDKLMRXUQDOLVW$NL\DPD<RVKLQRULUHSRUWHG
(Akiyama 1947: 56-64). Soon thereafter, the food and the PX goods supply chains to the black trade 
in the cities were almost exclusively controlled by brokers. These brokers later invested mostly in 
food and textile business, and in some cases bought the small manufactures in the outskirts of the 
NDLGDVKLURXWHWKH\KDGWLHGXSLQWKHHDUO\¿UVWSRVWZDU\HDUVVHH,QRE,QDGGLWLRQWKH
GHQ largely supported the textile business as one of the foremost branches of the new Japanese econ-
omy. In the context of the textile shortage that lasted until 1950, this made brokers and later textile 
millionaires even more suspicious of the dark business channels with which they earned their New 
Yen living. Textile and food brokers, who had become businessmen in the early 1950s, represented 
GLVFXUVLYHFRQQHFWLRQVEHWZHHQEODFNPDUNHWDQG³1HZ5LFK´FRQVXPHUV7KHGH¿QLWLRQRIEURNHUV
Fig. 3: Asakusa textile brokers and black 
marketeers. Note the Americanised style 
of the second and fourth vendor (from 
OHIWZKLFKVRRQEHFDPHWKHRXW¿WRIWKH
“typical” black market and New Yen New 
5LFK
&RXUWHV\RI-:%HQQHWW
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merged with the \DNX]D in the late 1950s when speculators had taken over real estate business. At that 
time, brokers alike drug dealers, money lenders and any other trade deemed as black, were already 
VWHUHRW\SLFDO¿JXUHVSODFHGLQWKH³JRVVLS´SDJHVRIQHZVSDSHUVUHFRUGVRIFULPHVDQGWKH³IUDXG´
columns in any weekly or monthly magazine, who should instigate “moral panic” due to their illegal, 
criminal and non-solidary social behaviour.  
1.1.2 Sociospatial relations: Humanity of the market and its social and 
racial exclusion
Many individuals saw the black market as an opportunity and initiative to change, as a new begin-
QLQJDQGWKH¿UVWVWHSWREH³KXPDQ´DJDLQ7KH\DOVRH[SHULHQFHGWKHYLWDOLW\RIWKHPDUNHWDQGEH-
cause it was a part of their everyday experience (Ino 1999a: 239-240). Jobless people, war  returnees 
DQGRWKHUVFRXOGSUR¿WIURPWKHEODFNPDUNHWEHFDXVHLWZDVVHHPLQJO\FODVVOHVVDQGIUHHIURPWUD-
ditionalist values, making it the starting point for a new way of life and a new social mobility in the 
new transnational environment. 
Among the people seeing the black market as a space of agency were also many postwar intellectu-
als who expressed their common ideal of re-establishing a new Japan based on the social imaginary 
of democracy as individual freedom and subjectivity (shutaisei), a term that coined the late 1940s 
as philosophical ideal and which was later increasingly discussed by many of the same progressive 
intellectuals simultaneously returning to shutaisei with articulations of nationalism (see Koschmann 
1991); 
“The heroes of the kamikaze are really nothing more than an illusion; their history as humans starts at the 
same moment when they become black marketeers.” (Sakaguchi 1946)
In 1946, writer and intellectual Sakaguchi Ango (1906-1955), in his (in-)famous essay “On Deca-
dence” ( Darakuron) called for the re-evaluation of social and cultural relationships in the wake of de-
feat. His notion of decadence sought to re-think Japanese culture and values by unmasking their dis-
cursive construction: falling into extreme decadence, leading pleasure-seeking life-styles that would 
not support the traditional Japanese cultural and social discourse, could eventually overwhelm the 
construction of Japanese culture in a whole. Unlike most intellectuals of the postwar, Sakaguchi sug-
JHVWHGWKDWE\FDVWLQJRIIPRUDODQGVRFLDOERXQGDULHVDQGFRQVWUXFWLQJDQHZVXEMHFWLYHLQGLYLGXDOLW\
based around following one’s own desires, Japanese people could break with all former societal codes 
and actively shape a new form of culture (Sakaguchi 1946).
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Even fellow novelist Mishima Yukio (1925-1970) declared the state of “decadence” and “degen-
eration” as a good moment in history to discard all Japanese nobles and capitalists. According to him, 
WKH1HZ5LFKEODFNPDUNHWHHUVZLWKWKHLUGDQG\OLNHDQG³DUURJDQW´EHKDYLRXUDOZD\VGUHVVHGLQ
Western style, were dubious, but their children could learn that pride started with the power of living 
that could be found among these black marketeers, rather than with the Japanese pride of essentialism 
and uniqueness (Mishima 1948: 42-43).
6LQFHQHZVRQWKHEODFNPDUNHWDVZHOODVRQWKH1HZ5LFKZHUHPRVWO\GHVFULELQJWKHLUHLWKHU
FULPLQDORUDQDUFKLFFKDUDFWHU¿JKWLQJDQGORZHULQJWKHLPSDFWRIWKHEODFNPDUNHWZDVWLHGWRWKH
LGHQWL¿FDWLRQSURFHVVHVRIRYHUFRPLQJSRYHUW\GHYLDQFHDQGFRUUXSWLRQZLWKGHPRFUDWLFPHDVXUHV
Positive references to the social space of the black market were mostly expressed by individual 
opinions by the “lower” strata and on the streets, such as workers, war returnees and poor people who 
regarded the black market as an equal opportunity for social mobility, while the state was distrusted. 
,QWKH¿UVWWZR\HDUVDIWHUWKHGHIHDWPDQ\LQWHOOHFWXDOVMRLQHGWKLVLGHDDERXWWKHSRWHQWLDORIDQHZ
social beginning for reconstructing Japanese society, but soon, because of their own conservatism and 
due to censorship and massive public propaganda, switched to expressing a common sense pervaded 
by the GHQ, politicians, economists, social scientists and mass media. Hence, after 1947, except 
for theNDVXWRUL]DVVKL which were also part of the realm of the black market, not many intellectuals 
elaborated on the concept any more that the market was a positive part of the construction of a demo-
cratic Japanese postwar society. 
In his Occupation memories, Harada Hiroshi (1927-), then policeman and interpreter for the police 
and the Occupation Forces, recalled on the Ginza black market activities that the free markets were 
initially organised as communal, and even though they were doing black trade, black marketeers 
¿OOHGWKHJDSVZKHUHVRFLHW\KDGIDLOHGWRPDLQWDLQRUGHUDQGZKHUHVRFLDOLQWHUUHODWLRQVKLSVZHUH
kept intact: 
³0RVWO\LWZDVWZRRUWKUHHPHQZKRJURXSHGWRJHWKHUDQGJRWDFWLYHDQGWKH\ZRXOGVKDUHWKHLUSUR¿WIDLU
and in equal parts. […] Bad groups would be reminded of their responsibility by all people, and it was more 
like a big family of interdependence and mutual help.” (Harada 1994: 162) 
This “interdependence” was also publicly feared as a dependence on the arbitrary character of 
black marketeers, if these marketeers participated in “democratic nation-building”, by ascending to 
higher positions in local civil commissions, due to poor political governance by the state (Dobashi 
1948: 2), but many people expressed distrust into the government, so as long as the number of mar-
keteers in local commissions were low, they were seen as equal members of society. 
7KHUHZHUHDOVRQHZIRUPVRIPDJD]LQHVWKHDWUHDQG¿OPZKLFKVSUXQJXSEXWZKLFKGXHWRWKHLU
ideals of community were pursued by the purges against socialist thought in the early 1950s. Small-
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scale street amusement was mostly free and could sometimes evade censorship, and people traded 
FRPPRGLWLHVVXFKDVVXJDURUFLJDUHWWHVWRSD\IRUOHLVXUHDQGDPXVHPHQW6DWǀ
The dichotomies of poor and rich were supposed to be solved by introducing the black market  and 
its people as “social problem”; these categories were reinforced as a system of social inequalities and 
extreme antagonisms against the notion of a poor mass society. In addition, this was combined with 
the formation of a middle mass which found supporters in the LDP and Social Democratic party, and 
DPRQJLQÀXHQWLDO0DU[LVWVFKRODUVDVZHOOZKRH[SORLWHGWKHLGHDRIDQHZGRPLQDQWPLGGOHPDVV
VHH&KLDYDFFLDQGFRQFHQWUDWHGRQWKHLPDJLQDU\FHQWUHRIWKHEODFNPDUNHWDQGDFOXVWHURI
1HZ5LFK³FRQWDPLQDWHG´VSDFHV7KHSHRSOHQRQHWKHOHVVZHUHDOVRSDUWRIDYHU\DFWLYHPDUNHW-
place in which they could exert their political convictions and freedom on the streets (JDLWǀ) without 
the heavy censorship.
6RPHLQWHOOHFWXDOVVXFKDV.RQ:DMLUǀDOVRMRLQHGLQWKLVSRVLWLYHSHUFHSWLRQEXW
VRPHRIWKHPUHMHFWHGWKHLURZQYLHZVLQWKHHDUO\VDJDLQWKHDQDUFK\RIWKHEODFNPDUNHWDQG
the increasing problems with the black trade did not match their philosophies of distinction. The more 
consumption was understood in a democratic reconstruction paired with nationalism, the more the 
idealism of a new culture was denied. In 1948, Kon, founder of “modern studies” in the 1920s and a 
popular representative of the prewar promotion of “cultured living” (bunka seikatsu)1, saw the black 
market as a social space and phenomenon whose inexistent rules were still foundations for a “new 
life”, and thus declared the defeat as a new beginning for a Japan ready for reconstruction. Kon was 
excited to discover a new central pattern of exchange of goods in the takenoko life, for example shoes 
DQGULFHLQFRQWUDVWWRWKHRI¿FLDOSULFHLQGH[DQGFRQFOXGHGWKDWWKLVQHZV\VWHPZRXOGDOVRVKDSH
new social relations as well as symbolic values of goods. While most industries had been turned into 
heavy industries or were destroyed, there was no industry for any goods and daily necessities, so Kon 
concluded that the black market was part of a “new logic” of trade and consumption and furthermore 
a cultural production that had given birth to new places for exchange in the streets (Kon W. [1948] 
$VKLVWRULDQ2ZHQ*ULI¿WKVQRWHGWKHPDUNHWZDVDVSDFHRIDJHQF\DQGSRZHUEXWDOVR
of the notion of immorality as the cause of poverty:
“Morality notwithstanding, most people had little choice but to participate in the black market. Their  actions 
created a self-sustaining phenomenon which grew in power with every transaction, and which became the 
SULQFLSDOIRUFHH[DFHUEDWLQJLQÀDWLRQXQHPSOR\PHQWDQGVWDJQDWLQJSURGXFWLRQ´*ULI¿WKV
The black market changed consumer’s space while selling the goods displayed in department stores 
outside of their “usual” realm, thus subverting cultural prepositions and codes, because the customers 
were classless. Similarly, the barter system and takenoko life deconstructed former systems of value 
1 For a thorough analysis of the cultured living and prewar home improvement (bunka seikatsu), see Harootunian 
2000; BJOAF 2004, Gordon 1997.
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and suspended symbolic relations between the goods and social identity. Kon was still optimist that 
the black market would not create negative values, which he revised later on, but he was one of the 
¿UVWLQWHOOHFWXDOVZKRQRWLFHGWKHVSDWLDOGLVUXSWXUHDQGWKHUHHYDOXDWLRQRIVSDFHDQGVRFLDOUHODWLRQV
in postwar Japan. The new colonial order that was imposed upon former high cultural quarters and 
sakaribaVXFKDV*LQ]DGLVVHPLQDWHGLQWRGDLO\OLIHE\¿UVWGLVSOD\LQJJRRGVDWWKH3RVW([FKDQJH
store in Ginza, then in department stores allowed by the GHQ, trickling down to the displays of the 
EODFNPDUNHWDQGWKHQEHLQJERXJKWQRWE\RUGLQDU\PLGGOHFODVVEXWE\WKH1HZ5LFKFRQVXPHUV
A central aspect of the black market can be found in Kurosawa Akira’s (1910-1998) postwar moral 
¿OP³$'UXQNHQ$QJHO´Yoidore tenshi), which was released in cinemas in 1948 (Kurosawa 1948). 
7KH¿OPZDVFHQVRUHGE\WKH*+4LQVRIDUWKDWWKHGHSLFWLRQRIWKHEODFNPDUNHW³KLG´WKHDFWXDO
presence of the Occupation Forces, but without a visible direct “other”, Kurosawa could criticise 
Japanese society even better from within the sceneric space of the market, and by laying the emphasis 
on his concept of “morality”.
7KH¿OPLVVHWLQDSRVWZDUWR[LFVOXPSDGDQFHKDOODQGQLJKWFOXERIWKHEODFNPDUNHWDQGD
TXDUWHURIEDUUDFNVUHYROYLQJDURXQGWKHPDUNHW OLIH7KHPDLQFKDUDFWHUVRIWKH¿OPDUHDGUXQN
cynical doctor who still has not given up hope for the people despite his drinking, a tubercular black 
marketeer who is also part of the \DNX]D gang that operates the market, society’s “antagonist”, the 
\DNX]D boss who only strives for power and money, and a small schoolgirl. Ian Buruma depicts the 
scenery as such:
³7KHFKHDSKRRNHUVOXUNLQJLQWKHVKDGRZVWKH\RXQJWKXJV¿JKWLQJRYHUWHUULWRU\ORRWDQGµIDFH¶7RKDYH
µIDFH¶LQDSDUWLFXODUGLVWULFWPHDQWWKDW\RXKDGWKHUXQRIWKHSODFHWDNLQJZKDW\RXQHHGHGIRUQRWKLQJDQG
PDNLQJKXJHSUR¿WVRIIWKHEDFNVRI-DSDQHVHFLWL]HQVZKRVWUXJJOHGWRVXUYLYH´%XUXPD
In the end, the tubercular human gangster dies – out of an act of morality, while trying to face the 
corrupt boss, in order to come to terms with the wartime past the latter represents. In the ending scene, 
the optimistic school girl and the cynical doctor are confronting the toxic slump representing Japa-
nese society together, as both “extremes”, the new “democratic” Japan and its educational system, 
and the Japan of both continuity and the kyodatsu situation, united in waiting for a better tomorrow. 
Although depicted as a “\DNX]D´¿OP.XURVDZD¶V'UXQNHQ$QJHO shows another part of the black 
market, which also emphasises that the market is a central and vital place for new social relationships 
in the postwar cultural chaos facing the loss of identity. His \DNX]Dexcept for the wartime relic of the 
corrupt boss, are not only gangsters masking themselves with a samurai code, but also a critique on 
WKH³GHPRFUDWLF´DQG³SDFL¿VW´-DSDQWKHDXWKRULWLHVZHUHWU\LQJWRLQVWDOO3HRSOHUHOLHGQRWRQO\RQ
the black market, but were a profound part of it and needed the black market as a sphere of “becom-
LQJ´7KHHQGLQJVFHQHVRIWKH¿OPGRQRWPDUNWKHGHDWKRIWKHEODFNPDUNHWEXWUDWKHUDQHJRWLDWLRQ
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of overcoming the past within the realm of social relations of the market. Kurosawa saw the black 
market as a structure that people have to face and live as an important part of society, and the ending 
RIWKH¿OPGHSLFWVERWKLPDJHVRI³-DSDQ´WKHSRVWZDUVOXPSDQGWKHQHZJHQHUDWLRQRIHGXFDWHG
democratic citizen, as members of one social space (Kurosawa 1948). 
$ORQJZLWK.XURVDZDRWKHU¿OPVE\FULWLFDOGLUHFWRUVVXFKDV.LQRVKLWD.HLVXNHµV
VDWLUHVRQ³+HUHµV WR WKH*LUOV´ IURP 2MǀVDQNDQSDLRUKLVZLGHO\DFNQRZOHGJHG¿OPRQ
³&DUPHQ&RPHV+RPH´.DUXPHQNRN\ǀQLNDHUXDQG³&DUPHQµV3XUH/RYH´.DUXPHQMXQMǀVX) 
from 1951 and 1952, play with the new stereotypes of strippers, mock nostalgic prewar beliefs and 
WKHFODVKEHWZHHQSUHZDUVRFLDOKLHUDUFK\DQGXOWUD$PHULFDQLVHGFODVVHVDQGPDQ\RIWKHVH¿OPV
OD\HPSKDVLVRQDQHZIRUPRIIHPDOHHPDQFLSDWLRQ.LQRVKLWD5LFKLH$OO
¿OPPDNHUVVDZSRYHUW\DVDEDVLFLGHDOIURPZKLFKWRFULWLFLVHEXWDOVRWRPRFNSUHDQGSRVWZDU
ideologies of “overcoming poverty” by the introduction of middle-class or Americanised ideals of the 
KRPHDQGWKHKRXVHZLIH7KH\PRVWO\MX[WDSRVHGWKHVHYLHZVZLWKWKHIUHHDQGDQDUFKLFEODFNPDUNHW
DQG1HZ5LFKDVDSRVLWLYHVSDFHRIDJHQF\7KHDJHQF\RIWKHEODFNPDUNHWLQWHUPVRIFXOWXUDODQG
social practices thus also lay mostly on women and female consumers.
Kurosawa had elaborated a year earlier on “The new femininity” ($WDUDVKLLRQQDUDVKLVD) in )XMLQ
.ǀURQand explained that the reasons for Japanese poverty were not the black market or contempo-
rary social phenomena like “prostitutes” and “arrogant marketeers”, but instead the immanent social 
problems within a hierarchical Japanese society that could not be solved easily (Kurosawa 1947: 38). 
For mass media and conservative authorities, this continuity from the prewar social logic was mostly 
not questioned, and thus the black market, despite converging both continuity and discontinuity of 
prewar Japan as a hybrid and new logic, was depicted as merely antagonist to “culture”. 
In addition, the central focus shifted to women as empowered protagonists of the market and 
as new socially mobile representatives of a new Japan. Tatewaki Sadayo (1904-1990)2, progressive 
critic and radical Marxist, was one of the few thinkers who saw this social mobility as a means to de-
fend and establish a classless society on the basis of the postwar puzzle and noise of the black market, 
because it dismantled the same prewar social structures the authorities tried to impose again, masked 
as “democratic” and “new”. Despite achieving a profound self-assertion of women, Tatewaki also 
tried to mediate knowledge about the social conditions and to cultivate feminist consciousness and 
ZRPHQ¿JKWHUVE\W\LQJ³UHDOHFRQRPLFQHHGV´WRWKHSHGDJRJ\RIWHDFKLQJZRUNLQJFRQGLWLRQVDQG
2  In the prewar, Tatewaki was active in radical socialist activities, founded the All-Japan Women’s Federation 
LQDQGZDVODWHUOHDGLQJ¿JXUHRIWKH3UROHWDULDQ:RPHQ¶V)HGHUDWLRQ0XVDQ)XMLQ'ǀPHL). She opened a school 
for the Kameido female textile workers and was also one of the leaders in the strikes. After spending time in prison and 
committing her own “conversion” (WHQNǀ), she wrote some articles on everyday life in women’s magazines in the prewar, 
but dedicated her work to the history of the women’s movements, which she continued into the postwar (see Koike 1981; 
*D\OH5HNLVKL+\ǀURQ
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exploitations. For her, the postwar disorder was the space of time and action for a change in societal 
structures (Koike 1981: 106).
Her general idea thus derived from the experience that for the liberation of women it would be 
necessary to unify all women regardless of class and status in order not to separate the social spaces. 
If women would see that the “movement” was part of their everyday life, because every woman was 
involved in work issues, even prostitutes, they would cooperate in activism (Gayle 2004: 67-68). She 
thought that the contribution to a pluralist society was not only the task of socialist activists, but of 
everyone who wanted to shape this space according to their own ideas. 
,QWKHSRVWZDUDOWKRXJKKDYLQJMRLQHGVRPHGHPRFUDWLFZRPHQ¶VDFWLYLWLHV7DWHZDNLFULWLFLVHG
the GHQ and in particular the power given to housewives’ organisations, and focused on the work 
of analysing women’s history to seek sociopolitical change. She agreed on many common ideas with 
radical feminists such as novelist Miyamoto Yuriko (1899-1951) and acitivst Kushida Fuki (1899-
2001),  and saw all women as the centre of history and everyday life, instead of focussing on limited 
social formations such as housewives, working women, or political suffragists (Tatewaki/Kushida 
$FWLYHSDUWLFLSDWLRQLQWKLVVHQVHZDVDPHDVXUHWR¿JKWWKHFRQGLWLRQVRIFDSLWDOLVPDQGH[-
ploitation on every class level and society as a whole.
$VZLOOEHVKRZQLQ&KDSWHU9IDVKLRQRUHYHU\WKLQJIDVKLRQDEOHSRVHGDWKUHDWWRPDQ\FULWLFV
at that time because it was a highly gendered, contested, and class-related domain. In the postwar, 
clothing became part of the same contested culture as indicated in this chapter of the black market 
between $PHULFDQLVPQDWLRQDOVXEMHFWLYLW\OLEHUDWLRQDQGWKHUHLQVWDWHPHQWRIFXOWXUDOFDSLWDOZKLOH
accentuating the fact that fashion was an incarnation of the capitalist mechanisms intellectuals sought 
WRUHMHFWDVQRQLQGLYLGXDODQG1HZ5LFK$WWDFNLQJ³FRPPHUFLDOLVP´RU³PDVVFRPPRGL¿FDWLRQ´
and the spread of capitalism, any social impact interspersed $PHULFDQLVP into intellectual discourses, 
which went surprisingly well with the critique on the social imaginary of fashion as undemocratic.
7U\LQJWRQHJRWLDWHWKHH[WUHPHVRIPDVVFRQVXPHULVPDQGVXEMHFWLYLW\7DWHZDNLKDGLQWKHSUH-
war already argued that whatever possible change for women’s equality could help liberating women 
to succeed in everyday life, while the egalitarian effect of mass fashion could contribute to changing 
societal status as well. If women’s liberation covered all classes, no one would give any importance 
to despising women due to their looks. Social mobility and the accumulation of a yet to be established 
cultural capital rendered it possible to not only overcome, but also challenge, cross and create new 
sociopolitical spaces: referring especially to the “Women facing hatred” (Nikumi au onna-tachi) in 
WKHHDUO\ZDU\HDUVPDUNHGDVWKHFRQVXPLQJ1HZ5LFKSURVWLWXWHVRUDQ\NLQGRIZRUNLQJZRPHQ
who dressed up and used “make-up” in “American” style, she defended woman’s freedom of choice 
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to represent whatever they wanted to be as part of the new self-representation and self-awareness 
(Tatewaki 1948: 17). 
Tatewaki thought of the political importance of every woman who rebelled against society from 
the basis of the black market, thus converting their activism into noise, participating in and shaping 
society as a reality-based Marxism. Local feminism then could not demand a global change of soci-
ety and was not able to transcend borders unless every woman saw her space as a sociopolitical one. 
There were few “narrow” domains where women could fully position themselves politically in the 
gender-segregated postwar system (Tatewaki 1948: 18), and Tatewaki went one step further to in-
clude the political potential of this disorder in everyday life into her concept of radical democracy: the 
UDGLFDOFKDQJHVLQVRFLHW\DQGWUDQVQDWLRQDOHQFRXQWHUVRIWKHEODFNPDUNHWDQGWKH1HZ5LFKDVZHOO
as new occupations for working women, produced radical reactions and new social spaces (such as 
fashion) that could be occupied by anyone: the noisier, the more progressive, since “exactly this other 
shape of women” (Tatewaki 1948: 19), outside the hierarchy of the household, had also emerged by 
this new space of Japanese postwar freedom (Tatewaki 1948: 18). The black market was the origin 
RIQHZVRFLDOUHODWLRQVDQGQHZDFWRUVLQWKHFXOWXUDO¿HOGZKLFKRQO\IHZDUWLVWVDQGLQWHOOHFWXDOV
could defend as the agency of challenge and rebellion against the heavy countermeasures. The violent 
nature of the market as well as that of strikes and political uprising were also part of the problematic 
locality of the black space.
$OWKRXJKWKHVHLQWHOOHFWXDOVDQGRWKHUSHRSOHVDZWKHEODFNPDUNHWDVWKH¿UVWH[SHULPHQWLQÄGH-
mocracy“, because it dissolved status borders and social inequalities (Ino 1999b: 39), it soon turned 
RXW WKDW WKHEODFNPDUNHWHHUVZHUH WKHRQO\RQHVZKRPDGHSUR¿W LQ WKLVQHZ IRUPRI HFRQRP\
charging high prices and fees for “ordinary” people, such as war repatriates and street stall racketeers 
selling their or other people’s goods. The Yomiuri Shinbun called it “the people’s market” (PLQVKǌQR
PƗNHWWR) by adding the problems of the police clearing up the “roots of evil” (Yomiuri Shinbun 1946). 
Sellers had to rent a place with “place money” (shoba dai), which was relatively expensive compared 
to normal salaries, and often controlled by gangs (Suzuki Y. 1949: 2). Especially by the GHQ and 
their propaganda in women’s magazines, the “free economy” and the accumulation of economic 
capital by the market was declared as an “enemy to democracy” (Kimura K. 1947: 47). The market 
gradually developed into a discursive negative model of “capitalism gone astray”. The black-market 
activities of \DNX]D would undermine society as the “cancer of democracy” (Ino 1999a: 240), spread-
ing violence, poverty and corruption, if they could not be restrained sooner or later. 
The black market was sociospatially referred to as a new democratic expereience and at the same 
WLPHDVDZDUUHOLFWKDWKDGWREHRYHUFRPH7KHUHIRUHWKHQHZUHODWLRQVWKDW6DNDJXFKL.RQ:DMLUǀ
Tatewaki and Kurosawa morally yet optimistically related to the re-negotiation of social space, were 
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contained within the “dark” space of premodernity, and excluded from society by being represented 
E\WKH³GHVSLFDEOH´QHZFODVVRI1HZ5LFK
:KLOHWKHFRQVXPHUEODFNPDUNHWVDZLWVHOIDVWKH³OLJKW´RIWKHSRVWZDUWKH*+4RI¿FLDOVDQG
the police deemed it the centre of wartime and postwar “darkness”. Thus, discrimination towards all 
kind of social formations related many diverse groups to the space of the black market, which did not 
VHHPWR¿WLQWRWKHQHZVRFLHW\7KHJURXSVWKDWZHUHFRQQHFWHGWRWKHPDUNHWDOWKRXJKWKH\GLGQRW
necessarily belong there, were “outlaws”: Japanese poor, residents from the former Asian colonies, 
war widows, war returnees, and day labourers (Ino 1999a: 295). Labour and social discrimination 
PRVWO\IRUFHGWKHVH³JURXSV´WRZRUNWKHUHEHFDXVHWKH\FRXOGQRW¿QGDQRWKHURFFXSDWLRQWRVXUYLYH
VHH.DQǀVHH6XJLQR+7KHLUPRELOLW\±ZDUUHWXUQHHVFRPLQJKRPH$VLDQUHVLGHQWV
resettled, war widows who had lost everything – was also mostly caused by the problem of not being 
eligible for social assistance and stigmatised as the “poor”. The black market was basically “class-
less”, and provided opportunities for them to work however “poor” their living circumstances were. 
1RQHWKHOHVVWKHVHJURXSVZHUHRIWHQUHODWHGWRWKHEODFNPDUNHWDV³VRFLDOSUREOHPV´&XOWXUDODQG
social antagonisms of these groups symbolised a continuity with the wartime and  the shame of the 
postwar: thus, this “premodernity” and “darkness” assigned them to the same space of black mar-
keteers, who, despite their success, were aligned as anti-social in demeanour, as general threats to 
HFRQRP\DQGVRFLHW\E\GH¿QLWLRQ
7KHEODFNPDUNHW DOVREHFDPH WKH¿UVW VLWH RI UDFLDO FRQÀLFW DV LW KHDYLO\GUHZDOO IRUHLJQHUV
LQWRLWVLOOHJDODFWLYLWLHVZKHQQHZVRQWHUULWRULDOFRQÀLFWVEHWZHHQ$VLDQJDQJVZHUHVWLUUHGXSE\
QHZVSDSHUVDQGJRVVLSPDJD]LQHVDQGHYHQWKH*+4LWVHOIMRLQHGWKHDWWDFNRQ.RUHDQVDQG\DNX]D 
in the black market (Asahi Shinbun 1946d: 2; Ino 1999a: 302-303). People from former colonies, 
derogatorily called third-country nationals ((dai)sangokujin), were not allowed to work in various 
occupations, and most of them were forced to go into restaurant or gambling businesses at the street 
markets. The late 1940s news on the black markets were almost always related to Asian gangs, Asian 
LQÀXHQFHDQGWKHLUXQ-DSDQHVHZD\RIEODFNPDUNHWHHULQJ7KHSUHVVXUHRQRUGLQDU\&KLQHVH.R-
rean and Taiwanese also increased enormously due to rumours of gang structures as well as real 
and imagined immoral and criminal black-market activities, which were exploited by national and 
international mass media. Nonetheless, during the Allied Occupation, it was many ordinary members 
of Asian communities that were accused of disrupting the economy, and who in the end were traced 
back to criminal black market activities in villages, cities and other communities. The former colonial 
SHRSOHZHUHVWLOOQRWDFNQRZOHGJHGDV-DSDQHVHUHVLGHQWVEXWDV³OLEHUDWHGSRVWFRORQLDOVXEMHFWV´
or “liberated poor” (NDLKǀN\ǌPLQ) (Ino 1999a: 295), and thus the government exerted more police 
control on their activities, in particular when they turned to the black market and clashed with other 
foreign gangs (Takemae 2002: 451). Once stigmatised, the “third-country nationals” were linked to 
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WKHEODFNPDUNHWDQGSRUWUD\HGDVPDMRUFULPHSUREOHPVGHVWUR\LQJSXEOLFRUGHUDQGPRUDOLW\DV
.RUHDQSROLWLFDOVFLHQWLVW.DQJ6DQMXQJVWDWHVLQKLVPHPRULHV
“There was virtually no recognition of any positive contribution of Koreans to the Japanese economy, 
 society or culture”(Kang 2006: 268). 
This also contributed to the negative image of the black market as a haven for the violent under-
ZRUOGDQGDOVRUHDVVXUHGQDWLRQDOLVWWHQGHQFLHVDOOWKHPRUHZKHQLQWKH¿UVW&KLQHVHPLOOLRQ-
aire (Dai Jin-long) took over traditional sweets and soba shops, because – due to the special law for 
&KLQHVHSHRSOHWRUHJLVWHUXQGHUWKH$OLHQ5HJLVWUDWLRQZLWKGLSORPDWLFVWDWXVDQGWKHUHPRYDOIURP
-DSDQHVHFULPLQDOMXULVGLFWLRQLQ±KHZDVH[HPSWIURPSD\LQJWKHVDPHKLJKWD[HVDVWKH-DSD-
QHVH7DNHPDH7KHDQJHUWRZDUGVPDQ\&KLQHVHLQYHVWRUVZKRKDGHVWDEOLVKHGFRQ-
nections to the food supplies of the OSS such as Meiji-ya, and to the “American lane” between Ginza 
and Ueno, who were patrons of almost all restaurants and food chains, rose remarkably when the ban 
RQUHVWDXUDQWVZDVOLIWHGLQWKHV([HSWIRUWKH&KLQHVH$VLDQIRUHLJQHUVDQGSRVWFRORQLDOUHVL-
dents alike were as such excluded from society and literally displaced into the undesirable space of 
black market crime again after the market lost its power. The “Asians” taking over the already “dark” 
space of the market was another cause for the problems for the recovery of economy and society, and 
attempted to devaluate the postwar black market as an institution which was genuinely not “Japa-
QHVH´:KLOHWKHZDUWLPHEODFNPDUNHWZDVD³GDUNQHVV´RIZDUWLPHSUR¿WHHUVDQGPLOLWDULVWVWKH
postwar black market developed into a pool of “non-Japaneseness” by linking American and Asian 
foreigners with day labour and poverty. Thus, the black market developed into a space that not only 
threatened society physically, but also conceptually. 
1.2 Limitations
$VWKH*+4DQGWKH-DSDQHVHJRYHUQPHQW¿UVWIDLOHGWRXQGHUWDNHHIIHFWLYHPHDVXUHVDJDLQVWWKH
power of the black market, they tried to introduce measures on every level of society: state propa-
ganda, economic countermeasures, and encouraging housewives associations.
7KH¿UVWHFRQRPLFPHDVXUHVDJDLQVWWKHEODFNPDUNHWDQGLQFUHDVLQJLQÀDWLRQZHUHFRQGXFWHGE\
WKH*+4DQGWKHSROLFHIRUFHVLQDQGLQFOXGHGUDLGVRQWKH¿UVWEODFNPDUNHWVDURXQGWKH2F-
FXSDWLRQKHDGTXDUWHUVVXFKDVWKH¿UVW*LQ]DGLVWULFW*LQ]DLWFKǀPH) and other black markets in the 
Tokyo wards Shibuya and Ikebukuro. The most problematic markets were the aforementioned large 
\DNX]D- or gang-controlled markets which could not be shut down easily, and which could assert their 
ORQJWLPHLQÀXHQFHE\WKHLUÀH[LELOLW\WRH[SDQGWKHLUDFWLYLWLHVWRWKHUXUDODUHDVDQGHVWDEOLVKZHOO
managed bases for supplying manufacturers and larger factories. The urban police began to register 
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the marketeers in the centres, but as in Shinbashi Market 
for example, non-organised ordinary people, who were also 
selling smaller goods at the urban marketplaces, were also 
registered under the supervision of police forces, so the dif-
ferentiation of who was “black” or “white” in the market 
sphere became increasingly less certain. 
$IWHUWKHGHDWKRIDFRXUWMXGJHRIPDOQXWULWLRQLQ
VHH&KDSWHU ,,, WKH JRYHUQPHQW ODXQFKHG DQ DGYHUWLVH-
ment campaign against illegal trade of food and in particu-
lar tobacco, designed by the Monopoly Bureau (Senbai-
kyoku WKHEUDQFKRIWKH¿QDQFHPLQLVWU\UHVSRQVLEOHIRU
the distribution of luxury goods such as salt, alcohol and 
tobacco (Fraser 1997: 81-83). Although the GHQ promoted 
WKHGLVVROXWLRQRIOX[XU\WD[HVRQWKRVHJRRGVVHH&KDSWHU
VI), the promotion of “wrong” tobacco and tobacco con-
sumers was aggressively coupled with domestic production 
as a form of culture. 
The propaganda measures by the state, police and trade 
unions were often provocative, as the advertisement against 
black smoking of Senbaikyoku and the Takasaki Regional 
7UDGH%RDUG reveal (Fig. 4). The Monopoly Bureau promoted Peace cigarettes with the slogan “Get-
WLQJWKH&LJDUHWWHRIIWKH%ODFN0DUNHWOHWXVSXWDOLJKWRQWKHFXOWXUH´)UDVHU,QSDUWLFX-
lar black smoking and drinking were crucial to be contained by the government, because cigarettes 
were “luxuries” taxed up to 20 percent and a “critical source for income” (Gilman 2004: 174), as 
WREDFFRZDVDOVRSDUWRIWKHEDUWHUWUDGHDVRI¿FLDO³FXUUHQF\´$GYHUWLVHPHQWVKDGWRVLPXOWDQHRXVO\
promote smoking and condemn the black market, and appealed to “love” buying cigarettes “from 
state production” by stereotyping the black market smoker as new rich pan pan girl (TOKZ 1987: 
39). It was not only social responsibility of the consumer to not become part of the black market, 
the anti-black market advertisements also promoted locally-made cigarettes as supporting Japanese 
and national “culture”, by determining “good” and “bad” practices of smoking and thus “moral” and 
“social” distinction (Gilman 2004: 174). Economic and social countermeasures thus mutually estab-
lished the image of the black market as the cultural antagonist and “cancer” of the Japanese nation 
and democracy.
Fig. 4: In 1948, the Takasaki City Regional 
7UDGH%RDUG presented these ads to remem-
ber citizen that the violation of selling to-
EDFFR RQ WKH EODFN PDUNHW ZDV ¿QHG ZLWK
50,000 Yen and up to three years in prison. It 
is remarkable to show the evil (black market) 
woman, signalled by her red scarf, smoking 
cigarettes in a time when smoking for women 
was a sign of “unruly” behaviour.
(TOKZ 1987: 39)
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1.2.1 Economic countermeasures: The New Yen Exchange
7KHPRVWLPSRUWDQWWDVNRIWKHHFRQRP\LQWKH¿UVW\HDUVZDVWR¿JKWLQÀDWLRQDQGHVWDEOLVKDQRI-
¿FLDOSULFHV\VWHPLQRUGHUWR¿JKWWKHULVLQJ³IUHH´PDUNHWSULFHV1HZVRQRI¿FLDODQGEHWWHUIRRG
control and luxury prohibition which were published in the newspapers had the tendency to be ac-
FRPSDQLHGE\RWKHUUHSRUWVRQWKHFRQVLVWHQWSUREOHPVRIULVLQJSULFHVWKHEODFNPDUNHWDQGLQÀDWLRQ
so that readers would connect the countermeasures with economic and social problems in a whole. 
,QÀDWLRQZDVQRWRQO\DFKDUDFWHULVWLFRI WKHEODFNPDUNHWEXWDOVRPHDQW WKDWDOPRVWDOOH[LVWLQJ
³EXVLQHVVHVIRXQGLWPRUHSUR¿WDEOHWRXVH>UHFRQVWUXFWLRQ@IXQGVWREX\DQGUHVHOOUDZPDWHULDOVWR
black market brokers” (Gordon 2003: 240), and thus stimulated a vicious spiral of price levels: from 
1945 to 1949, price levels for some goods had risen more than a hundred fold. In late 1945, the price 
for a shakuRIZKLWHULFHUDQJHGDURXQG\HQZKLOHWKHRI¿FLDOSULFHZDVLQGLFDWHGDVVHQDQ
ounce of sugar was about 1,000 yen, but by comparison, wages in that year differed from 40 to 520 
yen a month (Ino 1999b: 16)3. For sweet potatoes, the black market prices were forty times higher 
WKDQWKHRI¿FLDOSULFHVLQDQGLQDGGLWLRQLQÀDWLRQLQFUHDVHGVWHDGLO\GHVSLWHWKHFRXQWHUPHDV-
ures of the cabinet in 1946 (Uchino 1977: 258). In 1955, the rice price level was 214 times as high as 
in 1945, a piece of soap rose from 10 sen to 35 yen, while prices for electricity only increased slowly 
LQWKHVVXSSRUWHGE\WKHJRYHUQPHQW0LQREH5
7KHFRXQWHUPHDVXUHVWKHJRYHUQPHQWWRRNDJDLQVWLQÀDWLRQZHUHLQWURGXFHGLQ1RYHPEHU
and called (PHUJHQF\)LQDQFHV2UGLQDQFHV, enacted in February and March 1946 (NL¶Q\ǌNLQN\ǌ
sochi rei7KHSURSRVDOVRIWKLVHPHUJHQF\SODQFHQWUHGRQWKUHHPHDVXUHV¿UVWWRFRQFHQWUDWHRQ
the renewal and stabilization of currency value, food, and employment, second to renew the currency 
by simultaneously freezing deposits, and third to regulate price controls on staple foods, electricity, 
fertilizer, coal, steel, and others (Miwa 2003: 354-356). Another plan was the Priority Production 
Programme in 1949 that should revive iron and steel production by keeping coal demand low to pre-
vent shortages (Gordon 2003: 240). The infamous cut in production of “luxury items” was enhanced 
by the (FRQRPLF6WDELOLVDWLRQ%RDUG(%ǀHNLFKǀDQGWKH&RQWURO&DUWHOV&KLHIRIWKH(6%6HFWLRQ
which restricted articles and goods, such as leather briefcases, rubber mats, iron bathtubs as well as 
toilet articles such as nail-polish and other cosmetics made from metals, by connecting them to a 
moral consumer behaviour threatening the idea of “general poverty”: 
“At a time when goods essential to maintain life are almost non-existent, [...], the production and sale of 
OX[XU\LWHPVXVLQJFULWLFDOUDZPDWHULDOVLVVKDPHIXO´FLWHGLQ',5H
This restriction of luxury goods, ironically called “Ginza items” (found in the “Ginza stalls” on 
the streets), did not extend to export articles nor to the procurement demands of the Occupation, and 
3 1 yen = 100 sen.
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RQO\IRFXVVHGRQEODFNPDUNHWHGJRRGV',5H7KHVHPHDVXUHVUDLVHGGLVFRQWHQWE\WKH
SHRSOH¿UVWO\EHFDXVHLWUHPLQGHGWKHPRIWKHSUHZDUOX[XU\SURKLELWLRQVDQGVHFRQGO\ZDVXQHTXDO
treatment, because these articles were not restricted as special supplies to the GHQ and occasionally 
made their way back to the black market through this source. Other similar measures did not stabilise 
WKHHFRQRPLFVLWXDWLRQEXWUDWKHUKDGDOPRVWWKHRSSRVLWHHIIHFW&RPPRGLW\SULFHOHYHOVZHUHULVLQJ
UDSLGO\DQGWKLVFDXVHGIHDURIDK\SHULQÀDWLRQDJDLQ
The currency renewal, the New Yen Exchange of 1946, was a great failure. All notes over 10 yen 
were deposited and exchanged with a new currency called the New Yen; furthermore, “old yen” de-
posits for companies and individuals were frozen, and individuals were only allowed to withdraw 300 
yen plus a 100 yen addition for each family member a day. The government also introduced a wage 
limit for its employees of 500 yen, the 500-yen-life, which was a burden to salaried employees. In 
Koe, the letters-to-the-editor section of the $VDKL newspaper, a housewife complained: 
“Who on earth made the calculation of 500 yen? Is that person able to live their life with only this amount? 
[…] The only ones who have to struggle under this limit are the wage earners. Whereas the same Japanese 
people, if they are tradesmen, farmers, or capitalists, can rapidly convert their income into New Yen, and 
thus, [only] they will live in luxury” (Asahi Shinbun 1946b: 2; my emphasis). 
7KHVLWXDWLRQZRUVHQHGZKHQ¿UVWLWEHFDPHFOHDUWKDWPRVWEXVLQHVVHVKDGDOUHDG\FRQYHUWHGWKHLU
PRQH\WROHVVHUFXUUHQF\H[FKDQJHUDWHVEHIRUHWKH¿[HGGDWHRIFXUUHQF\H[FKDQJHDQGVHFRQGZKHQ
the government fell short of paper, so that the former yen notes were stamped to be converted into 
new yen instead of being exchanged. Such stamps were identical for all notes, so that they could be 
HDVLO\FRXQWHUIHLWHGIURPD\HQQRWHDQGDI¿[HGWRD\HQQRWHZKLFKERRVWHGWKHEODFNPDUNHW
HYHQPRUH%\WKHHQGRIWKHQHZPRQH\KDGVXUSDVVHGWKHROGPRQH\LQUHJDUGVRILQÀDWLRQ
DQGEODFNPDUNHWHHUVSUR¿WHGIURPEX\LQJVWRFNVDQGLQYHVWLQJLQRWKHUSURPLVLQJPDUNHWVVXFKDV
HOHFWULFLW\0LQREH5116
The countermeasures were heavily criticised: in a survey the Japanese Bank conducted in June 
LWZDVDQQRXQFHGWKDWLQÀDWLRQZDVVWLOOVWHDGLO\LQFUHDVLQJDQGWKDWWKHEODFNPDUNHWWUDGHVPHQ
KHOGPRUHWKDQDWKLUGRIWKHQHZFXUUHQF\ZKLOHIDUPHUVDQG¿VKHUVKHOGDQRWKHUWKLUG³1HZ<HQ
5LFK´EXVLQHVVPHQDQGPDQXIDFWXUHUVKHOGSHUFHQWRIWKHQHZ\HQDQGRQO\OHVVWKDQSHUFHQW
were left to urban consumers; consequently, spending capacity was low among ordinary consumers 
(Anonymous 1977: 277). In 1948 for example, Ie No Hikari published a chart on “Strange Equation” 
of goods, showing that textiles were most expensive, ranging from a handkerchief of 150 yen towards 
a suit of 10,000 yen which had  “equalled” a car in 1936, the year that served as relational standard for 
the reconstruction of postwar consumption (Ie no Hikari 1948a: n.p.). While prices rose thirty times 
DERYHWKHRI¿FLDOPDUXNǀ) index, the money was gathered in the black trade by the new currency, 
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hence it was claimed that the dependence of consumers on the black market lay around 75 percent, 
while takenoko trade (barter) was about 20 percent (Uchino 1977: 258). The press mostly criticised 
the emergency measures as favouring a system for the privileged classes, where only the purchasing 
SRZHURIWKHFRUUXSW³1HZ<HQ´FODVVFRXOGJURZWKHSUREOHPRIIUHHSULFHVDQGLQÀDWLRQZRXOG
lead to the austerity of people’s daily lives (WDLEǀVHLNDWVX) (Asahi Shinbun 1946c: 2). The GHQ was 
alarmed and tried to mobilise the population by appealing to its morals, and in February 1947, the 
chief of the Industrial Division held a speech before the Economic Stabilization Board, which should 
represent the interests of industry, labour, and the general consumer: 
“Black-marketing in Japan today has reached the point […] where it has nearly become a free market and 
[…] vast numbers of your population not only make a living from it, but depend upon it as a source of com-
PRGLWLHV´',5D
7KH³1HZ<HQ/LIH´ZDVDFFRPSDQLHGE\ZRUVHQLQJOLYLQJFRQGLWLRQVDQGLQÀDWLRQXQWLOWKHHQG
RIWKHV7KHPRUHLQÀDWLRQUHPDLQHGWKHPRUHWKHSROLWLFDOSDUWLHVZHUHDOVRXQGHUVXVSLFLRQ
of supporting capitalists and corrupt politicians, resulting in strikes and demonstrations, but the cen-
VRUVRIWKH&LYLO,QIRUPDWLRQDQG(GXFDWLRQ6HFWLRQ&,(RIWKH*+4ZHUHVWULFWLQFHQVRULQJDQ\
opinion of political connections to the market, or the accusation of GIs selling American goods in the 
marketplace, although the GHQ was determined to pursue violations of these rules within the Allied 
Forces as well. 
,QWKH8QLWHG6WDWHVVHQWWZR¿QDQFLDODGYLVRU\PLVVLRQVWR7RN\R¿UVWWKH6KRXSPLVVLRQWR
VXSHUYLVHWKHWD[UHIRUPDQGVHFRQGWKH¿QDQFLDODGYLVRU-RVHSK'RGJH7KHQHZWD[LQJSURJUDPPH
VKRXOGSURYLGHRSSRUWXQLWLHVWRLPSRVHDKLJKUDWHWD[RQWKHSURSHUW\RIZDU1HZ5LFKDVZHOODV
WDNLQJPHDVXUHVDJDLQVW³VDERWDJH´E\FDSLWDOLVWVZHDOWK\SRVWZDU1HZ5LFKDQG WKHSULYLOHJHG
FODVVHV*+46&$3E7KH'RGJH/LQHDOVREURXJKWVHYHUHFRXQWHUPHDVXUHVDJDLQVWVRFLDOLVWV
LQLWLDWLQJWKH5HG3XUJHVDQGKDUVKPHDVXUHVDJDLQVWZRUNGLVUXSWLRQV
Meanwhile, the government discussed a taxation plan in the years from 1946 until 1949 (NNS 
1946: 1), but had not reached any conclusions before the so-called Dodge Line was enacted, which 
IUDPHGDQHROLEHUDOVFRSHIRUWKHEDQNLQJV\VWHPDQGWULHGWREDODQFHWKHEXGJHWWRKHOSZLWK¿JKWLQJ
LQÀDWLRQVHWWLQJD¿[HGH[FKDQJHUDWHRI\HQSHUGROODUWRNHHS-DSDQHVHH[SRUWSULFHVORZ7KH
Dodge Line was rather ineffective until the Korean War broke out in 1950 (Nakamura T. 1977: 306-
307). The special demands of the Korean War from 1950 to 1953 stimulated the entire economy and 
eventually made it possible to raise wages and rebuild houses. Monthly household income witnessed 
a steady rise from 1951 onwards, which allowed even workers or farm households to take a small loan 
RUSD\RQLQVWDOPHQWVDQGQRWGHSHQGRQWKHEODFNPDUNHWDQ\PRUH6ǀPXVKǀDEF
In 1951, the improvement of the economic situation as much as the campaigns against organised 
crime led to a reordering of the street stalls, of which many lots were either burnt down or realigned 
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with new houses (Asahi Shinbun 1951: 2). Many black marketeers had also reached out to establish 
business in sugar, forestry and textiles, and Asian foreigners were urged to go either into the restau-
rant or gambling business (Ino 1999a: 376-377). In addition, as attention had shifted to the so-called 
criminal businesses of \DNX]D and Asian residents, coverage also shifted to the new place of black 
trade, Asia, instead of Japan (Yomiuri Shinbun 1951: 1).
7KHXUEDQFRQVXPHUGHSHQGHGRQEODFNPDUNHWEXVLQHVVHVPRUHWKDQRQRI¿FLDOZDJHVDQGSULFHV
until 1952. Being the central space and location of consumption for almost ten years, the black mar-
ket’s so-called anarchic role was more embedded into daily life than the new “democracy” that the 
government and the Occupational Forces were promoting, and even though there were severe coun-
termeasures, individuals of the Allied Forces themselves were involved in the black market trade, 
selling rare American items such as cigarettes, stockings, cosmetics and metal parts, so that legal, so-
cial, and cultural borders were blurred when people bought the “prohibited” and rare “Americanised” 
items. 
1.2.2 Social countermeasures: The Price Surveillance Committee
With the emphasis of the dependence of the consumer on the black market, most women’s maga-
zines and associations were engaged in the economic countermeasures and were encouraged by the 
*+4SURSDJDQGDLQ¿OPUDGLRQHZVUHHOVDQGZRPHQ¶VPHHWLQJVWRFRRSHUDWHZLWKUDWLRQFRQWURO
establishing a moral basis. The monthly columns on social and economic education were often writ-
WHQE\IDPRXVHFRQRPLVWVRQ³VRFLDO´WRSLFVVXFKDVKRZWRXQGHUVWDQGWKHHFRQRP\KRZWR¿JKW
WKHEODFNPDUNHWDQGZK\LQÀDWLRQKDGWREHFRXQWHUHG0LQREH58QGHUQHDWKRUQH[W
to these economic sections, the magazines featured long customised advertisements for the national 
VDYLQJVFDPSDLJQV)XMLQ*DKǀ7KH\LQIRUPHGWKHLUUHDGHUVWKDWLQÀDWLRQZDVDSUREOHP
linked to the shortage of all goods and the prospering of the black market. In order to take a big step 
towards the goal of a bright life (akarui seikatsu) and for the efforts of building a peaceful Japan 
ZLWKRXWVWULNHVRUEODFNPDUNHWVWKHLUUHDGHUVVKRXOGWU\WR¿JKWLQÀDWLRQE\VDYLQJXQWLOWKHSULFHV
would be stable (Shufu no Tomo 1946: 32). Sheldon Garon has stated for pre- and postwar Japan that 
these propagandist national savings campaigns were a crucial part of mobilising Japanese housewives 
to consume only the necessary and saving for the greater good of the nation, by engaging them with 
middle class issues (Garon 2006: 203-210). They shaped housewives as active “consumers” who re-
VWUDLQHGFRQVXPSWLRQDVDPRUDODQG¿QDQFLDOFRQWULEXWLRQWRWKHUHEXLOGLQJRIWKH-DSDQHVHHFRQRP\
society, and the new democracy they were living in, but also in distinguishing their “consumption” 
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from the free capitalist consumerism of the black market: by this distinction, housewives were not 
“committing consumption”. However, Patricia Maclachlan has investigated about the very small and 
IHZDVVRFLDWLRQVZKRZHUH¿JKWLQJ WKHEODFNPDUNHWUDWKHUIRXJKWIRUSURSURGXFLQJSROLFLHVDQG
consumer economics than for consumer rights. This reinforced the gender-segregated order of house-
wives being active against the black market and for national rights instead of consumer protection 
(see Maclachlan 2002). Nonetheless, their efforts, originating in frustration that the government could 
not even provide for basic commodities, were quite effective in both establishing the image of house-
ZLYHVDVFRQFHUQHGFRQVXPHUVDQGGHPRFUDWLFVXEMHFWVRIWKHQHZ-DSDQ
0RELOLVLQJKRXVHZLYHV¶DVVRFLDWLRQVDQGLQGLYLGXDOVIRUWKH¿JKWDJDLQVWEODFNPDUNHWHHULQJYLD
print media was one of the great achievements of the newly inaugurated Women and Minors’ Bureau, 
led by the social feminist Yamakawa Kikue (1890-1980), and on the housewives’ cooperatives level, 
by nationalist consumer advocate, Oku Mumeo (1895-1997), who strengthened the role of women as 
PRWKHUVDQGFRQVXPHUVDJDLQVWDOO³RWKHU´ZRPHQWKDWGLGQRWHQJDJHLQ¿JKWLQJIRU³GHPRFUDWLF´
rights. 
2Q-DQXDU\<DPDNDZDDVKHDGRI6&$3:RPHQDQG0LQRUV¶%XUHDXVDLGLQDQLQWHU-
view that she tried to establish a new association for women to shift more power to housewives; she 
was 
“planning to eliminate neighbourhood associations, the renovation of distributing organs, and more strict 
government examination of commodities which are sold [...]. That is a way of appealing women from their 
consumer’s side, and she also plans to appeal them through their children, that is from their mother’s side.” 
*+46&$3D
Most of these housewives’ associations and consumer cooperatives had already been established 
LQWKHSUHZDUDQGÀRXULVKHGLQZDUWLPHGXHWRWKHLUYROXQWHHUDFWLYLWLHVLQWKHJHQHUDOPRELOLVDWLRQ
campaigns. Women had partly been agents of the wartime propaganda and general mobilisation, as 
WKH\KDGIRUWKH¿UVWWLPHEHHQWDNHQVHULRXVO\E\WKHJRYHUQPHQWDVSROLWLFDOVXEMHFWVDQGWKHUHIRUH
PDQ\SUHZDUZRPHQVXIIUDJLVWVVXFKDV<DPDNDZD.LNXHKHUVHOIKDGMRLQHGWKHFDXVHRIZRPHQ¶V
RUJDQLVDWLRQV7KH\KDGEHHQYHU\EHQH¿FLDOLQPDLQWDLQLQJVRFLDORUGHULQZDUWLPHORFDOLWLHVDQGLQ
the postwar, their fundamental structures and activities were basically led by the same proponents of 
the prewar and wartime. Nonetheless, their ideology changed from wartime propaganda to the reali-
sation of establishing a better and democratic everyday life (Nishikawa 1996: 54). Yamakawa, who 
had been one of the early grass-roots feminists that had welcomed the changes in society made by 
modern girls and suffragists in the prewar, ascended to the head of the Women and Minors’ Bureau.
+RXVHZLYHV¶DQGFRQVXPHUDVVRFLDWLRQVHVWDEOLVKHGDV\VWHPRIFRXQWHUPHDVXUHVWR¿JKWLQÀDWLRQ
and reduce black-market activities in their neighbourhoods. Some of them installed controls on how 
many legal goods were arriving in their quarters, and awarded around 500,000 shops that sold “black 
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market free” goods with a seal, called Model Housewife Shops (shufu no mise), which were bound 
E\RI¿FLDOSULFHVDTXDOLW\VWDQGDUGDQGVDQLW\FRQGLWLRQVRYHUORRNHGE\WKHKRXVHZLYHVUHJXODWHG
E\DIUHHHQWHUSULVHDQGZKLFKRIIHUHGJRRGFXVWRPHUVHUYLFH1DNDPXUD.*+46&$3
E*+46&$3I+RXVHZLYHVDQGFRQVXPHUFRRSHUDWLYHVZHUHORFDODQGFRPPXQDOSLOODUV
of maintaining at least some social order. Although the GHQ and state authorities put large efforts into 
PDLQWDLQLQJWKHRI¿FLDOSULFHV\VWHPLWZDVDKDUGVWUXJJOH¿JKWLQJDJDLQVWWKHLQÀXHQFHDQGSRZHU
of the black market, until the Dodge Line and the impact of the Korean War could provide stabilisa-
tion.
Therefore, housewives’ associations also organised demonstrations, strikes, associations for sort-
LQJGHIXQFWFRPPRGLWLHVDQGEDFNHGWKHHVWDEOLVKPHQWRID³&RPPRGLW\3ULFH:DWFKLQJ&RPPLW-
tee” to watch black market prices, which was also favoured by the Women and Minors’ Bureau. The 
DVVRFLDWLRQVZRUNHGFORVHO\ZLWKGHSDUWPHQWVWRUHVLQRUGHUWRSURPRWHRI¿FLDOUDWLRQLQJDQGRI¿FLDO
SULFHV7KH&RPPLWWHHZDVHVWDEOLVKHGDVDQRI¿FLDOERG\ZLWKVL[ZDUGFKLHIVLQWKHODUJHUFLWLHV
XQGHUWKHDXVSLFHRIWKH(FRQRPLF'HSDUWPHQW*+46&$3E'HSDUWPHQW6WRUHVZHUHH[KL-
ELWLRQKDOOVIRUWKLV³FRQVXPHUHGXFDWLRQ´DVWKH(FRQRPLFDQG6FLHQWL¿F6HFWLRQRIWKH*+4FDOOHG
their efforts to introduce imported and canned foods into the Japanese market. Therefore, the Price 
6XUYHLOODQFH&RPPLWWHHDOVRSOD\HGDUROHLQWKHLUDWWHPSWVWRUHJDLQFXVWRPHUVWRWKHOHJDOPDUNHW
Any exhibition on consumer goods in large department stores such as Mitsukoshi, which was also 
part of the GHQ Home Improvement4 campaigns, was accompanied by volunteering housewives that 
ZHUHPHPEHUVRIWKLV&RPPLWWHH*+46&$3EF7RFRQWUROWKHEODFNPDUNHWGLVWULEX-
tion, GHQ particularly encouraged housewives “to utilize to the utmost the powers granted to them 
XQGHUWKHQHZ&RQVWLWXWLRQ´&,(%XOOHWLQWKXVPDNLQJZRPHQSDUWRIWKHQHZGHPRFUDF\LQ
WKH¿JKWDJDLQVWEODFNPDUNHWFULPHVDQGLQWKHSURPRWLRQRIIRRGUDWLRQLQJ)XUWKHUPRUH³ZRPHQ¶V
publications will carry articles of special interest to housewives, written by well-known women au-
WKRUV1HZVUHHOVZLOOSXEOLFL]HDOOLPSUHVVLYHSROLFHDFWLRQDJDLQVWYLRODWRUV´&,(%XOOHWLQ
Shufu no Tomo and other popular housewives’ magazines were actively involved in propagating this 
by making household books and by informing women frequently on the small successes of local 
VWRUHV¿JKWLQJWKHEODFNPDUNHW
$VWKH*+4FRQQHFWHGWKHFDXVHRI¿JKWLQJWKHEODFNPDUNHWDQGFULPHZLWKJUDQWLQJKRXVHZLYHV
WKHLUGHPRFUDWLFULJKWV¿JKWLQJWKHEODFNPDUNHWZDVDOVRSRUWUD\HGDVDFWLYHSROLWLFDOSDUWLFLSDWLRQ
The housewife as a political agent in the cause of the welfare of the nation promoted a more progres-
sive culturalZD\RIOLYLQJE\SDUWLFLSDWLQJLQWKH¿JKWDJDLQVWXQGHPRFUDWLFDQGFULPLQDOSRZHUV
 7KH+RPH,PSURYHPHQW&DPSDLJQVFDQEHFRPSDUHGWRWKHVRFDOOHG5HIRUP0RYHPHQWVLQWKHSUHZDU7KH\
FRQVLVWHG LQ+RPH$JHQWV DQGPHGLD WU\LQJ WR UHDFKDQG UHPRGHO UXUDOKRXVHKROGV7KHSURSDJDQGD¿OPVRQ+RPH
,PSURYHPHQWHQFRXUDJHGDQG¿OPHGE\WKH86,6DUHH[FHOOHQWH[DPSOHVIRUWKHOLQNVEHWZHHQ$PHULFDQLVDWLRQKRPH
improvement and the efforts of establishing their idea of democracy.
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of the black market. Housewives successfully found rationed goods in the black markets, abided by 
RI¿FLDOSULFHVDQGUHSRUWHGFRUUXSWSROLFHPHQZKLFKZHUHWKH³ZHDSRQV´RIZRPHQJUDQWHGE\WKH
&RQVWLWXWLRQDFFRUGLQJWRDFWLYLVWDQGOHDGHURIWKHODUJHVW+RXVHZLYHV¶$VVRFLDWLRQ2NX0XPHR
*+46&$3GH
,QWKH3ULFH6WDELOLVDWLRQ5DOOLHVLQ)XNXRNDDQGƿVDNDDVVRFLDWLRQOHDGHUVUHDFKHGWKHFRQFOXVLRQ
that “the housewives can do a lot in the movement as consumers”, and one of their greatest achieve-
ments was the exemption of taxes for permanent waves, as a necessity for the equality of working 
ZRPHQRIZKLFKPRVWRIWKHPZHUHQRWSDUW*+46&$3F*+4VXSSRUWHGQHZVSDSHUVDQG
magazines that were publishing articles written by famous intellectuals on the “success” of  the police 
and these women in re-establishing order. Housewives were educated to be agents of democracy and 
politics by being “consumers by saving”, successfully postponing conspicuous consumption to a later 
WLPH&RQYHUVHO\WKHDFWXDOIHPDOHDQGPDOHFRQVXPHUVDWWKDWWLPHZKRGLGQRWUHSUHVHQWWKLVNLQG
of political action by defending rationing systems and restraint, were excluded as either apolitical citi-
]HQVRUEODFNPDUNHWHHUV,QRUGHUWR¿JKWDJDLQVW³ZURQJ´FRQVXPSWLRQDIWHUWKHGHFOLQHRIWKHEODFN
PDUNHWKRXVHZLYHV¶DVVRFLDWLRQVDQGKRPHPDNLQJFODVVHVFDUULHGRQ¿JKWLQJRQD³GLIIHUHQW´OHYHO
in order to be taken seriously as democratic agents, thus not only establishing a logic of differences 
between “right” and “wrong” consumption, but also by relating the “wrongness” to the black market 
and its representatives of “committing consumption”.
7KHHIIHFWRIWKHVHHIIRUWVRIWKH3ULFH6XUYHLOODQFH&RPPLWWHHDQG+RXVHZLYHV¶$VVRFLDWLRQVZDV
less a control institution of black market goods, as the women had wished, but rather an example for 
supplying citizen with a moralist ideology and cultural propaganda of “good consumption”, which 
eventually shifted towards other spaces and social practices as well. The more the associations and 
consumer cooperatives were involved in political decisions, the more they stabilised the sociocultural 
categories of the housewife as the core consumer, thus de-politicising other movements and social 
formations, especially independent and women workers in the late 1950s as equivalences to the black 
PDUNHW$VWKH(FRQRPLF:KLWH3DSHURIIRUWKH¿UVWWLPHLQWURGXFHGWKHFRQVXPHUDVDFWLYH
SROLWLFDOVXEMHFWEHLQJWDNHQVHULRXVO\E\SROLWLFVDVWKHQHZDJHQWVRISRVWZDUFRQVXPHUVRFLHW\WKH
White Paper of 1959 did not only announce a consumer revolution, but also the New Middle as class, 
an thus as ideals of diligent, modest consumers. 
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5HFRQ¿JXULQJFRQVXPHUVSDFHV
1.3.1 Department stores
In the prewar, department stores served as the emblems of modernity: while relocating trade from 
neighbourhood stores into the city centres, they reshaped social and cultural space by not only reshap-
ing social institutions and relations, but also by liberating the female consumer to enter the public 
and anonymous space of consumption. The middle class ideal which department stores represented: 
culture, mass consumption, and freedom, should also be implemented in the postwar in order to serve 
the means of democratisation. But, although housewives were enfranchised to reconstruct consumer 
loyalty in shops and stores, department stores were struggling with the consumer space of the black 
market and their own ideals of cultural consumption. The black market connections also appeared 
in places that were not primarily for trading goods and thus undermined the predominant status of 
GHSDUWPHQWVWRUHVEDUVFDIpVQHZFDEDUHWVQRWHQWLUHO\RIWKH5$$DQGWKHVWUHHWVWDOOV7KHVHFDIpV
and bars were mostly located on Ginza and the surroundings, sometimes even in the same high-end 
department stores, which were said to now belong to the “underworld” culture. Most of the depart-
ment stores had lost almost all of their former stocks, such as Takashimaya, and novelist Yamashita 
Yuichi ironically calls the ambivalent change of department stores into promoters of scandal and 
Americanisation a broad and “blatant” (rokotsu) cultural change (see Yamashita 1999). The problems 
of wholesale trade and the shortage of goods also could not guarantee a fast recovery for department 
stores. In addition, the general distrust of many owners of department stores as wartime collaborators 
or ]DLEDWVX also generated an ambivalent viewpoint to the “culture” of these stores. 
With this contested change, the late 1940s became a revival of the remarkable boom of the JDLWǀ
of the 1920s and centred on the outdoor streets, where social life took place. Japanese people went 
outside on the streets to meet, watch performances, go to cinemas and theatres, and to go shopping 
at local markets and the street stalls. In the prewar, train stations were usually surrounded by “ter-
minal” department stores and shops, which accelerated the small consumer boom. But after the war, 
all that was left were small street stalls and black markets in the dark alleys beneath the train tracks, 
re-evaluating the JDLWǀboom as a cultural activity even further. The advent of television in 1953 also 
promoted the “street corners” as a cultural formation of a public audience, but the cultural activities 
of mass shopping could not be resumed until the late 1950s. The shifting from the “poverty” of the 
streets towards the “convenience” of the home was also promoted as a cultural practice from the 
mid-1950s. Nonetheless, the early postwar cultural and social practices of consumption developed on 
WKHVWUHHWVDQGDOWKRXJKGHSDUWPHQWVWRUHVUHDUUDQJHGWKHLULQÀXHQFHWKHEODFNPDUNHWUHPDLQHGD
strong yet culturally fragmented counterbalance.  
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Department stores had been central spaces of consumption and key agents for the cultural produc-
tion of a middle class in prewar Japan. They organised relations between goods by displaying them 
in certain aisles, and added cultural value by advertising themselves as quality brands. Advertise-
ments were designed by famous avant-garde artists, and the in-house customer service as well as 
FUHGLW LQVWDOPHQWV UHLQIRUFHG WKHLU LQÀXHQFHRQVKDSLQJDQGRUJDQLVLQJ WKHVSDFHRIFRQVXPSWLRQ
They shaped the notion of modernity as a practice, by “staging taste” and commodifying everyday 
OLIHWKURXJKVHOOLQJJRRGVDQGVW\OHVRIFXOWXUDOOLYLQJVHH5LFKWHU(YHQLQWKHSRVWZDUPDQ\
former middle class families still tended to go to Mitsukoshi in Ginza or Nihonbashi on a Sunday af-
ternoon, spending money in the store’s café, but were mostly not able to buy anything else (Sazanami 
5HFRQVWUXFWLRQZDV¿UVWFRQGXFWHGLQWKHVKRSSLQJVWUHHWVDQGVKRSSLQJFHQWUHVUDWKHUWKDQ
in the residential areas, but most of the commercial districts were not rebuilt until 1955, even though 
the streets were still crowded by window-shoppers on weekends. Still, household goods were mostly 
bought at local shops, and therefore, department stores in the postwar resembled prewar window-
shopping; people went to department stores not to consume goods but to wake desires, to meet, eat 
in cafés and conduct leisure, because the goods resembled luxury goods, and incomes were still too 
ORZ%XQJHL6KXQMǌE1RQHWKHOHVVDVGHSLFWHGLQWKHSUHYLRXVFKDSWHULQWKH¿UVWSRVWZDU
years, the income gap quickly rose with the privileges of the New Middle salarymen, and department 
stores appealed to high income from the beginning. This initiated a profound critique, as the “high 
culture” of department stores was appealing not only to high income, but also to “capitalist” consum-
ers, and many stores were also not able to surpass the dominance of the black market for a long time. 
,QWKH¿UVWSRVWZDU\HDUVPDQ\GHSDUWPHQWVWRUHVWHPSRUDULO\GRZQVFDOHGWRRWKHULQFRPHVRXUF-
es, such as the newly established Seibu which earned money by using its train service until 1953 to 
transport fertilisers, and which later also build traditional terminal department stores at the end station 
of their railways (Igarashi 2000: 150; see Havens 1994). High-end department stores such as Mitsuko-
shi or +DQN\ǌKDGGLI¿FXOWLHVJHWWLQJEDFNWRWKHLUKH\GD\VDVWHUPLQDOVWRUHVZKHUHWKHEURNHUVKDG
QRZWKHLUDUHDVRIWUDGHDQGWRJDLQSRVVHVVLRQRI³RI¿FLDO´JRRGVPDUNHGZLWKWKHRI¿FLDOPDUXNǀ 
stamp before they appeared “outside” on the streets, all the more because luxury production was pro-
hibited until 1950 (Asahi Shinbun 1947d). In addition, department stores indirectly served as centres 
IRUEDUWHUH[FKDQJHVLQWKH¿UVWSRVWZDU\HDUVFORWKLQJIRUIRRGXQWLOWKH\FRXOGUH¿OOWKHLUVWRFNV
ZLWKJRRGVLQWKHPLGV*+46&$3E7KHDUWH[KLELWLRQVDQGWKHHPSW\VKRZURRPVRI
Mitsukoshi were converted into exhibition halls for the reorientation and “better living” strategies 
of the Occupation Forces: the department store held the weekly lottery and put futuristic American 
KRXVHKROGJRRGVRQGLVSOD\WKDWZHUHLQWHQGHGWRVWLPXODWHGHVLUHEXWDOVRHYRNHGUHMHFWLRQWRZDUGV
the wealthy and utopian lifestyles of the rich, because those goods could not or were not allowed to 
115
IV. SOCIOSPATIAL REPRESENTATIONS OF CONSUMPTION: THE BLACK MARKET AND NEW RICH
EHERXJKWE\PRVWRIWKH-DSDQHVHSHRSOHZKRZHQWWRWKHVHH[KLELWLRQV*+46&$3G&HU-
tain districts in textile black market trade emerged right next to or at the backdoors of the department 
VWRUHVLQWKHDPXVHPHQWTXDUWHUVVXFKDVLQ$VDNXVD6KLQMXNXDQG6KLEX\D-:%HQQHWWVHH
Fig. 3). 
³7KH µVWUHHW VWDOOV¶ QRW RQO\ µFRQWUROOHG WKH GHSDUWPHQW VWRUHV¶ WKH\ FRQWUROOHG >HQWLUH@ 7RN\R´ ,QR
1999b:26). 
5DUHJRRGVVXFKDVWH[WLOHVDQGFORWKHVFRXOGQRWEHVXI¿FLHQWO\SURYLGHGDQ\ZKHUHLQWKHXUEDQ
environment, but found their way to the “black” trade by businesses, brokers and the channels of the 
“yami route” between the speciality Stores for the Forces, GIs and the black market, entirely remov-
ing the legal shops and department stores as mediators or vendors. Even if they could provide the 
JRRGVWKH³VWUDQJHHTXDWLRQ´RILQÀDWLRQPDGHWKHLUSXUFKDVHLPSRVVLEOH5REHUW:KLWLQJKDVVWDWHG
in his study on the “Tokyo Underworld”, that this route of goods proved also effective due to the Ko-
rean War boom through pachinko parlours and gambling alleys, who could circumvent the laws by 
not giving out money but “luxury” goods:
7KHGHPDQGIRU>@¿UVWÀRRUJRRGVDPRQJWKHORFDOSRSXODFHDOWKRXJKWKH\ZHUHIRUELGGHQE\ODZWR
buy them, proved to be far higher than anyone had expected, especially as the Occupation neared its end 
[...]. [They] moved Zippo lighters by the box, nylon stockings by the carton, and the heavily rationed com-
modity of sugar by the sack. [...] When the coast was clear, [they] set them down on the sidewalk in front 
of the store for sale to passersby [...].” (Whiting 1999: 28)
The uproar of the black market and gambling parlours controlling the urban consumer market also 
rendered them scapegoats of the decline of culture, by their illegally circumventing the institutions 
ZKLFKRI¿FLDOO\ZRUNHGWRJHWKHUZLWKWKH*+4DQGWKHJRYHUQPHQWWRLQVWDOOVRFLDORUGHU,QDGGLWLRQ
in the early 1950s, many other new rich black marketeers had also already moved their businesses 
into gambling or textile production, and added to the new “dressmaking wave” which made young 
JLUOVÀRFNWRGUHVVPDNLQJVFKRROVLQRUGHUWROHDUQKRZWRPDNHFORWKHVRQWKHLURZQVHH&KDSWHU9
'HSDUWPHQWVWRUHVWKHPVHOYHVZHUHFULWLFLVHGIRU³VHUYLQJ´WKHVH%ODFN0DUNHWDQG1HZ5LFKFRQ-
VXPHUVZKRGLGQRWFDUHDERXWWKHRI¿FLDO³H[KLELWLRQV´RUWKHUDWLRQLQJRIFRPPRGLWLHV,QWKHSUH-
war, 40 percent of sales of Mitsukoshi had been textiles, but in the postwar, the department store was 
forced to sell 15 percent off its textiles as second-hand textiles, whereas the popular food department 
RQWKHXQGHUJURXQGÀRRUKDGEHHQUHGXFHGWRDVPDOOSDUWRIWKH¿UVWOHYHO$VPHQWLRQHGEHIRUHFRV-
metics were still controlled as unnecessary luxury goods, and only cream could be legally purchased 
LQGHSDUWPHQWVWRUHVEHIRUHƿ]XND$VQ\ORQVWRFNLQJVDQGKLJKHQGJRRGVZHUHDOVR
available through gambling and street stall barter, the exhibitions only exposed “safe” and “rational” 
nationally produced goods which were newly made commodities and not yet attainable, such as the 
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electric household appliances. In consequence, the consumption of goods that were not only highly 
GHVLUHGEXWGHVSHUDWHO\QHHGHGVXFKDVWH[WLOHVZDVFRQWHVWHGDV1HZ5LFKcommitting consump-
tion. Therefore, the core customersRIGHSDUWPHQWVWRUHVZHUHGHSLFWHGDVFDVKSD\LQJ1HZ5LFKZKR
“do not only look at the products carefully” but were “also extremely hard to deal with as customers”, 
apparently because of their manners and lack of taste; they would choose to buy a best-selling book 
EHFDXVHLWVELQGLQJ³VXLWVWKHGHFRUDWLRQRIWKHSDUORXU´LQVWHDGRILWVFRQWHQWVƿ]XND
Shortly after the Occupation ended, the former ]DLEDWVX had almost re-established their former 
wealth and invested into their department stores again, but these only regained their position as taste-
makers after 1959, when the economic boom started. Although department stores faced many prob-
lems such as strikes, the reorganisation of ownership, division of larger groups, and changes in dis-
WULEXWLRQE\WKHIRUPHU&DUWHOV6HFWLRQRIWKH*+4WRDYRLG]DLEDWVXPRQRSROLHVOX[XU\GHSDUWPHQW
stores went in the direction of reconnecting with their prewar status as deciding and “staging” cultural 
WDVWHHYHQWKRXJKWKH\KDGDGLI¿FXOWWLPHFRPSHWLQJZLWKWKHEODFNWUDGHVHH+DQN\ǌ
6RWKH\ZRUNHGFORVHO\ZLWKWKHRI¿FLDOODZVMitsukoshiDW1LKRQEDVKLVWDJHGRQHRIWKH¿UVW
fashion shows of the postwar and positioned itself by promoting Japanese new designers, cultural 
heritage, and showing an exhibition on Paris. Mitsukoshi later rewrote its postwar history by declar-
LQJWKDWWKH\KDGEHHQFRPEDWLQJWKHEODFNPDUNHWZLWK³¿[HGSULFHV´DQGWKXVUHJDLQHGWKHWUXVWRI
former loyal customers (Mitsukoshi 2005). These former loyal customers were a small percentage of 
members of the prewar middle and upper classes, who had already led a privileged and wealthy life-
style. As mentioned before, Mitsukoshi and other department stores, which worked closely with the 
Allied Occupation and Housewives’ Associations to regain their predominance as a cultural exhibi-
WLRQVSDFHVZHUHXVHGE\WKH*+4WRGLVWULEXWHSRLQWVIRUFORWKLQJDQGSUR¿WHGIURPWKHH[FKDQJH
with the GHQ on merchandising techniques, but real trade was still mostly happening on the streets. 
In spite of Mitsukoshi’s prewar status as the institution of cultural production and their emphasis on 
EHLQJWKH¿UVWSRVWZDUVSDFHRIFXOWXUDOFRQVXPSWLRQDJDLQSRVWZDUFXVWRPHUVDQGFULWLFVKHDYLO\
questioned the department store’s capitalist tendencies and poor service, accusing them of not being 
DEOHWRVHOOFXOWXUDOO\DFNQRZOHGJHGFRPPRGLWLHVRUEULQJDKDOWWRWKHEODFNWUDGHQH[WGRRUƿPRUL
et al. 1952: 260-278).
As such, criticism against department stores was high: the department stores were also stages for 
the contestation between “cultural taste” and $PHULFDQLVP, they were even seeking advice on the 
$PHULFDQUHWDLOV\VWHPRULQVWDOOLQJDPXVHPHQWORFDWLRQVIRUWKH5$$'HSDUWPHQWVWRUHVGLGQRW
have many customers, because middle class housewives were encouraged to save, and only helped 
in promoting future commodities in exhibitions and educational events. Furthermore, exhibitions of 
JRRGVZHUHWDUJHWHGDWWKHROGDQGQHZPLGGOHFODVVPHPEHUVRIZKLFKWKHPDMRULW\WHQGHGWRVHHND
continuity of prewar cultural practice, but the core customers of department stores seemed to still be 
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1HZ5LFKZKRERXJKW³$PHULFDQLVHG´JRRGV7KH³FXOWXUH´ZKLFKGHSDUWPHQWVWRUHVSXUVXHGZDV
not in line with most postwar realities, and was in fact detached from the “mass” consumption that of 
the the black market. Thus, the arena of “staging taste” was temporarily located at the streets and the 
black space of consumption. 
In addition, although Mitsukoshi deemed itself a place of culture and promotion of “taste”, working 
FRQGLWLRQVZHUHSRRUDQGUHÀHFWHGRQWRWKHDOUHDG\FULWLFLVHGDWPRVSKHUHRIEHLQJQRWRQO\DIRUPHU
]DLEDWVX, a high-end store fallen into decadence, but also a place that promoted “American” culture 
E\VLPXOWDQHRXVO\H[SORLWLQJSUHZDUKLHUDUFKLFDOVWUXFWXUHVRIZRUNƿPRULHWDO
The grand strike in 1951 was criticised by $VDKLMRXUQDOLVWƿPRUL6KLJHRLQKLVDUWLFOH
“0LWVXNRVKLQLZDVXWRUDLNLPRJR]DLPDVX” (“Even at Mitsukoshi, they are on strike”) (1952). De-
spite the promotion of commercial ideals of democracy, not only the hierarchical structure of labour 
relations in the store was criticised, but also gender equality. Labour relations for women were ex-
ploited, although Mitsukoshi established close connections to enfranchised housewives as their main 
representatives of democratic consumption by GHQ-supported exhibitions. In combination with la-
bour relations, the working women were furthermore ridiculed by the public, making it appear that 
WKHLUVWULNHZDVPHUHO\³ORRNLQJOLNHDIDVKLRQVKRZ´ƿPRULHWDO
By the contradiction of staging cultural taste on a level through goods that did not yet have a 
meaning as necessities, and by envisaging a Western-style culture, the negotiation of meaning and 
FXOWXUDOYDOXHVGLGQRW¿UVWWDNHSODFHLQGHSDUWPHQWVWRUHVZLWK³¿[HGSULFHV´EXWLQVWHDGKDGEHHQ
strongly challenged and contested by the small social and cultural relations of the black market as the 
¿UVWFRPPRGLI\LQJFRQVXPHUVSDFHDQGWKHQHZSROLWLFDOFRQVFLRXVQHVVRIZRUNLQJZRPHQ1RQH-
theless, the US-sponsored exhibitions on new, democratic lifestyles, new household commodities, 
energy, American culture, etc. shaped their reestablishment as high-end department stores that dif-
fered differently in a new democratic and capitalist environment. For department stores in the 1960s, 
the difference from the black market could be turned into distinction and taste: while the impotence 
RIGHSDUWPHQWVWRUHV LQ WKH¿UVW\HDUVDOVRUHYHDOHGWKHLU LQYROYHPHQW LQWR³FRPPLWWLQJFRQVXPS-
WLRQ´WKH\FRXOGODWHUSUR¿WIURPWKLVFRQWHVWHGDQGFRQWUDGLFWRU\KLVWRU\RI1HZ5LFKFRQVXPHUV
SRRUZRUNLQJFRQGLWLRQV¿[HGSULFHVDQGWKHVXSSRUWRIWKH2FFXSDWLRQ)RUFHVE\IRFXVLQJRQWKH
“good consumer”. But in the years between, department stores had little meaning on the streets. The 
1HZ5LFKFRQVXPHUV QRWRQO\DSSURSULDWHG WKH VDPHFRQVXPHU VSDFHV WKDWZHUH VLPXOWDQHRXVO\
dominated by the utopia of a better future, but also posed a threat to the dominant ideology of cultural 
consumption, which can clearly be seen in the contested space of department stores, Americanisation, 
and the domination by the black trade.
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1.3.2 Re-locating consumers: gender trouble in the market
The black market as space of consumption was also gender-segregated. Women were mostly ab-
sent from the selling activities of the market, and were left as mere consumers of black-marketed 
goods. In addition, women’s engagement into black market activities was equivalent to pan pan girls 
VHOOLQJWKHPVHOYHVWRWKH$OOLHG)RUFHVLQ5$$DPXVHPHQWFHQWUHVRQWKHWUDLQSODWIRUPVDQGLQ
cabaret clubs. Although women also traded money and goods back on the black market for stockings, 
dresses, cosmetics or other consumer goods, even in the accounts of the black market, they were seen 
as consumers. Yamaguchi Shizue (1917-) for example, as one of the few outspoken and provocative 
ZRPHQZKRZDV¿UVWHOHFWHGWRWKH-DSDQHVH6RFLDOLVW3DUW\LQWKH'LHWLQZHQWFDPSDLJQLQJ
through the black markets in order to reach ordinary citizens, although housewives’ associations and 
other female politicians such as Yamakawa Kikue were strictly against any involvement into these 
SODFHV6DLWǀDVHHDOVR&KDSWHU9
As production was primarily seen as male, women of the black market were more often seen as 
selling only their bodies, not goods, especially when there were “foreigners” in form of American GIs 
involved. After the success of the novel Nikutai no Mon*DWHVRI)OHVKE\7DPXUD7DLMLUǀ
1983) in 1947 ([1947]1988), the boom in “nikutai literature” and the public discourse on sexuality as 
DIRUPRIVXEMHFWLYLW\GHFRQVWUXFWLRQDQGGHJHQHUDWLRQRIVRFLDODQGSROLWLFDOV\VWHPVWKHLQWHUHVW
in sexual amusement and scandals was growing (see Koschman 1996). The so-called “women of the 
dark” (yami onna), or “angels of the dark” (yoru no tenshi), were mapped into the same black market 
and \DNX]D clusters of – as a prostitute on the famous radio show *DLWǀ5RNXRQ called the quarters – 
5DNXFKǀ<ǌUDNXFKǀNogami (Ueno), and %XNXUR (Ikebukuro), and even other general and kasutori 
PDJD]LQHVSXEOLVKHG³DFFRXQWV´RISURVWLWXWHVRQWKHLUOLYHV6KǌNDQ$VDKL
However, according to John Dower, the “panpan were the exemplary pioneer materialists and con-
sumers of the postwar era”, the “brightly rouged lips and colorful clothing were not merely a prosti-
tute’s regalia”, but the women of the black market were “the harbingers of a hedonistic, materialistic 
American-style consumer culture” (Dower 1999: 136-138).
In contrast, the dominant construction of “men” and “women” in the postwar was modelled after 
the ideal of the male producer and the women as housewife, and assigned all “other” men, women, 
war widows, working women, and consumers to the category of “broker” or “pan pan”, so that it was 
GLI¿FXOWIRUERWKJHQGHUEXWHVSHFLDOO\IRUZRPHQGHVSLWHWKHLU³HPDQFLSDWLRQ´DQGOLEHUDWLRQWR
create their own identities based on gender equality beyond these two categories (Amano 2005: 216-
.DQǀ
$OWKRXJKUHWURVSHFWLYHO\GHSLFWHGDVWKH¿UVW³IDVKLRQOHDGHUV´*LQ]DYLVLWRUVDQGZRPHQZKR
ZHQWVKRSSLQJZHUHLQLWLDOO\OLQNHGWRWKH*LQ]D5$$LPDJHRUWRWKH\DNX]D prostitution circles. 
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Women who went window shopping, having a leisure time, while others worked hard for their liv-
ing, were seen as women of dark businesses, dancers, cabaret singers, or yami onna, because only 
WKRVHMRERSSRUWXQLWLHVSURYLGHGDGHFHQWLQFRPHIRUZRPHQ0DQ\RIXQHPSOR\HGVLQJOHZRPHQ
and war widows were also relocated to these places as “problems” by the mass media and their con-
sistent sexualisation in kasutori magazines, because, as the postwar measures against unemployment 
indicated, women should not continue to work or consume, but should “go back” to the “household” 
LQRUGHUWROHWPHQUHVXPHWKHLUSRVWV.DQǀ,QWKH¿UVW\HDUVSDUWLFXODUO\WKHIHPDOH
employees in dancehalls and cabarets were targeted: Some people would also go so far as to express 
their opinion to the GHQ that female dancers and entertainers should be “banned” because of the food 
VKRUWDJH*+46&$3D6LPLODUFRPSODLQWVRQWKHIRRGVKRUWDJHZHUHH[SUHVVHGLQDVXUYH\RQ
the income of female Tokyoites; since some women earned good money in the cabarets, even more 
than the new salarymen, other people could not even eat properly (Asahi Shinbun 1946b). After the 
IRRGVLWXDWLRQJRWEHWWHUWKHFRPSODLQWVVKLIWHGWRGUHVVPDNLQJVHH&KDSWHU9DQGWRDQ\FRQVXP-
ing social practice that was “too much” and “degenerated”, especially by consuming the former black 
traded luxury goods of lipstick, nail-polish and other cosmetics (Watanabe S. 1946: 22). Men doing 
their hair in “regent style” and high-class suits or fur coats were also linked to the brokers and busi-
nesses of the black market. 
After the aforementioned radio programme featured a pan pan girl and her opinion, debates on 
her courage as well as her amorality began. The 6KǌNDQ$VDKLpublished a famous and often-cited 
roundtable with prostitutes in 1947, which was commented on by Yamakawa Kikue as the representa-
tive of the Women and Minors’ Bureau, and which clearly showed the diverging opinions related 
to social status. In contrast to the “general opinion” and the accusations that the women around the 
black market activities were the cause of poverty and social inequality, prostitutes themselves were 
well aware of their image as “social problem”, but also were proud of being able to earn their own 
living. They knew that they were openly stigmatised on the streets, where they had to suffer people 
FDOOLQJWKHP³SDQSDQ´LQDORXGYRLFH6KǌNDQ$VDKL7KHSURVWLWXWHVVDZWKHLUZRUNDV
temporary and claimed that, in order escape the situation and have a future, they wanted to become 
“respectable” by saving money, becoming brokers, dressmakers or working as attendants in theatres 
6KǌNDQ$VDKL:RPHQZHUHFRQ¿QHGWRWKLVIUDPHZRUNDQGFRXOGQRWEUHDNRXWRIWKH
circle of employment in the leisure industry, which was up until the mid-1950s related to and “con-
taminated by” the black market. Although the new democratic system seemed to be open for social 
mobility, a rise in mobility for these women was made particularly impossible: Yamakawa Kikue, as 
the representative of the “good” women, answered to the same roundtable that “these women” wear-
ing make-up, with permanent waves and frequently changing partners were the “products of a past 
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ZRUOG´6KǌNDQ$VDKLP\HPSKDVLVVRWKH\ZHUHH[HPSWIURPWKHQHZGHPRFUDF\DQG
IUHHGRP$FFRUGLQJWR<DPDNDZDWKLV³SDVWZRUOG´ZDVDOVRFRQ¿UPHGE\WKHLUORZHGXFDWLRQORZ
NQRZOHGJHZHDNFKDUDFWHUDQGVHOILQGXOJHQWKHGRQLVP6KǌNDQ$VDKL7KHVDPHWUHDW-
ment of women was often found in gossip stories about women “confessing” their wealthy abundant 
rich lifestyle like these prostitutes, and in other accounts, this also included war widows having to 
sell their bodies, because they were not able to receive enough welfare (see also Shinbungai 1949). In 
contrast to the perceptions about women prostituting themselves, according to the very same enter-
WDLQHUVLQ¿OPPXVLFGDQFHUVDQGSDQSDQJLUOVWKHLQFRPHZDVQHLWKHUDVKLJKDVLQUHODWLRQZLWKWKH
¿UVWWZRSRVWZDU\HDUVQRUZDVZRUNLQJDVDVHUYLFHJLUODOZD\VRQH¶VRZQIUHHFKRLFH,QWKHLQÀDWLRQ
and especially after the end of the Allied Occupation, the income of women’s service work had not 
risen as equivalent to service work of working women, and their salary remained under ten thousand 
\HQDPRQWKWKXVWKH\IHOOXQGHUWKHSRYHUW\OLQHRUZHUHERUGHUOLQHSRRU-XQNDQ1\ǌVX
)XMLQ.ǀURQD.DWHL.XUDEX
5DGLFDO IHPLQLVW7DWHZDNL 6DGD\R WKHUHIRUH FULWLFLVHG WKH SRVWZDU WUHDWPHQW RIZRPHQ E\ WKH
government, Yamakawa’s bureau and the general public. As shown before, Tatewaki saw political po-
tential in these women, as rebellion against the moralist conviction of society through dressing up and 
WU\LQJWRÀHHWKHHVWDEOLVKHGVPDOOZRUOG\RXQJZRPHQZHUHOLYLQJLQ7KLVVKHDUJXHGFRXOGDOVREH
seen as political and cultural “activism”, and even if visualised by make-up and style, she considered 
WKDWWKLVFRXOGPDNHDOOZRPHQEUHDNRXWRIWKH³VPDOOZRUOGRIZRPHQ´WKH\ZHUHFRQ¿QHGWRDVWKH
agents of noise, in order to overcome social and class orders (Tatewaki 1948: 17-18).
7KRVH1HZ5LFKEODFNPDUNHWZRPHQZKRH[FHVVLYHO\GUHVVHGXSDQGUHEHOOHGDJDLQVWWKHVKDG\
OLIHRIDQH[SUHVVLRQOHVVKRXVHZLIHRURI¿FHODG\FRXOGEHWKH¿UVWWRDQVZHUWKHLUVWDWXVUROHVLQ-DSD-
nese society, bringing the question out onto the streets, into families, into ministries and dancehalls, 
asking themselves what to socially represent in the near future in a society that was not male-domi-
nated (Tatewaki 1948: 17-18). Tatewaki concluded, similar to Kurosawa Akira, that “a new beauty” 
demanded new boundaries, even if they were inappropriate in the face of all the problems of postwar 
Japanese society, but women could only choose their “weapons” from within their limited world of 
consumption and homemaking. Yoshimi Shun’ya also states that the so feared $PHULFDQLVP of the 
pan pan girls offended the maleness of national Japanese society, as a demonstrative cultural change 
(Yoshimi 2007: 108-109). $PHULFDQLVP thus was not only a part of capitalism and immoral behaviour 
of pan pan girls, but offered to expand social spaces towards a transnational critique on the Japanese 
cultural production, so she argued that even this Americanised “other” shape of women was truly 
Japanese (Tatewaki 1948: 18). 
Not only women, but also homosexuals were drawn into the prolonged discourse of the black mar-
NHW,QWKH¿UVWSRVWZDU\HDUVJD\EDUVKDGUHRSHQHGDURXQG6KLQMXNX¶VEODFNPDUNHWDQGDPXVHPHQW
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TXDUWHU.DEXNLFKǀDQGGXHWRWKHTXDUWHU¶VUHSUHVHQWDWLRQDVWKH³VRFLDOVWUXFWXUHRIWKH\DNX]D´
the media retraced the gay bar owners and their patrons to black market and to small tekiya who had 
shifted to investing in amusement institutions after the black market was declining in 1950, mostly 
VH[XDODPXVHPHQWDURXQG*LQ]DDQG$VDNXVD*+46&$3$OWKRXJKWKHUHDUHQR¿JXUHVKRZ
many \DNX]D or black marketeers were also patrons of the gay bars, it is important to notice that the 
PHPEHUVRIDPXVHPHQWLQGXVWULHVZKLFKZHUHQRWHVWDEOLVKHGLQDFFRUGDQFHZLWKWKH5$$ZHUH
additionally seen as part of the black trade, subsuming women and men alike under the black enter-
tainment. Especially after the end of the Occupation in 1952, and due to the anti-prostitution bill in 
1957, gay bars suddenly experienced a boom in combination with serious concerns in the mass media 
about their perverting (yugami) the newly established democratic and morally intact society (Yomiuri 
Shinbun 1957: 9; 1958: 4). The gay boom lasted, as did the culture of black market consumers, and 
heavily shaped postwar culture as a space of many differences, where it was possible to live according 
WRWKHQRWLRQRIIUHHGRPDQGVXEMHFWLYLW\
The black market caused people’s suffering, so all men and women who consumed “extraordi-
nary” luxuries were depicted as part of the same black space, but the market as a consumer “space” 
was also a part of every day life which dismantled both prewar and wartime structures. The new 
agency of consumers in the contested space of the black market could also be seen as offensive to 
the re-establishment of social order. In these new social circumstances, women’s ambivalent modern 
fashion style and their self-consciousness as the winners of the defeat did not correspond with the 
non-criminalised, non-Americanised democratic function of the role of housewife, and the state as 
well as general and women’s media represented them as the “social problem” and counterpart of mor-
al Japaneseness. The “Americanised” woman as prostitute and “fashion leader” (Yamaishi 1981: 62) 
was also part of the realm of the black market consumption and perceived as noise in the social space.
Therefore, women of the black market were seen as twice as dangerous to social and cultural rela-
tions: the practice of barter challenged not only relations between producers, vendors and customers, 
but also between gender-bound relations of male production and female consumption. In order to sell 
or purchase American or foreign goods to or from a black marketeer, sometimes these women served 
as partners to trade or barter certain goods. Women contested the space of the new gendered logic 
of consumption, because they established and kept contact with the Occupation Forces. The relation 
to come into contact with the cultural other, be it either a woman in the male domain of trade, or a 
bartender interacting with GIs, or “angels of the dark” selling their bodies to certain customers, were 
all part of the same discourses on containing the black market, because it was a place that challenged 
and subverted the yet to be established moral and social order. To keep social and cultural relations 
clean, the traits of these women as well as their fashion were connected to $PHULFDQLVP and relocated 
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to the ambivalent transnational black market which expressed the decay and decadence of the black 
marketeer and pan pan girl as un-Japanese “committing consumption”. Nonetheless, these cultures of 
the black market dominated the consumer spaces and established new and thriving forms of cultural 
relations.
In sum, the visible and physical experience of the black market space, as a place of possibilities, in 
the 1950s was gradually replaced by the notion of an invisible enclosed “black space” transcending 
onto different sets of social practices. The black market disappeared from the streets, but could still 
be re-traced by the way how people worked, consumed, or acted. By 1958 and 1959, this stigma of 
the black market was overcome by the middle class ideology, but certain traits of “perversion” could 
still be found in various relationships.
2 SPACE OF REPRESENTATIONS AND REPRESENTED SPACE
2.1 Concepts of New Rich as representatives
The representational space of black market seemed to be centred around its representatives, war-
time capitalists, black marketeers and women workers in the service and amusement, but also the 
FRQVXPHUVZKLFKZHUHGHEDWHGDV³1HZ5LFK´ narikin7KHVHGHEDWHVRQ WKH1HZ5LFKDV WKH
representatives of new social relations, deriving from the black market, increased the late 1940s when 
not only the black market “democratic” experiments caused the most trouble for the economy, but 
DOVRZKHQLQÀDWLRQZDVDWLWVSHDN7KHFDWHJRULHVRIVRFLDOSUDFWLFHDVVLJQHGWRWKH1HZ5LFKZHUH
created from 1945 to 1949, and began to serve as basic categories in the 1950s for other social institu-
WLRQVIRUPDWLRQVDQG³GHYLDQW´FRQVXPLQJSUDFWLFHVVXFKDVRIWKHDSUqVJXHUUH\RXWKIRUH[DPSOH
The erosion of identities and destruction of social patterns in the rapid postwar transformation of 
VRFLHW\RSHQHGXSQHZVRFLDOVSDFHVDQGLGHQWL¿FDWLRQSURFHVVHVDQGWKHZHDNHQLQJDQGHURVLRQRI
patterns in these spaces were caused by the existence of the black market and the collective “class” 
RI1HZ5LFK+REVEDZP,QRUGHUWRHVWDEOLVKVRFLDORUGHUDQGKLHUDUFKLHVEDVHGRQWKH
UHLQYHQWLRQRI-DSDQHVHFXOWXUHWKHFUHDWLRQRIDFROOHFWLYHLGHQWLW\LQRSSRVLWLRQWR1HZ5LFKLQFXO-
FDWHGYDOXHVDQGQRUPVWKDWUHQGHUHGWKH1HZ5LFKDQGWKHLUVRFLDODQGFXOWXUDOSUDFWLFHVDVDVHWRI
“negative” symbols, thereby inventing “democratic” traditions and constructing nationalisation of the 
social practice of consumption by excluding these patterns (Hobsbawm 1992: 2).
³1HZ5LFK´LVDGHURJDWLYHWHUPDQGDFRQFHSWRIOLPLQDOLW\QRWGH¿QLQJDYROXQWDU\RUSRVLWLYH
LGHQWL¿FDWLRQDQGWKRVHSHRSOHDQGJURXSVFRQQRWHGZLWKWKHVRFLDOSURSHUWLHVRI1HZ5LFKZRXOG
never identify themselves with, but are instead assigned to this social formation, not necessarily only 
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by other social formations or classes, but by hegemonic discourses on cultural production. Since they 
“often adopt conspicuous consumption strategies”, as Mike Featherstone argues, by which they are 
JUDGHGPHDVXUHGDQGH[FOXGHG³WKH\DUHUHFRJQL]DEOH´DQG¿[HGLQWKHLUVRFLDOVSDFH
“Their cultural practices are always in danger of  being dismissed as vulgar and tasteless by the  established 
XSSHUFODVVWKHDULVWRFUDF\DQGWKRVHµULFKLQFXOWXUDOJRRGV¶±WKHLQWHOOHFWXDOVDQGDUWLVWV´)HDWKHUVWRQH
1995: 23). 
7KHSK\VLFDORFFXUUHQFHDQGPDNLQJRIDFODVVRI1HZ5LFKDOVRPRVWO\RFFXUVDIWHUDSDUDGLJP
shift or rapid ideological change in societies, which produce newness, and expresses their instability 
and inequality and narrating a story of losers and winners in a new social environment, although the 
GH¿QLWLRQRI1HZ5LFKLWVHOILVDQRQ¿[HGDQGYDJXHIRUPDWLRQNew Rich is a travelling concept of 
LGHQWL¿FDWLRQSURFHVVHVUHFXUULQJLQVRFLHWLHVZKLFKGH¿QHWKHPVHOYHVDVHTXDOEXWDUHQRW. In the 
FRXUVHRIVWDELOLVDWLRQDQGSODFLQJRUGHUWKH1HZ5LFKEHFRPHDQDQWDJRQLVPWRWKHVRFLDORUGHULW
LVDQH[SUHVVLRQRIGLVWLQFWLRQDJDLQVWWKH1HZ5LFKDVDFODVVWRDVVLJQWKHLUUROHDVLPSURSHUIRUPD-
WLRQVLQWKH¿HOGRIFXOWXUH
,QLWVHVVHQFH1HZ5LFKLVDFRQFHSWDSSOLHGWRLQGLYLGXDOVRUJURXSVWKDWKDYHTXLFNO\DFTXLUHG
large amounts of wealth without inheriting any cultural, social or economic capital, therefore be-
LQJDFFXVHGE\WKHDFWXDOXSSHUFODVVHVWRODFNWKH³H[SHULHQFH´RUUH¿QHPHQWRIVRFLDOVWDWXV,WLV
DGH¿QLWLRQRIFODVVGLVWLQFWLRQDQGVRFLRHFRQRPLFSRZHUWKDWPRVWO\HPHUJHVDVDVRFLDOSUREOHP
when the general public of a state is suffering from severe and visible social inequalities, such as 
WKHZDU)XUWKHUPRUHWKHIRFXVRQWKH1HZ5LFKLQFRQWUDVWWRWKHSRRUVKLIWVDWWHQWLRQDZD\IURP
the persons and social groups that are part of the “Old Money”, whose wealth and cultural capital is 
LQKHULWHGRYHUJHQHUDWLRQV7KH1HZ5LFKFRQFHSWDOZD\VDGRSWVWKHVRFLDOUROHRIEHLQJDWKUHDWWR
traditional, cultural, social, and moral values, since inappropriate wealth, or, economic capital which, 
unlike the traditional heritage of elites, or upper classes, is accumulated rather quickly. This creates a 
discursive arrangement of “wrong cultural principles” for the society, serving as distinctive elements 
IRUWKHKLJKHQGDVZHOODVIRUWKHPLGGOHDQGORZHUVWUDWD$OOVRFLDOVWUDWDZRXOGGH¿QHWKHSRVWZDU
1HZ5LFKDVKDYLQJWKHEHVWSRWHQWLDOIRUVRFLDOPRELOLW\EXWZKRLQWHUPVRIGLVWLQFWLRQH[DJJHUDWH
cultural values by incorporating an indecent lack of taste, and therefore lie outside of the system. In 
the “logic of differences” as well as in the “logic of equivalences” (Laclau/ Mouffe 1985), the New 
5LFKVHUYHDVWKH³GLUHFW´DQWDJRQLVWWRHVWDEOLVK³GLVWLQFWLRQ´DQGGXHWRWKHLULQYROYHPHQWLQWRWKH
“dark” spaces of society, they serve as the nodal point for the equivalence chain of “deviance”.
+RZHYHUWKHSRVWZDU1HZ5LFKFRXOGQRWEH¿[HGLQWRWKHVRFLDOVSDFHWKH\ZHUHDVVLJQHGWRWKH
FRQWUDGLFWLRQVRILQWHOOHFWXDOWKHRULHVWUDQVQDWLRQDOFRQÀLFWVDQGWKHIDFWWKDWWKH\ZHUHWKHRQO\RQHV
being able to consume even the so-called cultural goods that were promoted by the consumer industry 
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DQGLQWKHGLVFRXUVHVRQWKHPLGGOHFODVVDV³ULJKW´WKH\SURGXFHGDG\QDPLFDQGÀH[LEOHIRUPDWLRQ
RISUDFWLFHVFODVVL¿FDWLRQDQGLGHQWL¿FDWLRQSURFHVVHV$OWKRXJKFRQVXPSWLRQDQGGHPDQGDUHQRW
only dictated by supply, but understood in a social framework where consumption is relational, public 
and active (Featherstone 1995: 24), the next chapters will dedicate themselves to the construction of 
WKLVIUDPHZRUNEHWZHHQ1HZ5LFKFRQVXPLQJSUDFWLFHVDQGWKHFODVKZLWKRWKHUFXOWXUDOIRUPDWLRQV
7KHUHIRUHWRLGHQWLI\VRPHRQHDV1HZ5LFKKHRUVKHZDVDGGLWLRQDOO\DVVLJQHGWRVRFLRVSDWLDOUHOD-
WLRQVWKDWUHQGHUHGWKHVH³1HZ5LFK´DQGPRVWRIWKHPZHUHUHODWHGWRSURGXFWLRQDQGFRQVXPSWLRQ
'H¿QLWLRQVRI1HZ5LFK
7KHHPHUJLQJ1HZ5LFKZHUHGLYLGHGLQWRWKUHHFDWHJRULHVDOWKRXJKWKH\ZHUHLQWHUUHODWHGDQG
PRVW1HZ5LFKEHORQJHGWRDWOHDVWRQHRIWKHVHJURXSV
1. The VHQVǀQDULNLQ, or war capitalists, mostly originated as either old zaibatsu or military indus-
WULDOVZKRKDGHQULFKHGWKHPVHOYHVE\ZRUNLQJZLWKWKHZDUWLPHUHJLPHRUFRUUXSWRI¿FLDOVLQWKH
wake of defeat. 
2. The yami narikin%ODFN0DUNHW1HZ5LFKZKRVHFKDUDFWHUUHVHPEOHGWKRVHRIEURNHUVEODFN
marketeers, and \DNX]D. Sometimes this category would be differentiated from the “black farmers 
DQG¿VKHUV´GHSHQGLQJRQWKHYLHZSRLQWRIZKHWKHUWKH³SRRU´IDUPHUVDQG¿VKHUPHQZHUHYLFWLPV
RIEURNHUVRUWKHLUDOOLHV7KHSROLFHDQGWKH*+4SODFHGEODFNIDUPHUVDQG¿VKHUPHQLQWRDQRWKHU
FDWHJRU\DV³PRUHRUOHVV>@FODVVL¿HGWREHRIQHZ\HQFODVV´',5FFRYHU1DULWD
Economic critic and publisher of -L\ǌ.RNXPLQVKD.DWVXWD7HLMLDOVRLQFOXGHGVXJDU
and paper narikin EURNHUVIURPWKH¿UVW LQGXVWULDOVHFWRUDVGLVWLQFWFDWHJRU\+DVHJDZD.DWVXWD
1948: 17). 
7KH1HZ<HQ1HZ5LFKshin’en narikin, named after the New Yen exchange which occurred 
in 1948 and which gave many of them the ability to open up new industries, most of them textile 
LQGXVWULHVRURWKHUSUR¿WDEOHZKROHVDOHDQGHQWHUSULVHV3HRSOHZKRZRQWKHSRVWZDUORWWHU\taka-
rakuji narikin, were almost always seen as shin’en narikin. After the disastrous New Yen exchange, 
DOOULFKZHUHGH¿QHGDV1HZ<HQ5LFK$QRWKHUFDWHJRU\RI1HZ<HQ1HZ5LFKDVZHOODV%ODFN
1HZ5LFKZHUHZRPHQGDQFHKDOOKRVWHVVHVDQGSDQSDQJLUOVZHUHDOVRDGGHGWRWKHH[WUDYDJDQW
pleasure-seeking New Yen Life-style. So, the last two categories of black market and New Yen New 
5LFKZHUHDOVRVXEVXPHGXQGHUWKHFDWHJRU\RIFRQGXFWLQJ³ZURQJ´VRFLDOSUDFWLFHVDQGVWLJPDWLVHG
to “committing consumption”.
1HZ<HQ1HZ5LFKZHUH¿UVWGLVSOD\HGDVWKHQHZEXVLQHVVPHQZKLFKKDGXQGHUJRQHDVRFDOOHG
capitalist education by the prewar system of the economic elite of “nobles” (Jibaku 1949: 50). In 
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ƿVDND DURXQG WKH .LWD-
hama district, this capital-
ist system, installed by old 
nouveaux-rich politicians 
and stock brokers such as 
Iwamoto Einosuke (1877-
1916), who had built the 
ƿVDND &HQWUDO +DOO DQG
“loan shark” Ishii Sa-
dashichi (1879-1945), had 
paved the way for new 
speculators and gangs 
ZKR ZHUH SUR¿WLQJ IURP
relations with the army 
in wartime and from pos-
VHVVLQJPDVVLYHVWRFNVLQWKHSRVWZDU7KH\ZHUH³ULGLQJRQWKHZDYH´RIHFRQRPLFLQÀDWLRQDQG
possessed advantages over the ordinary population: 
“They have parted from the [broker] route of goods and are now enriching themselves by a snowball prin-
ciple (PǀNHUXPRQRZD\XNLGDUXPDVKLNLQL)” (Shinbungai 1948: 22). 
7KHVH1HZ5LFKZHUHDOZD\VOLQNHGZLWKRUZHUHHYHQSDUWRIWKHEODFNPDUNHWVSKHUHVRWKDW
SUR¿WHHUVZHUHDGGHGWRWKHFRQFHSWLRQRI1HZ5LFKEHLQJFDOOHG%ODFN0DUNHW1HZ5LFKyami 
narikinRUEODFNPDUNHWSUR¿WHHUVyami ritokusha). 
2.1.2 Representations of social formation: the evolution of New Rich
,QWKHVRFLDODQGFXOWXUDOKLVWRU\RI-DSDQ1HZ5LFKKDYHEHHQSUREOHPDWLVHGLQIRXUGLIIHUHQW
time periods between Edo (1603-1868) and today, where society underwent a massive change and 
erosion of identities, but seem to be a recurring modern phenomenon accompanied by the prohibi-
WLRQRUUHVWULFWLRQRIFHUWDLQ³OX[XULHV´XQGHUVXPSWXDU\ODZV7KH¿UVWSKDVHRI1HZ5LFKJHQXLQHO\
occurred in 1628, but was renewed and severely problematised in the last days of the shogunate 
around 1842. These laws were highly class-related and regulated even the types of clothing (see Kon 
:&KDSWHU9,EXWLQWKHODWHWK&HQWXU\PHUFKDQWVKDGDFFHVVWRDQGZRUHOX[XULRXVFORWKLQJ
ZKLFKGLIIXVHGFODVVGLYLVLRQV7KHVHFRQG1HZ5LFKSUREOHPRFFXUUHGGXULQJWKH5LFH5LRWVIURP
Fig. 5: 6KǌNDQ$VDKL(1948: 18) on the millionaires’ index and the relation between 
the new black market millionaires and the old money, ]DLEDWVX Mitsui and Mitsubi-
shi. Note the visualisation of prewar-style capitalists and the postwar brokers.
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1918 to 1920, during the times between 1945 and 1952, and the last 
FODVKEHWZHHQSRYHUW\DQG1HZ5LFKKDSSHQHGDQGVWLOOLVKDSSHQLQJ
since the beginning of the 1990s and the introduction of the “divided 
society” in 2000. As yet, all paradigm shifts in society have always oc-
curred in times of crisis of the economic system and accompanied by 
societal instabilities. 
The Japanese key term narikin, meaning “enriching oneself” or 
“becoming rich” had been coined in the late Edo Period, when mer-
chants and citizens involved in trade and economics and militarisation 
EHFDPHULFKHUDQGPRUHLQÀXHQWLDOWKDQWKHLUFRXQWHUSDUWVLQWKHIHXGDO
 hierarchy of the nobility (Nakaoka 2006: 224). The narikin experienced 
DQHZXSVZLQJDIWHUWKH5XVVR-DSDQHVH:DUDQGWKH)LUVW:RUOG:DUZKHQPDQ\QHZEXVLQHVVHV
and industries emerged, of which the VHQVǀQDULNLQWKH:DU1HZ5LFKFRXOGSUR¿W0RVWRIWKHPKDG
been taught “capitalism” by their extended visits to the US and Europe, whose global hegemony was 
said to be the cause of the failure of Japanese economy in the early 1910s. According to historian and 
philosopher Tsurumi Shunsuke (1922-) and others, these “nouveaux-riches” between 1912 and 1923 
ZHUHFRQVLGHUHGDVHLWKHUFDSLWDOLVWVEHQH¿WLQJIURPWKHFRUUXSWSROLWLFVRI7DLVKǀGHPRFUDF\RUDV
EHLQJLQYROYHGLQPHWDOZRUNLQJLQGXVWU\HOHFWUL¿FDWLRQUDLOZD\PDULQHDQGRWKHUEXVLQHVVHVDIWHU
WKH:RUOG:DUDQGWKH¿UVW0HLMLLQÀDWLRQ7VXUXPL7KHSRSXODUKRVWLOLW\RIWKH5LFH5LRWV
RIWDUJHWHGWKHSUR¿WHHUVnarikin) of industrialisation, merchants, wholesalers and speculators, 
and according to the .ǀEH6KLQEXQ, the new social inequality was said to have been caused solely 
by these “mushroom millionaires” (niwakabungen-sha.ǀEH6KLQEXQD7KHQHZVSDSHUFRQ-
cluded that, in order to avoid social inequality, the premise for democracy was a profound education 
RI³PRUDOV´ .ǀEH6KLQEXQE7KHQHZnarikin formed a new wealthy class that had social 
and moral effects which were not compatible with the rigid societal and cultural structure of the late 
1910s and the economic problems that followed soon after. Nonetheless, the key problems, for which 
the prewar nouveaux-riches stood as social “emblems” (Gordon 2003), were extravagant life-styles 
and pleasure-seeking, a less disciplined youth and un-Japanese behaviour, in comparison to the im-
SRYHULVKPHQWRIVRFLHW\DQGZKLFKZHUHXQPLVWDNDEO\UHODWHGWRWKHLU³:HVWHUQ´LQÀXHQFH$VDKL
Shinbun 1918: 5). Therefore they not only altered socio-economic, but also cultural conditions in the 
prewar and thus drove ideas of establishing a “moral economy” (see Metzler 2004), a new direction of 
housewives’ associations, and the regress towards the “Japanese thing” (nihonteki na mono) (see Ivy 
1995) in the late 1920s, by blaming the narikin’s capitalist ideology on immoral consumerism which 
was later in the 1930s coined as $PHULFDQLVP.
)LJ  $ 1HZ <HQ 1HZ 5LFK
LQ RYHUH[FHVVLYH ÀDVK\
clothes. Photograph: Makita Jin 
.ǀGDQVKD
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The concept of these nouveaux-riches was heavily re-formulated in the postwar in the debate about 
1HZ5LFKDQGIXQFWLRQHGWRUHKDELOLWDWHWKHHFRQRPLFLPSRUWDQFHRIWKHIRUPHUDVDQ³HDUO\VWHS´
towards criticising capitalism. However problematic the emergence of nouveaux-riches in the pre-
war had been considered for society – albeit they had been the target of violent riots, and aforemen-
WLRQHGSROLWLFDODQGFXOWXUDOFULWLFLVPLQWKHODWHV±SRVWZDULQWHOOHFWXDOV¶GH¿QLWLRQIRUWKHROG
QRXYHDX[ULFKHVVXGGHQO\VKLIWHGIURPHYLOSUR¿WHHUVWRZDUGVDSRVLWLYHLPDJHRILQGLYLGXDOVKDYLQJ
emerged from a “civil” (heimin) culture of merchants. These, according to the postwar social imagi-
QDU\RI³GHPRFUDF\´KDGVXEYHUWHGWKHIHXGDOVWUXFWXUHVRIWKH0HLMLDQG7DLVKǀ3HULRG
DQGWKHUHIRUHLPSOLHGWKDWWKH\LQFRQWUDVWWRWKHSRVWZDU1HZ5LFKKDGEHHQEHQH¿FLDO
WRVRFLHW\DQGFXOWXUHSURGXFLQJDQHDUO\FKDQJHWRZDUGVGHPRFUDF\&RQVHTXHQWLDOO\WKHMitsui and 
Mitsubishi ]DLEDWVXZHUHRIWHQFRPSDUHGWRWKHEDGH[DPSOHRIQHZ1HZ5LFKDIWHUWKH1HZ<HQ
exchange (see Takahashi M. 1947; Shinbungai 1948; Fig. 5). For the GHQ, the old business elites, the 
]DLEDWVX capitalists, were mostly seen as a part of the premodern feudality: the GHQ took measures 
towards the dissolution of ]DLEDWVX as undemocratic and militarist clusters. Although the dissolution 
was planned, but never fully conducted, the ]DLEDWVXVHHPLQJO\ORVWSRZHULQWKH¿UVWZDU\HDUVEH-
fore reemerging. At the same time, as a contrasting view from the Japanese intellectuals against these 
measures, attention focused on their prevalent “democratic” and culturally sound structures, in order 
to emphasise a new moral and nationalist stance against the newly emerging emblems of inequality, 
QHZ1HZ5LFKVKLQNǀQDULNLQ) and New ]DLEDWVX (VKLQNǀ]DLEDWVX). The discussion about the New 
5LFKPRVWO\HQDFWHGWKHVDPHDUJXPHQWVDVLQWKHSUHZDUEXWLQFRQWUDVWWRWKHJHQHUDOLGHDRIWKH
]DLEDWVX as wartime capitalists, they were reinvented as the “pioneers” of economic redistribution and 
FRQWLQXLW\RIWKHIRUPHUOLEHUWDULDQFRQFHSWRI7DLVKǀGHPRFUDF\,QVXPWKHLQWHUUHODWLRQVEHWZHHQ
GHPRFUDWLFPRYHPHQWV HFRQRPLF FULVLV DQG LQÀDWLRQQHZ OHLVXUH DQGPRUDOV DQG WKH ³:HVWHUQ
$PHULFDQ´LQÀXHQFHVKDSHGWKHUHSUHVHQWDWLRQRI1HZ5LFKDVPRGHUQSKHQRPHQDDQGFXOWXUDODQ-
tagonists to culture in both pre- and postwar with unchanged arguments, but different interpretations. 
,QWKH'LUHFWLYHVDQG,PSRUWDQW5HOHDVHVRIWKH*+4SXEOLVKHGWKH³%\SOD\VRIWKHZHHN´
³,QDFRXQWU\OLNH-DSDQZKHUHWKHUHLVQRPDWHULDOVHOIVXI¿FLHQF\DQRUPDOIUHHHQWHUSULVHFDQQHYHUH[LVW
For, the production once made to function fully can always be less favorable to those other than capitalists.” 
',5EFRYHU
Normality, freedom and enterprise, as the very core of the capitalist system the Occupation Forces 
tried to install, stood mostly in contrast to the poverty of society and the un-democratic yet capitalist 
1HZ<HQ5LFK7KHVHFDSLWDOLVWVZHUHWKH¿UVWWREHQH¿WIURPWKHQHZV\VWHP7KH\ZHUHDOVRLPSRU-
tant antagonist symbolic representatives for the new postwar democracy and the establishment of a 
consumer’s republic; despite their economic power, the state authorities tried to force them out of the 
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new system, by adding a deeper social and cultural meaning for reshaping society and nationalising 
consumption by referring to them as Japanese citizen behaving “un-Japanese” – and therefore exclud-
ing them as proper “citizen”, in order to make clear what a proper democratic consumer should not 
be.
In the cities, especially Tokyo, this style of living was particularly targeted in the discussions about 
SURVWLWXWHVDQG%ODFN0DUNHW1HZ5LFKZKRVHH[FHVVLYHDQGFRQVSLFXRXVFRQVXPSWLRQRI$PHULFDQ
goods was suspicious and threatened Japanese cultural values. Since Japanese culture was undergoing 
a reformulation and reevaluation, it actually formed value and “sense” in being combined with and 
XQLWHGDJDLQVW1HZ5LFKZD\VRIOLYLQJ,QFRQWUDVWWKHVWLJPDWL]DWLRQRIWKH1HZ5LFKDOVRLQFOXGHG
the stories of how they became narikin by rising from rags to riches, adding on to the ideal of equality 
DQGGHPRFUDF\7DVKLUǀ1LSSRQ7VǌVKLQ7KHUHIRUHDOWKRXJKWKH
media laid emphasis on the illegal ways of the yami trade, deception, and immoral behaviour towards 
their customers, they were also enhancing the idea of the capitalist model of consumption.
2.1.3 The New Yen New Rich as class
,QWHUUHODWLRQVEHWZHHQWKHWKUHHFDWHJRULHVRIWKH1HZ<HQ5LFKZHUHVHDPOHVV7KHGH¿QLWLRQRI
%ODFN0DUNHW1HZ5LFKVRPHZKDWGLIIHUHGIURPWKHGH¿QLWLRQRI1HZ<HQ1HZ5LFKZKRKDGEH-
gun enriching themselves by piling up New Yen and investing into factories and businesses after the 
1HZ<HQH[FKDQJH$OWKRXJKQRWRULJLQDOO\EODFNPDUNHWHHUV1HZ<HQ1HZ5LFKPRVWO\LQFOXGHG
businessmen that had started new businesses in the textile and food sectors, as fabrics and food stuff 
were traded by using the black market connections. Sometimes the dissolved ]DLEDWVX leaders such 
DV0LWVXLZHUHXQGHUWKHVXVSLFLRQRIMRLQLQJWKHEODFNPDUNHWEURNHUVEXWWKHLUGLUHFWLQYROYHPHQW
remained rather unclear, because the “old money” was basically frozen after the New Yen Exchange 
0L\DNH7DNDKDVKL1LL$IWHUWKH1HZ<HQH[FKDQJHDQGWKHLQÀDWLRQDFFRPSDQLHGZLWKWKH
IDLOXUHRIWKLVFXUUHQF\H[FKDQJHDOO1HZ5LFKZHUHUHIHUUHGWRDV1HZ<HQ1HZ5LFKRUDVSDUWRI
WKHVRFLRHFRQRPLFIRUPDWLRQRIWKH1HZ<HQ&ODVVVKLQ¶HQNDLN\ǌ (-]ǀ7DQDND2.HLJ\ǀ
Kagaku 1948: 34). 
7KH/DERXU<HDUERRNRIFLWHVWKHGH¿QLWLRQRI1HZ5LFKE\WKH6RFLDOLVW3DUWLHVDVVXFK
³5HFHQWO\WKHUHKDYHEHHQHPHUJHGWZRVWUDQJHFODVVHVLQ-DSDQQDPHO\WKH1HZ<HQ&ODVVDQG%ORFNDGH
&ODVV >RI IUR]HQEORFNHGDVVHWV@%RWK DUH -DSDQHVH7KHVH DUH -DSDQHVHSHRSOHZKRDUHEXUGHQLQJRXU
KHDY\UHVSRQVLELOLW\WRHVWDEOLVKDSHDFHIXOVWDWHUHQRXQFLQJZDU´151>@D
In spite of how much effort the Japanese people were putting into building up a peaceful state, de-
I\LQJWKHKDUGVKLSV³XQLWHGXQGHUWKHÀDJRIGHPRFUDF\´WKHHFRQRPLFDOFKDRVDQGGHVSHUDWHVWDWHRI
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the masses were brought about by the “uneven distribution of New Yen” and the capital accumulated 
E\1HZ<HQ5LFK151>@D
7KHFDWHJRU\RI1HZ5LFKZDVQRWFRQQHFWHGWRLQFRPHEXWrelative DIÀXHQFHD1HZ5LFKLQ-
come could range from less than a million yen to seven billion yen a year; but the connotations were 
related to their social patterns or cultural activities. Sociologists and economists ranked anyone upper 
class whose income was above 500 million (Mori 1958). Despite sometimes being closely connected 
to corrupt politicians or \DNX]D gang business, they were seldom seen as part of the elites and only 
the GHQ considered them members of organised crime syndicates, while emphasis lay on individu-
als having fallen into decadence, as capitalists, pleasure-seeking, morally corrupt human beings, and 
VRIRUWK1RQHWKHOHVVWKHUHODWLYHDIÀXHQFHRI1HZ5LFKVHUYHGDVDQRSHQFDWHJRU\WKDWFRXOGEH
QHJRWLDWHGZLWKVLJQL¿HUVDQGPHDQLQJRI WKHSDUWLFXODU WKLV UHODWLYHFKDUDFWHURI1HZ5LFKZDV
important for the discourses on life-style and cultural values that later transcend to the discourses 
RQIDVKLRQDQGFRQVXPSWLRQ7KHYDJXHQRWLRQDQGFKDUDFWHULVDWLRQRIWKH1HZ5LFKDV³UHSUHVHQWD-
WLYHV´RIWKHFRQVXPHUVSDFHGHYHORSHGLQWRDQDEVROXWHQRWLRQRID1HZ5LFK&ODVVZLWKDKDELWXV
DQGFHUWDLQSURSHUWLHVVRWKDWWKH1HZ5LFKZHUHFRQVXPLQJERWKDVLQGLYLGXDOVDVDQDOOHJHG¿[HG
social “class”. They were assigned to the prevalent function of antagonists for moral debates, and 
WKHLULQÀXHQFHDVUHSUHVHQWDWLYHVRIWKHQHZVRFLHWDODQGSROLWLFDOV\VWHPLQWKHGLVFRXUVHRQFXOWXUDO
or “good consumption” was crucial for the construction of values in postwar Japanese society. 
Marxist economic Takahashi Masao, who was one of the main intellectuals who saw the New 
5LFKRIHFRQRPLFDQGVRFLDOLPSRUWDQFHGUHZDPRUHGLVWLQJXLVKHGSLFWXUHRQWKHEODFNPDUNHWDQG
LWVSUR¿WHHUVVWDWLQJWKDWWKH\ZHUHQRWRQO\DPRUDORUFLYLOSUREOHPEXWDPDWWHURIWKHIDLOHGVWDWH
economics. He saw the prewarDIÀXHQWFODVVHVDQGFDSLWDOLVWVDVSDUWRIVRFLHW\ZKRKDGVWLPXODWHG
the economic upswing after the Great Depression in 1923, and who had always supported the creative 
process of Japanese culture by investing in arts, music, and leisure, in contrast to the general view of 
wartime and postwar capitalists as culturally ignorant. 
)XUWKHUPRUH7DNDKDVKLGHVFULEHGWKH1HZ<HQ5LFKLQFRQWUDVWWRWKH2OG5LFKVXFKDVWKHKHDG
of the Mitsubishi ]DLEDWVX, as not working for the welfare of the nation: the cultural appreciation of 
KDQGLFUDIWDQGFXOWXUDOYDOXHVKDGVKLIWHGWRZDUGVQHZFXVWRPHUVWKH1HZ<HQ&ODVVDVWKH³ROG
DIÀXHQW´ZHUHLPSRYHULVKHGDQGQRWDEOHWREX\FXOWXUDOJRRGVEXWWKH1HZ5LFKFXVWRPHUVZRXOG
only buy goods because they had the money to do so. Takahashi considered the contradiction between 
WKHROGDIÀXHQWZKRVHKDELWXVUHYHDOHGDQXQGHUVWDQGLQJRIWKHYDOXHVRISUHZDUVRFLHW\DQGWKH
1HZ<HQ1HZ5LFKZKRVWDUWHGQRWRQO\IURPVFUDWFKEXWZHUHDOVRSODFHGLQWRWKHFKDRWLFSRVWZDU
of renegotiating new values and identities, as a problem of the upper classes’ feeling of loss of power. 
The redistribution of money in the postwar had opened new opportunities for investment as well as 
for cultural values, and therefore, Takahashi believed that the black market character of New Yen 
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1HZ5LFKVXVSHQGHGROGKLHUDUFKLHVDQGFODVV7DNDKDVKL0+RZHYHUPRVWRIKLVIHOORZV
such as social critic Nii Itaru (1888-1951) and economic critic Miyake Seiki (1896-1966), wished to 
GLVFDUGWKHHIIHFWVRIVRFLDOLQHTXDOLW\DQGFXOWXUDOGHFOLQHWKHLQÀDWLRQDQG1HZ5LFKZHUHVDLGWR
have caused, in order to rebuild a society with new democratic ideals and re-install social order (Mi-
yake/Takahashi/Nii 1947: 6; Miyake 1946: 52).
Takahashi concluded that the losers of the New Yen exchange were almost all members of the poor 
social strata, workers, salarymen, and thus suggested that the state should invest into reforms of taxa-
WLRQDQGHFRQRP\WRORZHULQHTXDOLW\ZKLOHVXJJHVWLQJWKH1HZ<HQ1HZ5LFKHVVKRXOGQRW\HWEH
excluded from their basic function as general stimulators for economic growth (Miyake/Takahashi/
1LL$FFRUGLQJWRKLPWKH1HZ<HQ1HZ5LFKEURNHUVEODFNPDUNHWHHUVDQGWD[HYDGHUV
were a historical class which had grown too large to be ignored, while they seemed to occupy the 
social position of “dark” versus the “bright” side of politics, economics and of every aspect of life. 
,QDGGLWLRQWKH1HZ5LFKZHUHQRWRQO\UHSUHVHQWDWLYHVRI³GDUNQHVV´EXWDOVRUHSUHVHQWDWLYHVRIWKH
long awaited “freedom”, although they essentially exerted control in Japanese economy (Takahashi 
M. 1947: 10). 
Takahashi was not the only Marxist comparing the cultural “benevolence” of the former ]DLEDWVX 
WR WKH1HZ5LFKKHGRQLVW LQGLYLGXDOLVPDOWKRXJKWKH]DLEDWVX were held responsible for their in-
volvement in war crimes, war industry and militarisation, but he was the only economist who could 
admit that the introduction of capitalism and democracy did not necessarily result in equality: Taka-
hashi thus discredited the underlying capitalist logic of Japanese society and economy. He suggested 
that “capital” was the source and problem of distinction and the driving force of the formation of New 
<HQ1HZ5LFK%\FRQWUROOLQJDQGUHVWUDLQLQJFDSLWDOZLWKDVRFLDOLVW LQWHQWLRQRIHPSKDVLVLQJRQ
VWDWHFDSLWDOLQRUGHUWRPDNHLWPRUHKXPDQHFODVVVHJUHJDWLRQVQRWRQO\RI1HZ<HQ5LFKDQGWKH
poor, but also of “workers” the “intelligentsia” and “capitalists” would disappear, and soon the New 
<HQ1HZ5LFKZRXOGGLIIXVHDQGEHFRPHDWKLQJRIWKHSDVW7DNDKDVKL0$VPHQWLRQHG
LQ&KDSWHU,,,WKLVZDVDOVRWKHUHDVRQZK\7DNDKDVKLUHMHFWHGDV\VWHPRIVRFLDODVVLVWDQFHEHFDXVH
it would slow down the process of his utopia of a classless society.
This socialist hope in the new economy by Marxist economists and critics such as Miyake Seiki, 
was a hope in the ordering system of banks and politics and the raising of a living standard overcom-
ing poverty by the accumulation of national and state capital (Miyake 1946: 52-54). For other, more 
social critics, hope was also put into the new ideal of the “salaryman” that would reinforce equality 
E\JLYLQJWKHPPRUHSROLWLFDODQGHFRQRPLFPHDQLQJWRUHSODFHWKH1HZ5LFKWKRXJKDPLGGOHPDVV
ZDVQRW\HWH[LVWHQW6KǌNDQ$VDKL,QLWLDOO\WKHUROHRIWKHVDODU\PDQZDVVHHQDVWKH
role of the democratic element in society to overcome class segregation and poverty without develop-
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ing another class boundary: even Marxist economists saw salarymen as mediators of a new socialism. 
In contrast to these intentions, re-establishing order by focusing on the middle mass as a symbol of 
class equality only segmented social borders between the middle and non-middle, and thus located 
other social formations into a discursive equivalence chain of “others” (Laclau/ Mouffe 1985; Laclau 
2008).
7KHUHIRUHWKHQHZ1HZ5LFKZHUHQRWRQO\FDWHJRUL]HGDVDWKUHDWWRDOOVRFLDODQGFXOWXUDOYDO-
ues, but also to democracy, as they formed a class of monopolising capital as new ]DLEDWVX (Nishioka 
1948: 13). Thus, they were demonised as either industrial tycoons enslaving their workers, or as black 
market criminals, in order to differentiate them from the “ordinary” people. The Hiroshima-based 
newspaper &KǌJRNX6KLQEXQ SXW LWPRUHGUDVWLFDOO\ LQ DV WKH1HZ<HQ&ODVVZHUHPHUHO\
“animals” (GǀEXWVX&KǌJRNX6KLQEXQ7KLVLVWKHUHDVRQZK\WKHEODFNIDUPHUVRU¿VKHUPHQ
QHYHURFFXUUHGDVEODFNPDUNHWHHUVLQWKHPHGLD)DUPHUVDQG¿VKHUPHQSURYLGHGEDVLFFRPPRGLWLHV
ZKLOH%ODFN0DUNHW1HZ5LFKZHUHVDLGWRVSHFXODWHRQWKHLUSULFHV)DUPHUVDQG¿VKHUPHQSURWHVWHG
against the selling their products through legal channels, but this protest was cut down by the GHQ as 
³DGLUHFWWKUHDWWRJRRGDQGRUGHUO\JRYHUQPHQW´',5GDQGDFFRPSDQLHGE\DKHDY\ODQG
reform to redistribute wealth and give small farmers more power. The threat of one or more groups 
providing basic commodities against the well-being of the whole society was ubiquitously portrayed 
in the media, but the people held responsible for these inequalities were not the farmers, but brokers, 
FDSLWDOLVWVDQGWKHXUEDQ1HZ<HQ5LFK
,QIHZGLDULHVDQGRUDOKLVWRU\LQWHUYLHZVWKH1HZ5LFKDUHUHPHPEHUHGDVDVRFLDOIRUPDWLRQ
ZKLFKZDVDOZD\VHLWKHUFULPLQDORUFRUUXSWHDVLO\LQÀXHQFHGDVORQJDVWKHUHZDVPRQH\DQGHV-
pecially unwelcoming to towards old customs, festivals, piety, and simultaneously antagonists to the 
individual ideals of democracy (Sazanami 2007; T. Hiroko 2002). The media almost never presented 
opinions of the narikin themselves, or only introduced them as class antagonists to maintain the cul-
tural imaginary of overcoming poverty and establishing order as the means for democratic consump-
tion. Nonetheless, even though they were assigned to the social formation and space of the black mar-
NHW7DNDKDVKL¶VFRQWUDGLFWRU\GH¿QLWLRQFRPHVFORVHWRUHJDUGLQJWKHPDVDVRFLDOIRUPDWLRQZKLFK
challenged the ideal of “brightness” and was in particular a class that had evolved as a consequence 
of the “dark side” of the democratic freedom of postwar Japan. 
2.2 Collective Class Representations: Millionaire’s Index
,QYDULRXVVFDQGDOVDQGDIIDLUVRIWKH1HZ<HQH[FKDQJHWKH1HZ<HQ1HZ5LFKWKHLUDS-
SDUHQWLQYROYHPHQWLQWRSROLWLFVDQGWKHLUJURZWKDVDJURXSRIZHDOWK\DQGLQÀXHQWLDOEXVLQHVVPHQ
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and farmers made the government not only react by taking countermeasures against the black market, 
EXWDOVRDJDLQVWWKH1HZ<HQ&ODVVEHFDXVHVWULNHVGHPRQVWUDWLRQVDQGGLVWUXVWLQWKHFDELQHWZHUH
LQFUHDVLQJ7KH1HZ5LFKZHUHVHHQDVDQHZEUDQFKRIHFRQRP\0L\DNH7DNDKDVKL1LL
and even recognised as such in the overseas media, especially in postwar Germany, because the trade 
surplus, around 50 million yen in 1946, did not even exceed the income of some local millionaires 
(see Brune 1947).
7KHVRFLDOWUDMHFWRULHVWKHHIIHFWVRIWKHVRFLDOULVHRIWKH1HZ5LFKPDGHLWQHFHVVDU\WRDUWLFX-
ODWHUHDOLVHDQGJUDGHWKH1HZ5LFKDVDNLQGRIFROOHFWLYHLGHQWLW\GLVWLQFWWRRWKHUVRFLDOIRUPDWLRQV
7KHPRUHWKH1HZ5LFKZHUHFODVVL¿HGDVDXQL¿HGVRFLDOIRUPDWLRQWKHPRUHWKHVRFLDO³SURSHUWLHV´
assigned to them, in form of high economic but low cultural capital and bad taste in consuming goods, 
developed into relevant social properties to detect a class of undemocratic, amoral and overconsum-
ing New Yen millionaires (Bourdieu 1984: 111). In this process, other actors constructed their own 
VRFLDOUHDOLW\DQGFODVVLQGHWHUPLQLQJREMHFWVDQGV\PEROVRIIDLUQHVVGHPRFUDF\DQGWKHPLGGOHWR
purely identify against this collective identity.
7KH'LHWGLVFXVVHGWKHPRVWO\XUEDQ1HZ<HQ&ODVVDVFDXVHIRULQHTXDOLW\E\YLFWLPLVLQJRUGL-
QDU\SHRSOHDQGDVWKHVRXUFHIRUWKHFRQWLQXDWLRQRIWKHGH¿FLWRIFRQVXPHUHFRQRP\ZKLOHLJQRU-
ing the increasingly frequent accusations of the Liberal Democratic Party and other politicians being 
bribed by the proponents of this new class (Itaya 1947: 5; Shimamura 1947: 3; DDT  1947: 56). The 
PHUHO\HFRQRPLFGH¿QLWLRQRIWKH1HZ<HQ&ODVVWXUQHGLQWRVRFLRHFRQRPLFGLVWLQFWLRQE\WKHULVLQJ
obsession of public media with analysing the Japanese millionaire’s index in 1948.  
Taxes were too high for the lower strata, while many millionaires were not properly taxed after the 
dissolution of ]DLEDWVX and the land reform, which initially were intended to provide equal access to 
wealth for all citizen (see Hirota 2005). While they were searching for a new taxation system (which 
was installed with the Dodge Line), the general consensus of the lower and upper houses of the Diet 
and within almost every party, especially the left wing, was a taxation on the income and wealth of the 
VRFDOOHG1HZ<HQ&ODVVHVDQGWRVWRSLQÀDWLRQE\GRLQJVR116ƿJDPL7DQDND
26SHFLDOGHEDWHVRQKRZWRWD[WKH1HZ<HQ&ODVVHVZLWKRXWDIIHFWLQJWKHJHQHUDOSXEOLF
WD[FROOHFWLRQZHUHDFFRPSDQLHGZLWKWKHFULWLTXHRIWKHQHZO\HVWDEOLVKHG&RPPXQLVWDQG6RFLDO-
LVW3DUWLHVWRGHFLGHRQDFOHDUVRFLDODQGHFRQRPLFGH¿QLWLRQRI1HZ<HQ&ODVVDVVRRQDVSRVVLEOH
(Tomiyoshi 1948: 6). 
0DU[LVWHFRQRPLVWV0LQREH5\ǀNLFKLDQG7DNDKDVKL0DVDRDJUHHGRQWKHXUJHQF\RIUDLVLQJWKH
OLYLQJVWDQGDUGDQGHVWDEOLVKLQJHTXDOLW\E\WD[DWLRQRIWKH1HZ<HQ&ODVV0LQREHXVHGWKHGH¿QLWLRQ
RI1HZ<HQ&ODVVIRUDOOEODFNPDUNHWHHUVDQGEXVLQHVVPHQZKRKDGVSUXQJXSDIWHUWKHH[FKDQJH
1946, and for those who had succeeded in putting money aside before the old stocks and assets were 
IUR]HQ0LQREH5+RZHYHUWKHPHPEHUVRIWKH1HZ<HQ&ODVVFRXOGQRWRQO\EHGLVWLQ-
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JXLVKHGE\WKHLULQFRPHDVWKHUHZHUHDOVRVRPH2OG5LFKDQGRWKHUPDQXIDFWXUHUVZKRZHUHVWLOO
LQYROYHGLQWKHHFRQRP\7KHUHIRUHPHPEHUVRIWKH1HZ<HQ&ODVVKDGWREHVRFLDOO\PDUNHGDVDQ-
WDJRQLVWVVRFLDOFULWLF1LL,WDUXGH¿QHGWKHPHPEHUVRIWKH1HZ5LFK&ODVVDVDOOFODVVHV³ZKRKDYH
an intention towards being evil in times of need” (Miyake/Takahashi/Nii 1947: 3, my emphasis). The 
PHPEHUVRIWKH1HZ<HQ&ODVVZHUHVHHQDVDKHWHURJHQHRXVJURXSRISHRSOHZKRRQO\IXO¿OOHGWKHLU
own desires, and exploited their workers and the average people who could not receive a position in 
society. So, the skills and goodwill of ordinary salaried workers were threatened by brokers, specula-
WRUVDQGEODFNPDUNHWSUR¿WHHUVDVSDUWRIWKH1HZ<HQVRFLHW\ZKRHQULFKHGWKHPVHOYHVE\SULFH
GXPSLQJDQGUDLVLQJ0LQREH50L\DNH7DNDKDVKL1LL
7KHJRYHUQPHQWZDVVHULRXVO\FRQFHUQHGZLWKWKHULVHRIWKH1HZ5LFK&ODVVDIWHUWKH¿UVWWD[D-
WLRQSURJUDPV LQ WKDW LQWURGXFHGD³VSHFLDO WD[RQSUR¿WHHUV´ WDUJHWLQJDQ\1HZ5LFK&ODVV
member earning over 50 million yen (Yomiuri Shinbun 1947b: 1). In 1949, even the Workers’ Move-
PHQWFRQIURQWHGWKH.DWD\DPD&DELQHWZLWKWKHGHFLVLRQRQ³RYHUWKURZLQJ´FRUUXSWFDSLWDOLVWVWKH
great black market masters and “the insincere New Yen class” in favour of monopolising state capital 
151>@E,QKLVSURJUDPIRUDFDQGLGDWXUHIRUWKH'LHWLQ.RQGǀ.L¶LFKLRIWKHVR-
cialist 5HVHDUFK&HQWUHIRU-DSDQHVH1DWLRQDO3ROLF\ accused all millionaires of being “devils”, “new 
rich ]DLEDWVX´DQG³%ODFN0DUNHW1HZ5LFK´EHFDXVHWKH\HYDGHGWD[HVDQGZHUHWKXVFRQWLQXLQJWR
LQFUHDVHWKHLQVHFXULW\RISHRSOH¶VGDLO\OLYHVE\FUHDWLQJD³KHOORQHDUWK´.RQGǀ.
The left wing of the government urged for a new taxation after the revelations of the millionaire’s 
LQGH[LQDQG.RQGǀZHQWDVIDUDVHQYLVDJLQJWKHH[SURSULDWLRQRIHYHU\PHPEHURIVRFLHW\
earning more than 90 million yen.
2.3 Localising “darkness”: New Yen New Rich millionaires
The Left and public media obsessively referred to the millionaire’s index in order to strengthen 
WKHLULQWHQWLRQVRIPDNLQJWKH1HZ5LFKUHVSRQVLEOHIRULQÀDWLRQFRUUXSWLRQSRYHUW\DQGYLROHQFH
7KLVLQGH[ZDVDOHJDODQGVHFXUHDFFHVVWR³GLVFRYHU´DQGORFDWHWKH1HZ5LFK7KHLQGH[LVDQDQ-
nual survey of the wealthiest taxpayers, which has been conducted not only nationally, but also re-
JLRQDOO\VLQFHWKH0HLML3HULRG,QWKHODWHVPRVWPLOOLRQDLUHVKDGEHHQSDUWRIDULJLGVWUXFWXUH
of wealth distribution led by the Mitsui and Mitsubishi ]DLEDWVX and families which, after the war, the 
UHIRUPVE\WKH*+4WKHJRYHUQPHQWDQGWKHEODFNPDUNHWLQÀDWLRQKDGHQWLUHO\FKDQJHG7DQL]DZD
1992: 167-168). The Japanese indices were made public in almost every newspaper and listed the 
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millionaires’ name, age, occupation, and revealed even their address, thus precisely mapping new 
rich clusters and making them visible in Japanese society.5 In cities, they were mostly mapped living 
around the sakariba ZKHUHWKHEODFNPDUNHWKDGVHWIRRW,Q7RN\R6KLQMXNX5RSSRQJLDQG$]DEX
ZHUHWKHFHQWUHVRIWKHULFKHVFORVHWRWKH$PHULFDQTXDUWHUVDQGGZHOOLQJVZKLOHLQƿVDNDPRVW
paper, food and textile brokers where situated next to the American quarters (Kimura N. 1948: 5). 
,QVHYHQDPRQJDOOQDWLRQDOPLOOLRQDLUHVZHUHVDLGWREHHLWKHUEODFNPDUNHWSUR¿WHHUVRU
EURNHUVUHODWHGWR¿QDQFHDQGWH[WLOHEXVLQHVV)LJZKLOHWKHZHHNO\6KǌNDQ$VDKL also saw a re-
lation between millionaire paper brokers and the non-black market Iwanami Publishing, and counted 
more than 15 black marketeers among the 67 persons listed (Kimura N. 1948: 5). 
The most (in)famous black marketeer and millionaire was Tokyoite Moriwaki Masamitsu (1900-
1991), called the King of Usury (.LQ¶\ǌƿ). Moriwaki had become popular as an organised money 
lender with high interest rates. In 1948, he became number one millionaire with an annual income 
of more than 70 million yen, but later in the same year, Moriwaki was found guilty of having com-
mitted tax evasion, which was covered by the media as the victory of the legal tax system that had 
“dethroned the Finance King” (Asahi Shinbun 1949a: 2; Yomiuri Shinbun 1949: 2). Throughout the 
1950s, Moriwaki was involved in a smuggling affair and was arrested in 1965 after having partici-
pated in another bribery scandal, the )XNLKDUD6DQJ\ǀ,QFLGHQW (Asahi Shinbun 1954a: 1; 1965: 15). 
 ,QRFFXSLHG*HUPDQ\ZKHUHVLPLODUUDJHDJDLQVWWKH1HZ5LFKFODVVHVRFFXUUHGWKHSXEOLFGLGQRWOHDUQWKH
QDPHVRUDGGUHVVHVRIWKH1HZ5LFKPLOOLRQDLUHVLQDOWKRXJKMRXUQDOLVWVDQGWKHSXEOLFLQVLVWHGLQRUGHUWR
dismantle the public myth of “equality in poverty” after the currency exchange, which tried to sell the notion that “all of 
us have started with the same per capita quota at this day” (Die ZEIT 1951: 6).
)LJ$FROXPQRQWKH<DPDQDVKL1HZ5LFKPLOOLRQDLUH¶VLQGH[IHDWXULQJWKH\DNX]D-like businessman 
who does not forget to make money “even in his sleep” (neta mama mo)(left), and the textile broker “walk-
ing sky-high” on a literally “thin rope” of illegality. (Gekkan Yamanashi 1948: 2)
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Moriwaki was regularly covered in the media as the heritage of the chaotic postwar up until his death 
LQ7KHQH[W³NLQJ´ZDV.DWǀ7DNDVKLDPHUFKDQWGHDOLQJLQOHDWKHUIDEULFDQGWH[WLOHVHDUQLQJ
35 million yen a year. 
The indices of 1948 were the most striking, because the number of millionaires had increased 
WKUHHIROGLQFRPSDULVRQZLWK³DVLIWKH\KDGMXPSHGRQDEXV´RIPLOOLRQDLUHVE\¿JKWLQJWKHLU
ZD\WKURXJKDVRQHMRXUQDOLVWLQWKHJRVVLSPDJD]LQHShinbungai commented (Komatsu 1949: 27). 
$PRQJWKHPLOOLRQDLUHVZHUHSHRSOHZRUNLQJLQWKH¿EUHDQGWH[WLOHEXVLQHVVSXEOLVKHUVZKROHVDO-
HUVLQ¿VKHULHVDQGPDFKLQHSDUWVVRPHLQVRDSEXVLQHVVDQGLQ¿QDQFHWKHXPEUHOODPDNHUDQGODWHU
RZQHURIDEDVNHWEDOO WHDPƿWVXND.ǀQRVXNH PLVRVHOOHUV IXUQLWXUHSDSHUEURNHUV
WKHROGULFKMHZHOOHU\PDNHU0LNLPRWR.ǀNLFKLIURPMikimoto PearlsDQGWKH&KL-
nese food wholesaler Dai Jin-long. According to the article in Shinbungai, Dai Jin-long owned 120 
&KLQHVHUHVWDXUDQWVDQGKDGDOUHDG\WDNHQRYHUWUDGLWLRQDO-DSDQHVHVZHHWVVKRSVRQ*LQ]DKDYLQJ
“bribed” all bureaucrats in the Finance Ministry (Komatsu 1949: 32). As mentioned before, to be-
FRPH1HZ5LFKLQDWLPHZKHQUHVWDXUDQWVZHUHIRUFHGE\WKH2FFXSDWLRQDXWKRULWLHVWRVWD\FORVHG
GXULQJWKHLQÀDWLRQDQGDERYHDOOEHLQJD&KLQHVHUHVLGHQWWKHFRPPHQWRID&KLQHVHPLOOLRQDLUH
“overtaking Japanese sweet shops” closed not only the link between black market and un-Japanese 
EHKDYLRXUEXWDOVRVWUHQJWKHQHGUDFLVWWKRXJKW7KH¿QDQFLDOFDSLWDORIWKH³.RUHDQDQG&KLQHVH´
millionaires was also allegedly caused by the lenient income taxation on “third-country nationals”, 
thereby causing alarm as their deep involvement into Japanese “culture” in convergence with their 
LOOHJDOLW\ZDVDVVXPHG6KǌNDQ$VDKL+DVHJDZD.DWVXWD
0DQ\QHZVSDSHUVDQGPDJD]LQHVDOVRGHVFULEHGWKHPLOOLRQDLUHVDV³WD[HYDGHUVFRUUXSWMXGJHV
DQGEODFNPDUNHWSUR¿WHHUV´ZKLOHShinbungai and other kasutori magazines focused on Moriwaki 
DVDFHQWUDODQGÀDPER\DQW¿JXUHDVD:DUDQG%ODFN0DUNHW1HZ5LFK
“Moriwaki is 50 years old. He is living in an extravagant luxurious house in the Minato Ward in Azabu-
.DVXPLFKǀ>LQ7RN\R@6 he has been brought up in the harsh school of late night vending business and 
ZHQWWR.HLǀ8QLYHUVLW\)DFXOW\RI(FRQRPLFV,QKHIRXQGHGWKH1LKRQ.\ǀULWVX... in Nihonbashi 
.D\DEDFKǀZRUNLQJIRUWKHPDULQHDUP\DQGKHZRUNHGLQPDQ\¿HOGVVXFKDVFRQVWUXFWLRQVKLSEXLOGLQJ
and hotel businesses.” (Komatsu 1949: 32) 
1HZ5LFKQHYHUVDZWKHPVHOYHVDV³1HZ5LFK´EXWLQFRQWUDVWWRKRZWKH\ZHUHGHSLFWHGDV
OHJLWLPDWHFLWL]HQFLWLQJWKHVDPHVXEMHFWVRIZRUNLQJKDUGLQRUGHUWREXLOGXSDQHZQDWLRQ0RUL-
ZDNLVDZKLPVHOIDV³YLFWLPRIWD[DWLRQ´DIWHUDODUJHVXPRIPRQH\ZDVFRQ¿VFDWHGE\WKHSROLFH
declaring: 
6 This area is today situated between the three wards of Western Azabu, and was only a few blocks away from the 
OX[XULRXV³$PHULFDQLVHG´QHLJKERXUKRRGRI5RSSRQJL
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³µ7KHVHFUHWRIKRZWRHQULFK\RXUVHOILVQRWDQH[WUDRUGLQDU\³LQWXLWLRQ´,KDYHZRUNHGKDUGVLQFH,ZDV
\RXQJDQGMXVWDVPRVWRIWKHPLOOLRQDLUHV,DOZD\VKDGLQPLQGWKDW,DPGRLQJWKLVIRUWKHVDNHRIWKH
nation (kokka)’” (cited in Komatsu 1949: 33) 
$VWKHPLOOLRQDLUH¶VLQGH[UHYHDOHGWKHGH¿QLWLRQRIZKRZDVPHPEHURIWKH1HZ<HQ&ODVVZDV
not clear, although their “shadow”, even though it was “fading”, remained until 1953 (Asahi Shinbun 
G7KH1HZ5LFKZHUHSDUWRIWKHVRFLHW\WKHLUSRSXODULW\LQWKHPHGLDHVSHFLDOO\LQ
kasutori media, but also in the more serious news, as well as the anecdotes, comedic caricatures and 
MRNHVPDGHWKHPWKHVFDSHJRDWVRIWKHEDGLQÀXHQFHRIOLEHUDOFDSLWDOLVPDQG-DSDQHVHLQÀDWLRQ1HZ
5LFKZHUHQRWKLGGHQWKHLUEXVLQHVVPLJKWKDYHEHHQEHSDUWO\FDPRXÀDJHGEXWWKHLUDFWLRQVZHUH
not: the practices of pleasure-seeking, spending money, buying houses were accompanied with noise, 
visible to everyone in society and therefore publicly condemned. 
In contrast to the violent and physical riots against nouveaux-riches in the 1910s and 1920s, the 
1HZ<HQ&ODVVZDVDZHOFRPHUHSUHVHQWDWLRQRIWKHSXEOLFUHDVRQLQJIRUHFRQRPLFSROLWLFDODQGVR-
FLDOFRXQWHUPHDVXUHV³IRUWKHZHOIDUHRIWKHQDWLRQ´6WRULHVRQWKH1HZ5LFKÀRXULVKHGWRNHHSWKH
VRFLDOLPDJLQDU\RIDXQL¿HGLPSRYHULVKHG-DSDQHVHVRFLHW\DOLYHLQRUGHUWRVXVWDLQWKHGLVVROXWLRQ
of certainty markers of democracy and society as a whole (see Laclau/Mouffe 1985). Although the 
1HZ5LFKVHHPHGWREHRQO\UHSUHVHQWDWLRQVRIDQHJDWLYHPRGHOWKHLUH[LVWHQFHZDVPRVWO\H[SHUL-
HQFHGDVDSDUWRIVRFLDOLQHTXDOLW\7KHSXEOLFRSLQLRQRQ1HZ<HQ1HZ5LFKDV³FULPLQDOV´FRXOG
therefore indicate boundaries between the notions of right and wrong, thus leading to the establish-
ment of good and bad occupations, interactions and social relationships. 
The millionaire’s index also diffused through other Japanese provinces.6HLNDL-ƯSX ran a special 
on  the political impact of “three black market kings” in the provinces, featuring “Inoue Leather” in 
Nara and the company’s connections to the yami route, a special on the new ]DLEDWVX in Shikoku who 
EULEHGDPEDVVDGRUVXVLQJVORJDQVRIGHPRFUDF\DQGDIHDWXUHRQWKHWH[WLOHEURNHUVLQWKH.\ǀWRUH-
gion as the royal “court” of the textile business world (Nakata 1949; Matsumoto 1949; Higashiyama 
1949). The special also mentioned the same manufacturers of the 1948 and 1949 index, but it was 
textile brokers who were in particular described as businessmen perverting the most important export 
business of the “peace industry”, the textile business, by earning thousands of yen a day with their 
“caterwauling of money-mongers” (PLGDUHXWDXǀJRQPǀMD) +LJDVKL\DPD,QFRQMXQF-
WLRQZLWK0RULZDNL¶VGHWKURQHPHQWDQGWKHULVHRI.DWǀ7DNDVKL¶VWH[WLOHEXVLQHVVLQ)XNXLDPDJD-
]LQHRIWKH&KǌEǌUHJLRQGekkan Yamanashi, also listed their regional millionaire’s index of which 
DOPRVWDOOEXVLQHVVHVZHUHUHODWHGWRIDEULFV¿EUHDQGWH[WLOHVFRQFOXGLQJWKDWDOOHQWUHSUHQHXUVLQ
the textile business were dealing with “dirty money” of the black market trade (Gekkan Yamanashi 
)LJ,QWKH.\ǌVKǌUHJLRQPRVWPLOOLRQDLUHVZHUHIRXQGLQWKH¿VKHULHVWUDGHDQGWKH¿UVW
and second-ranking were listed as black market brokers (NNS 1948: 2).
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Although the millionaire’s index mostly listed the head of 
household who were men, there were also few reports about female 
millionaires. These women’s occupations were mostly in business-
HV VXFKDVDUWV¿OPPXVLFDQG OLWHUDWXUHDQG WKXV WKHLU WDVN WR
contribute to the re-establishment of the culture state by entertain-
ing society was questioned. In 1948, postwar actresses Takamine 
Hideko (1924-2010), Hara Setsuko (1920-) and Kogure Michiyo 
ZHUH UHJDUGHG DV WKH IHPDOH ¿OPPLOOLRQDLUHV7KH
fortune of Boogie Queen Kasagi Shizuko (1914-1985), who still 
earned around 420,000 yen a year (compared to the 500-yen-life 
RIWKH¿UVW\HDUVEURDGHQHGWKHUHDOPRI³HQWHUWDLQHUV´WRZDUGVGDQFHKDOOVDQGFDEDUHWVDQGWKXV
FRQQHFWHGIHPDOHDUWLVWVWRWKHUHDOPRIWKH1HZ5LFKDVZHOO6HJDZD-,QFRQWUDVW
WRWKH1HZ5LFKDFFXVDWLRQVWKHLPDJHVRIWKHIHPDOH¿OPDQGPXVLFVWDUVZHUHNHSWFOHDQUHJDUG-
less of their roles, it was rather the cultural industryPDQDJHUVDQGWKHKHDGVRIWKH¿OPVWXGLRVZKR
ZHUHDFFXVHGRIEHLQJFDSLWDOLVWVDQG1HZ5LFKZKLOHVRPH
KDG DOVR EHHQ UHJDUGHG DV&ODVV$ZDU FULPLQDOV DQGZHUH
VWLOO UHLQVWDWHG LQWR EXVLQHVV 5LFKLH   6XJLL
  1RQHWKHOHVV 8QR &KL\R  VHOISUR-
claimed “modern girl” and publisher of the fashion magazine 
SutairuZDVDFFXVHGRIHVWDEOLVKLQJKHUSXEOLVKLQJRI¿FHDVD
“new ]DLEDWVX”: she was said to be having a pleasure-seeking 
“Americanised” life, “wearing deep red nail-polish” (a sign 
of pan pan) while going on shopping sprees in West-Ginza, 
commuting with a car, and on one occasion, her husband was 
seen in the number one dancehall at that time, Esquire, spend-
LQJ\HQDQLJKW:DGDL7R6KǀVHWVX,QFRQWUDVWWRWKHGHSLFWLRQRI¿OPVWDUVDVKHURLF
QDWLRQDOVXEMHFWVZKRSURPRWHGWKH³EULJKWOLIH´self-employed women, entrepreneurs, creative art-
LVWVFRPPLWWLQJDQGLQGXOJLQJLQIDVKLRQFRQVFLRXVFRQVXPSWLRQZHUHFRQÀLFWLQJVRFLDOIRUPDWLRQV
DQGWKHUHIRUHORFDWHGLQ1HZ5LFKVSDFHV)LJ
In combination, in gossip kasutori magazines such as Shinbungai, 5DNNƯ (/XFN\) and others, many 
DQHFGRWHVDQG MRNHVDERXWQHZ ULFKSURVWLWXWHV DQGFULPLQDOV DSSHDUHG2QH MRNHDERXW DEURNHU
shows how central of a problem they had become: A man with a large suitcase rides on a very crowded 
yami train. The conductor asks him politely to put his suitcase away and leave the train, so that other 
passengers ought not be disturbed or put into discomfort. The broker complains, and by getting off 
WKHWUDLQKHDQVZHUVUXGHO\LQVWUHHWVODQJ³1DKPDQWKDW¶VQRWDVXLWFDVHWKDW¶VPHSXUVH´5DNNƯ
Fig. 8: The “backdoor” to the 
yami route of textile brokers and 
1HZ<HQ1HZ5LFK
:DGDL7R6KǀVHWVX
)LJ  &DOFXODWLRQV RQPHQ¶V LQFRPH
made by “greedy” women. 
(Shufu To Seikatsu 1949: 76)
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1947: 25). 7KRVHOLWHUDU\DFFRXQWVRI1HZ5LFKPRVWO\GHVFULEHGWKHFLUFXPVWDQFHVLQZKLFKWKH\
arose, which differed from the “old” nouveaux-riches before the war: their inappropriate language, 
EHKDYLRXUDQGVRFLDOJURXSVZHUHWKDWRIWKHEODFNPDUNHWVDVWKH\SRVHGDWKUHDWWRWKHLQÀDWLQJ
HFRQRP\DVZHOODVWRWKHQHZFLYLOVRFLHW\1LSSRQ7VǌVKLQ
General as well as kasutoriPDJD]LQHVGHVFULEHGWKH1HZ<HQ5LFKDVDFODVVWKDWZDVWUDQVSDU-
ent and touchable because they were to be found on the millionaire’s index, and their trade was both 
“noisy” as well as hidden by the “dark” channels of the black market. This seemingly close New 
5LFKZDVDSDUWRIWKHQHZGHPRFUDF\ZKHUHSHRSOHZHUHHTXDOEXWWKHLUFRQGXFWLQWKHEODFNWUDGH
expressed “wrong” social practice by being obsessed with capital. Although the millionaire’s index 
also listed “honest” old millionaires such as the heads of Iwanami Publishing and Mitsuwa Soap, it 
ZDVDVVXPHGWKDWHYHQWKRVHZHUHEULELQJRI¿FLDOVDQGOHJDOWUDGLQJURXWHVWRHVWDEOLVKWKHLUEXVL-
nesses. Nonetheless the NDVXWRUL]DVVKL, as cultural products of the black market, also saw the New 
5LFKDVSDUWRIVRFLHW\DQGVRFLDOUHODWLRQVDOWKRXJKWKH\FRQWULEXWHGWRWKHQHJDWLYHLPDJHRIEODFN
marketeering.
 
2.4 Consumer New Rich in the represented space
The discourse about consumption necessarily led to the represented space of black market con-
VXPSWLRQ DQG LWV VRFDOOHG1HZ5LFK UHSUHVHQWDWLYHV WKDW VHHPHG WR H[SUHVV ³FLYLO GLVREHGLHQFH´
and were antagonists of “normality” (Tsurumi 1976: 97). The problematic represented space of the 
FRQVXPHUEODFNPDUNHWDQGFRQVXPHU1HZ5LFKQRWRQO\HYROYHGEHFDXVHRI LQÀDWLRQDQGVRFLDO
LQHTXDOLW\EXWDOVREHFDXVHRIWKHSRZHURIFRQVXPSWLRQRI1HZ5LFKDQGEODFNPDUNHWHHUV:KLOH
the black market was represented in the media and by both Occupation and Japanese governments 
as “enemies” of democracy, the establishment of political, social, and cultural power relations were 
DOVRHVWDEOLVKHGLQWKHVHVSDFHV6RWKH1HZ5LFKFRQVXPHUZDVDVHULRXVWKUHDWWRWKHSHRSOHWU\LQJ
to establish a national economy, society and culture. Therefore, the discursive space which was pro-
duced around consumption was installed by rivalling ideologies: while liberal and progressives, and 
sometimes even socialist thinkers saw the black market as a tool for accelerating political and social 
UHVLVWDQFHDQGGLVVHQWWKHKHDY\FRXQWHUPHDVXUHVDJDLQVWLQÀDWLRQDQG1HZ5LFKDOVRDIIHFWHGWKH
initial idea of the black market as a political tool to reform social order, and initiated the un-thinking 
process of the social space of the market as a social antagonist of “darkness” to reach the same goal 
RIUHIRUP7KHFRQVXPHU1HZ5LFKFRQVLVWHGRIDQDUWLFXODWLRQRIHTXLYDOHQFHVRIWKHYDULRXVDVSHFWV
that were connected to the black market: Americanisation (in form of consumerism as $PHULFDQLVP), 
economic capital accumulation, illegality and immorality, un-Japaneseness, and leisure and fashion 
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as social practices. The three sacred treasures of the market’s consumer goods, much alike the im-
perial regalia, were aloha shirts, nylon belts, and rubber shoes, while for women, it was cosmetics 
OLSVWLFNPDLOSROLVKFRORXUIXOGUHVVDQGWREDFFR6DLWǀE
2.4.1 Textile Brokers
The Yomiuri Shinbun described the 1948 millionaire’s index as a “new yen millionaire’s index” of 
“a row of textile entrepreneurs” (Yomiuri Shinbun 1948b: 2). Apart from the millionaires Moriwaki, 
.DWǀ7DNDVKLDQG'DL-LQORQJWH[WLOHEURNHUVVHQ¶LEXUǀNƗ) who “began as lumpen-tobacco sellers” 
KDGFODLPHGPRVWSRZHUDQGLQÀXHQFHDQGFRXOGHDVLO\GHFLGHSULFHVRQIDEULFVDQGFRWWRQWKDW7ǀ\ǀ
Rayon and other larger spinning mills were distributing (Tanabe 1949: 82-83). The “tragedy of kai-
dashi´ZKLFKKDGOHGWRWKHVH³LQÀDWLRQ1HZ5LFK´infure narikin) textile brokers, was particularly 
problematic in terms of their establishing many public companies in the late 1940s that had success 
DW WKHVWRFNPDUNHWZKLOH WKH-DSDQHVHHFRQRP\VWLOOFRXOGQRWEH UHYLYHG 6DQGƝ0DLQFKL
6-7). The narrative of overcoming poverty could hold true for the countermeasures against the black 
market, but due to the textile brokers and their later involvement in society, this could not prove true 
for the textile and fashion business. In addition, the shortage of textile business led to its support with 
enormous sums by the GHQ as the basic means for export and trade in the postwar Japanese econo-
my. Therefore, the textile business was linked to “Americanisation” even more than other business 
branches, and the establishment of new manufactures was easily accessed and supported. 
$FFRUGLQJ WR MRXUQDOLVWDQG OLWHUDU\FULWLF$EH6KLQQRVXNHZKRRIWHQFRPPHQWHG
on politics and culture, the 1949 scandal of the traditional Nihon Silk Company, which was one of 
the leading industries and considered to be doing legal export trade, revealed that even a renown 
WH[WLOH EXVLQHVV FRXOG QRW DYRLG EHLQJGUDZQ LQWR WKH EODFNPDUNHW E\ FRUUXSW RI¿FLDOV DQG1HZ
5LFKEHFDXVHRIWKHSRYHUW\RIHFRQRP\DQGWKHtakenoko life (Abe 1949b: 19). Textile brokers were 
sometimes referred to as the “kings” of the black trade, as their activities were not only centred on 
the cities, but also in the provinces, and regional newspapers frequently covered the textile New Yen 
5LFKDVWKHPRVWGDQJHURXV7. Even after the Korean War stimulated the economy and also revived 
WKHWH[WLOHEXVLQHVVVRWKDWWH[WLOHSURGXFWLRQIRUWKH¿UVWWLPHFRXOGPHHWWKHGHPDQGIRUGRPHVWLF
FORWKLQJFRQVXPSWLRQWH[WLOHVZHUHVWLOOFRQVLGHUHGWKHPRVWFRQWHVWHG1HZ5LFKUHDOPLQWKHHDUO\
SRVWZDU³HUDRIFORWKLQJ´VHH.DWǀ+ERWKLQSURGXFWLRQDQGFRQVXPSWLRQ
7 In addition, the production of leather and animal skin has and still is considered a “dirty” business outsourced 
to the buraku minority, this also played a rule in the mindset of antagonising the textile brokers.
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2.4.2 New Rich consumerism as central connection
,QHFRQRPLFFULWLFDQGSXEOLVKHU(QGǀ.HQ¶LFKLFOHDUO\H[SUHVVHGWKHSUHYD-
lent opinion to producers in a column on “how the customers have changed” with several key terms: 
¿UVWWKH1HZ<HQ&ODVVDVconsumers; second, the new decadence of this era; third, Americanisa-
WLRQIRXUWKWKHORVVRIWUXVWLQJRRGVDQGWKHFRQIXVLRQDERXWYDOXH(QGǀ.DE
7KH1HZ<HQ&ODVVZDVWKHVRXUFHRIERWKGHFDGHQFHDQGFRQIXVLRQE\SHUYHUWLQJIRUPHU
YDOXHVPRUDOVEXWDOVRSULFHVDQGJRRGVRIWKHHFRQRP\³$PHULFDQLVDWLRQ´(QGǀFULWLFLVHGZDVD
VPDUWVWHSE\$PHULFDWRLQÀXHQFHWKHUHDOLW\ZLWKEHDXWLIXOGHVLUHVDQGPDNH-DSDQDFFHSWLWVGHIHDW
Key terms of the American modernity introduced to Japanese reality were “simplicity” , “rational-
ity”, “clarity”, “brightness” and “rationality”, but lacking taste, and which could and would only be 
FRQVXPHGE\WKH1HZ<HQ&ODVVZKRKDGWKHPHDQVWREX\(QGǀ.E,WVPHPEHUVGLG
not know the value of goods and therefore 
confused cultural taste, value and price. 
The only measure to stop the devaluation 
of Japanese cultural goods was the educa-
tion of consumers towards the knowledge 
of goods by Japanese makers and traders, 
and also media, schools and educational 
LQVWLWXWLRQV(QGǀ.E
Adding to this conservative argu-
ment, in Shufu No Tomo, the comic page 
RI ³+DQDNRVDQµV )DPLO\´ E\ FDUWRRQLVW
 Sugiura Yukio (1911-2004) ironically de-
picted the image of immorally consum-
LQJ1HZ5LFK )LJ+DQDNRDQGKHU
family are window-shopping, looking at 
a dressmaking shop, and asking who on 
earth had the money to buy these expen-
sive goods (panel 1). The next moment, 
the stereotypical black marketeer (dressed 
LQ D FKHFN MDFNHW DQG$PHULFDQ ³UHJHQW´
hair style), leaves the shop, revealing him-
self as a regular customer of the dress-
maker. “Only black marketeers and fraud-
Fig. 10: Sugiura Yukio’s “Hanako-san’s Family” cannot buy 
goods. In Shufu no Tomo 1947: 21.
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sters”, Hanako’s husband answers their question (panel 2). While a 
dressmaker was unavailable to Hanako’s so-called poor middle-class 
IDPLO\WKHFXVWRPHUOHDYLQJWKHVKRSLVW\SLFDOO\1HZ5LFK7KHQH[W
panels describe Hanako’s embarrassment of not even being able to 
EX\WKHLUFKLOGUHQ&KULVWPDVJLIWV³$OLIHQRWEHLQJDEOHWREX\DQ\-
thing is pretty desolate”, Hanako remarks (panel 6). In the next panel, 
the black marketeer is causing a ruckus being chased as “thief” and 
“swindler” by two policemen and an angry mob, while Hanako’s hus-
band remarks: “But a life being able to buy anything seems pretty 
desolate, too” (panels 8, 9). While going home, Hanako concludes 
WKDWWKHLUIDPLO\KDV³WKLQJVPRQH\MXVWFDQ¶WEX\´DSRRUEXWKDSS\
life (panel 10)(Sugiura 1947: 21). 
Shufu no Tomo’s message of the happiness in “poverty”, a family household, and a righteous life 
style, did not lie in consumption, but in restraint and morality, all the more when the only consumers 
RIJRRGVLQGHSDUWPHQWVWRUHVDQGGUHVVPDNLQJVKRSVZHUH1HZ5LFK³FRPPLWWLQJFRQVXPSWLRQ´
fraud, and theft. They emerged from the same space as Americanisation and the black market, and 
therefore, they mostly represented the social relations and spatial limitations that (dis-)connected “or-
GLQDU\SHRSOH´ZLWKWKHOLWHUDOSRVWZDU³VOXPS´DV.XURVDZD$NLUDGHSLFWHGLWLQKLV¿OPDrunken 
$QJHO (1948). Therefore, their lack of “culture” was stressed in comparison with the cultural taste of 
upper classes and the “generally” poor living conditions of postwar society, in order to shape a strong 
UHODWLRQVKLSEHWZHHQWKHEODFNPDUNHWDQGWKHFRQVXPHULVPDQGRXWZDUGDSSHDUDQFHRI1HZ5LFK
$URXQGWDEOHRQWKH¿QDQFLDOZRUOGLQWKHZHHNO\6KǌNDQ$VDKL also criticised the old ]DLEDWVX, 
despite their having been “dissolved” and living a takenoko life, of their moral decay: they were now 
³UHQWLQJFRVWXPHV´DQG³FDPRXÀDJLQJ´WKHLUEODFNWUDGHZLWKOHJDOEXVLQHVVHV6KǌNDQ$VDKL
)LJ7KHMRXUQDOLVWVPRFNHGWKHIDFWWKDWVRPHWLPHVFHUWDLQ³ZRPHQ´RIMitsui were seen 
GUHVVHGXSLQKLJKKHHOVUHGSDLQWHGQDLOVDQGVSHDNLQJ(QJOLVK7KLVKDGDGHHSHUPHDQLQJLQ¿UVWO\
comparing the women and daughters of the Mitsui clan to pan pan girls, accusing them of prostitut-
ing themselves to the Americans, and secondly accusing Mitsui of carrying out business through the 
GDUNFKDQQHOVRIWKHEODFNPDUNHWE\DSOD\RIPDVTXHUDGH6KǌNDQ$VDKL,IWKHFDSLWDOLVWV
ZHUHQRW\HWEXVLQHVVSDUWQHUVRIWH[WLOH1HZ5LFKWKH\ZHUHDWOHDVWSDUWRIWKH³GUHVVLQJXS´DQG
FRQVXPSWLRQRIWKH1HZ5LFKFRQVXPHUV
The hegemonic system of gender-segregated consumption also took the function of unifying 
HTXLYDOHQFHVE\DFFXVLQJWKH1HZ5LFKE\WKHLURXWZDUGH[SUHVVLRQ(VSHFLDOO\\RXQJZRPHQDQG
IDVKLRQZHUHDWDUJHWWRVSRWDQGMXGJHWKHFRPPXQLFDWLRQRIDIDLOLQJFXOWXUDOFRQVFLHQFHRI1HZ
)LJ  ³&DPRXÀDJH´ D IRU-
estry broker doing black market 
WUDQVDFWLRQV ³FDPRXÀDJLQJ´
himself with legal business to 
evade taxes.
:DGDL7R6KǀVHWVX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5LFK7KH\KDGWKHRSSRUWXQLWLHVWRXVHWKHQHZV\VWHPRIHGXFDWLRQDQGWRSD\IRUSULYDWHVFKRROV
for their children, but due to their vulgarity and “lack” of culture, these wealthy children were striv-
ing for the new desires and fashion they could afford, and were simultaneously seen as the decadent 
DQGKLJKO\GHYLDQW³DSUqVJXHUUH´JHQHUDWLRQRIWKHSRVWZDU0L\DNH7DNDKDVKL1LL$QHF-
GRWHVDERXWWKH³ZRPHQ´RI1HZ5LFKUDQJHGIURPWKHSOHDVXUHVHHNLQJ³FRQFXELQHV´IURP2WDUX
+RNNDLGǀZKRVHDOORZDQFHVDVZHOODVWKHLUFRQVXPLQJKDELWVZHUHGHVFULEHGLQGHWDLORZQLQJ
IRXUGUHVVHVWZRFDUVRUWKUHHEDWKURRPVWRGDQFLQJJLUOVLQWKHPDMRUFLWLHVWKDWERXJKWGUHVVHVIRU
“personal gain” and personal luxury (Tokudane 1947: 9). 
1HZ5LFKRFFXSLHGGLYHUVH VSDFHVRI HYHU\GD\ OLIH DV&RQVXPHU1HZ5LFK(YHQ IDQVRI WKH
5HYXH7DNDUD]XND were depicted in an article called “Mania of the Takarazuka fans” (‘Zuka fan no 
N\ǀHQ) in RQHJRVVLSPDJD]LQHDVWKHVH³1HZ5LFKGDXJKWHUV´ZKRZHUHEX\LQJWKHLULGROVJLIWVVXFK
as cakes or presented them money in exchange for their handbags as fan accessories, in contrast to 
the singers’ and dancers’ righteous and poor lifestyles of not being able to even buy rice at the black 
market (Ozaki 1949: 63).
2.4.3 Amoral consumers: Fashion, prostitution and gambling
7KHFXOWXUDOODFNRIWDVWHRIWKH1HZ5LFKZDVPRVWO\FRPELQHGZLWKWKHLULQDSSURSULDWHFRQVXP-
erism and their “dressing up”, which was a serious concern for the Japanese postwar society. New 
5LFKLQGDQFHKDOOVZHUHWDUJHWHGE\DFFXVDWLRQVRIZHDULQJ³PHVV\´RU³ÀDVK\´FORWKLQJOHDWKHU
MDFNHWVUHJHQWKDLUVW\OHVDQGZKLWHRUDORKDVKLUWVZRUQE\PHQ³*DXG\´DQGLOOFRORXUHGGUHVVHV
ZRUQE\ZRPHQHIIHFWLYHO\H[SRVHGWKHPDV1HZ5LFKDQGIRFXVHGRQWKHLULQFDSDELOLW\RIEHLQJ
³WDOHQWHG´GDQFHUVZKLOH MRLQLQJLQ WKHSOHDVXUHRIGDQFLQJWR$PHULFDQLVHGMD]]DQGERRJLH7KH
conservative women’s magazines such as Shufu No Tomo appealed to them to “not imitate dahlias”, 
in order to not succumb to New Yen “American” style (Suzuki B. 1946: 62). Dancing girls were 
FRQVLGHUHGGHFDGHQWDVWKH\GDQFHGIRUPRQH\DQGERXJKWJDXG\FORWKHVIRUOHLVXUH1HZ5LFKKDG
no etiquette, no cultural, but only economic capital (Miyake/Takahashi/Nii 1947: 4-5). This money, 
women’s magazines emphasised, was illegally earned by the black market patrons, prostitution or 
work as service girls in host clubs, beer halls, dance halls and cafés, where women were aspiring to 
¿QGPHQZKRFRXOGVXSSRUWWKHP¿QDQFLDOO\6KXIX7R6HLNDWVX+RXVHZLYHV¶PDJD]LQHV
not only located the exact spots where women should not go in order to stay away from the tempta-
tion of money and outward appearance, but also centred the New Yen culture into these new places.
The “end” of the black market in the early 1950s increasingly drew a negative picture of repre-
sentations of the black market in other social spaces. In the 1950s, housewives’ associations and 
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women’s magazines such as Shufu No Tomo and )XMLQ*DKǀ in particular relocated both the enriching 
(PǀNHUX) actions of gambling, lotteries, pachinko and other amusements, as well as the businesses 
of strip shows and cabarets, to the gang markets and black market street stalls in the general amuse-
PHQWTXDUWHUVRI6KLQMXNXDQG$VDNXVD$IWHUWKHVHWKHDWUHVDQGFOXEVDURXQGWKHUHFRQVWUXFWHG*LQ]D
moved to Asakusa, the media and local governments were increasingly reconstructing Ginza a high 
EURZFHQWUHDJDLQLQWKHPLGV6DLWǀ7KHUHIRUHFRQVXPSWLRQRIOHLVXUHDQGDPXVH-
ment was also relocated to the black market, and new social activities that had risen after the defeat 
were increasingly stigmatised as either foreign or immoral forms of capital(ism) (Tanaka K. 1952: 
53-60), all the more as nationalism and anti-Americanism in politics after the Occupation were rising.
Social mobility and cultural taste were a part of class struggle on many levels of postwar society: 
cultural production was class-related and exclusive, because cultural production did not respond to 
WKHQHHGVRIRWKHUQHZIRUPDWLRQVVXFKDVZRUNLQJZRPHQ&RQVHTXHQWO\ZRUNLQJZRPHQDQGVHUY-
LFHJLUOVLQQHZRFFXSDWLRQVZHUHSDUWO\DVVLJQHGWRWKHUHDOPRI1HZ5LFKRUGHYLDQW³DSUqVJXHUUH´
\RXWKRIWKHVZKHQHYHUWKH\³FRPPLWWHG´FRQVXPSWLRQ7KH¿HOGRIFXOWXUHZDVDVWUXJJOHIRU
both emancipation and individuality in the early postwar years: even the Women Workers’ Union 
MRLQHGDGHEDWHRQVRFLDOLQHTXDOLWLHVDQGVRFLDOPRELOLW\LQEHFDXVHWKH\ZHUHHPEDUUDVVHG
E\ WKH³ERXUJHRLV´GUHVVFRGHVDQG WKH IDFW WKDWVLONVWRFNLQJVZHUHRQO\DYDLODEOH IRU1HZ5LFK
working women at black markets: 
“We want to unfold a clean beauty that is [also] allowed for the class of employed [women].” (cited in 
Amano/Sakurai 1999: 22-23)
Housewives’ magazines clearly saw the “clean beauty” as the poor but happy life of people such as 
³+DQDNR´QRWRQO\LQWKHVHPDJD]LQHVEXWDOVRLQJHQHUDOPDJD]LQHVRIWKHV1HZ5LFK³SURS-
HUWLHV´DOVRVKLIWHGWRWKHFRQVXPLQJDSUqVJXHUUH\RXWKVRPHWLPHVHYHQWRWKH\RXQJVSHQGWKULIW
salarymen  of the New Middle, but mostly to the new working women. These groups were associated 
WRWKHUHSUHVHQWDWLRQDOSODFHVRI³1HZ5LFK´DQGKDGEHFRPHLQWHUWZLQHGDIWHUZKHQWKH¿UVW
³DSUqVJXHUUH LQFLGHQW´RFFXUUHG VWXGHQWV IURP7RN\R8QLYHUVLW\ KDGRSHQHG WKH ³+LNDUL&OXE´
where they established a thriving black market money lending business, until their manager commit-
ted suicide, which received widespread attention, especially by media and critics of the new culture 
(SNKK 1951). The youth and working women in particular were increasingly considered by the gov-
ernment and mass media as “undemocratic”, because instead of reestablishing (invented) Japanese 
cultural traditions of modesty and rationalist aesthetics working for the nation’s moral economy, they 
understood “freedom” as self-indulgence and irresponsibility, focusing on seeking pleasure and on 
their outward expression. This did not go unnoticed in the global press: even in Germany, which faced 
the same postwar problems in 1951, the investigative magazine Der Spiegel remarked in an article on 
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³-DSDQ¶V6XQLVQRWD[LJLUO´WKHQHZ&ROG:DUVLWXDWLRQDQG-DSDQ¶V³$PHULFDQLVDWLRQSUREOHP´WKDW
Japanese democracy had too much relied on consuming leisure: 
“Even stronger than in Germany, the Japanese citizen wants to distance himself from the phenomena of the 
postwar, from black marketeering, begging, cigarette collecting. They have chosen a word from the French 
ZKLFKVRXQGVGLVSDUDJLQJµ$SUH]JXHUUH¶>VLF@SRVWZDU$OOWKHVHXQIRUWXQDWHGHJHQHUDWLRQVRIWKH-DSD-
QHVHHVVHQFHDVWKH\VHHLWDUHµDSRXUpVJXHUU¶>VLF@´'HU6SLHJHO
Apart from the disregard Der Spiegel had to other nations, the magazine clearly only understood 
WKHJRYHUQPHQW¶VUHDFWLRQWRWKHDSUqVJXHUUH1RQHWKHOHVVLWLVUHPDUNDEOHWKDWWKHSROLWLFDOSURE-
OHPVRIWKH-DSDQHVHSRVWZDUZHUHHYHQLQWKHLQWHUQDWLRQDOSUHVVSURMHFWHGRQWRWKHDQ[LHWLHVRIWKH
legacies of the black market and “wrong” consumption. 
The pan pan girl as well a the “Nikutai no mon´OLWHUDU\PRYHPHQWVZKLFKZHUH¿UVWFRQVLGHUHGDV
expressions of the new freedom, also became antagonist emblems of the “underworld” culture of night 
and strip clubs, who could be openly discriminated, due to the detailed descriptions of their occupa-
tions, spaces and appearances. The customers and patrons of dance halls and host clubs were mostly 
described as hoodlums (yotamono), brokers, prostitutes and taxi-dancers who were overdressed and 
ZRUHWRRPXFKUHGOLSVWLFNDQGQDLOSROLVKZKLFKWKH-DSDQHVHFRVPHWLFLQGXVWU\ZDV¿UVWSURKLELWHG
WRSURGXFHDQGODWHUUHIXVHGWRGRVREHFDXVHRIWKHHQWDQJOHPHQWRIWKHÀDVK\³UHG´ZLWKWKHSDQ
pan girls, black market trade of Western goods, $PHULFDQLVP, and the foreign New Look. (Western) 
foreigners and businessmen (MLWVXJ\ǀND) as well as “immoral” salarymen of the New Middle, were 
described as frequent customers who patronised such amusements on their companies’ expense ac-
counts (Hisha 1951: 137); a problem that was debated in the early 1950s as the cause for the small 
XSVZLQJLQWKHHFRQRP\DQGHYHQUHFRJQLVHGDVDKLJKO\$PHULFDQLVHG³QHZULFKFODVVZLWK¿VKWDLO
cadillacs and matched sets of Spaulding [sic] golf clubs” in the American press (TIME 1953). 
Even after the black market had declined in 1954, a roundtable in %XQJHL6KXQMǌ stated that money 
should be a service for the people, not the accumulation of black market capital, but there was still no 
place for (conspicuous) consumption. The ideal of economic, but also cultural individualism was not 
highly valued as cultural principles of the new capitalism, and the emphasis lay on savings and ration-
alisation. Nonetheless, the confusion of values in this new materialism apparently also drew young 
salarymen into the “wrong” social activities: they were accused of using up all their new earnings, 
EHFDXVH WKH\ ODFNHGHGXFDWLRQDQGZHUHHDVLO\DWWUDFWHG WRJDPEOLQJDQGZRPHQ%XQJHL6KXQMǌ
1954a: 251-252). The immorality of businessmen and salarymen spending their money in the cafés 
DQGFDEDUHWVRQ*LQ]DZKRVHZRPHQDQGSDWURQVZHUHVDLGWREH1HZ5LFKDQGZLWKRXWHGXFDWLRQ
DQGWKHLULQWHUUHODWLRQVKLSZLWKWKHEODFNPDUNHWDQGWKHIRUPHU5$$ZDVDGLVWLQFWVLJQRIDEDGLQ-
ÀXHQFHRIERWKEODFNPDUNHWDQG$OOLHG2FFXSDWLRQRQERWKPHQDQGZRPHQRIDQ\VRFLDOVWDWXVDOLNH
(Hisha 1951: 138). The aspect of $PHULFDQLVP and capitalism were stressed by an increasing notion 
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of values of “restraint”, and cultural principles of “modesty”for the sake of the nation, which were 
said to be less capitalist, of minimalist aesthetics, and the idea of rationalisation as cultured living 
FRLQHGLQWKHSUHZDU7KHSUREOHPRIVHHLQJPRQH\DVDVRXUFHIRUVSRQWDQHRXVO\IXO¿OOLQJRQH¶V
desires and seeking pleasure was considered unsocial and destabilising the safety and social order of 
HYHU\GD\OLIH%XQJHL6KXQMǌ
The new “Americanised” culture clashed with Japanese traditions of “moral economy” exactly 
when New Yen power was manifested by economic capital: in a roundtable in the gossip magazine 
Shinbungai, three geishas of the traditional Mutsumikai (tea house) District of Osaka, who also prof-
ited enormously from the New Yen money they earned as high-class “prostitutes”, complained that 
the customers had changed into New Yen customers who did not cherish the old tea houses customs 
any more, and were “only talking about money” (Shinbungai 1947: 24, 28). Furthermore, the fact 
that women had the capital to publicly consume the “luxuries” of dressmaking and work in the ris-
LQJDPXVHPHQWFXOWXUHKDYLQJFRQWDFWWRIRUHLJQHUVEURNHUV1HZ5LFKEXVLQHVVPHQDQGWKHOLNH
UHVHJPHQWHGWKHLUVRFLDOSUDFWLFHRIFRQVXPLQJLQWRWKHFDWHJRU\RIWKH1HZ<HQ&ODVV:RPHQ¶V
magazines warned their readers about these categories and types of women: “Average” modern girls 
RUKRXVHZLYHVZHUHWKXVXUJHGQRWWRVWUROODURXQG*LQ]DRU6KLQMXNXDWQLJKWQRWWRZHDURUGHUPDGH
dresses in gaudy colours, and they were certainly not to consume (leisure and dresses) at all, in order 
to avoid capitalist Americanised consumption, not the “past” wartime tradition and hierarchy. The 
questionable profession of geishas who put emphasis on tradition against the New Yen culture instead 
RIWKHPRUDOQDWLRQDOVXEMHFWZKLFKZDVSURPRWHGDVDFRQVXPHULVDOVRRQHRIWKHLURQLFFRQWUDGLF-
WLRQVRIWKHSRVWZDU7KHDQ[LHW\WKDW1HZ5LFKFRXOGWDNHRYHU³RUGLQDU\´VSDFHVRIWUDGLWLRQHYRNHG
the need for containing them in spaces “outside” of normality and articulated the “equivalent other” 
RIWKH1HZ<HQ&ODVVDVDFKDLQRIHFRQRPLFFDSLWDO$PHULFDQLVP, and the new consumer culture 
EDVHGRQWH[WLOHVDQGIDVKLRQ7KHPRUHWKH1HZ<HQ&ODVVFRXOGEX\JRRGVDQGWKHUHIRUHFKDQJH
society by questioning the invention of tradition, these “attributes” of consumption were articulated 
DV³ZURQJ´VRFLDOSUDFWLFHVLQFRQWUDVWWRWKHWRWDOLVDWLRQRIWKHVLJQL¿HURI-DSDQHVHQHVVLQ³JRRG
practices” of consumption (Laclau/ Mouffe 1985: 143-144). It was intended that the consumer existed 
DVQRWKLQJRWKHUWKDQDVDQDWLRQDOVXEMHFWDQGFHUWDLQO\QRWDVDIRUPRInoise as an un-Japanese 
hedonist individual.
,QWKHGDQFLQJVFHQHLQ.XURVDZD$NLUD¶V¿OP'UXQNHQ$QJHO, backed by the performance of the 
IDPRXVERRJLHTXHHQVLQJLQJ³-XQJOH%RRJLH´ WKH%ODFN0DUNHW1HZ5LFK¶VJDULVKFORWKLQJDQG
dancing style resembles the relationship between a visualisation of $PHULFDQLVP with the dressed up 
SURVWLWXWHDQGWKH1HZ5LFKJDQJVWHUDVLWVUHSUHVHQWDWLYHV:KLOHWKHSHRSOHLQ.XURVDZD¶VVOXP
especially the doctor, are mostly wearing shabby clothes and dark student uniforms, the black market-
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eers are always neatly dressed in light suits and necktie as well as light Aloha shirts, while the dance 
DQGEDUKRVWHVVHVZHDUH[SHQVLYHORRNLQJDQGJDXG\GUHVVHVWRVHUYHWKHLUFXVWRPHUV7KH1HZ5LFK
are not only separated from the slum of the black market by their looks, but are also being depicted 
as its actual centre. This scene gains importance by the appearance of a (likewise corrupt) doctor 
colleague of the main character, who is working as head of a high-class hospital, and who himself is 
dressed more like the prewar upper class, riding in an expensive car with chauffeur. He does not only 
deny to help his colleague and the people of the slump, but leaves the place as a privileged member 
of the new system, unattainable to reach from this black space and the society the people are stuck in 
(Kurosawa 1948). 
In the cartoon section of  the gossip magazine Sun Room6DQ 5ǌPXWKH1HZ<HQ&ODVVshin’en 
NDLN\ǌ) is depicted as a couple going on a ski vacation. They possess the money that is needed for 
buying equipment, gaudy dress, sunglasses, and spend their time on modern hobbies such as skiing. 
However, their behaviour stands out, because they do not know how to ski and are over-dressed, by 
asking a random skier to compensate their lack of knowledge with a bundle of yen notes (Fig. 12): 
“As we give you all the money you want, we’d like you to do an intensive training course.” (Kobayashi 
1948: 39)
The caricature also merges the contradictions of the question of cul-
tural knowledge: skiing was also a relatively modern tradition for sports 
and upper class leisure, but ski tourism for the masses only became an 
important economic factor in the postwar. The couple in the picture not 
only shows their lack of “high” culture by ridiculously overdressing 
themselves, but also the power of economic capital that shifted from the 
EODFNPDUNHWWR1HZ5LFKFRQVXPHUV
As shown in the discussion on the immorality of the poor and the 
FXOWXUDO DQWDJRQLVP RI WKH 1HZ<HQ &ODVV LQ &KDSWHU ,,, WKH 1HZ
5LFKLQFUHDVLQJO\ZHUH LQWHUVSHUVHGLQ WKHVRFLHW\RI WKHVDVDQ
 imagined social formation, and developed into a relative social and 
moral problem of materialist capitalism. Progressive intellectuals such as feminist writer Miyamoto 
<XULNROHDGHURIWKH:ULWHUV¶$VVRFLDWLRQ1DNDMLPD.HQ]ǀDQGVFLHQWLVWDQGSROLWLFLDQ
Konno Takeo (1907-1990) called this the pathology of “decadence” in customs and morals, between 
violent “quarrels” on the streets, black markets, eroticism, new generations and lifestyles (Miyamoto/
1DNDMLPD.RQQR$UDWKHUFRQVHUYDWLYHVSHFLDORQ³-DSRQGpIRUPp´LQ1LKRQ+\ǀURQ8 in June 
8 1LKRQ+\ǀURQ was one of the large general interest magazines, founded in 1930 and in the postwar years tended 
to gather liberal and progressive intellectuals, writers and scientists. The company also published special magazines 
on economics, law and education, and is still is one of the larger publishing companies known as 1LSSRQ+\ǀURQ6KD 
(1LSS\ǀ).
)LJ&RQVXPHU1HZ<HQ
&ODVV.RED\DVKL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ZKLFKWDUJHWHGWKH\RXWKDQGGUHVVPDNLQJVW\OHERRNVVHH&KDSWHU9DOVRPHQWLRQHGWZRRI
WKHQHZIHDUVRILPPRUDOLW\WKDWSODFHGWKH³1HZ5LFK´EHKDYLRXUXSRQRUGLQDU\FRQVXPHUVPDLQO\
lottery and pachinkoSOD\HUVDQGFRQVXPLQJ1HZ5LFK\RXQJZRPHQRIWKHQHZJHQHUDWLRQ-RXU-
nalists used pseudonyms for their elaborations, as topics of the debate in the early 1950s on order and 
the threat of Americanised capitalism. 
The lottery (takarakuji) was installed by the GHQ and overtaken by the government in the early 
postwar. After 1950, “gambling” and betting on horses developed into a hobby of many members of 
³WKHPLGGOHDQGORZHUFODVVHV´.XUR7KHPDLQSUR¿WHHUVZHUHWKHEDQNVDQGFDSLWDO-
ists, subverting the ideas of “freedom” and “democracy” by perverting people’s dreams of  a better 
life with the help of media and advertisements which simulated a fair game and provided a life of 
VSHFWDFOH .XUR   ,Q  MRXUQDOLVW FULWLF+DVHJDZD1\R]HNDQ  DQG
ODERXUDFWLYLVW1DND\DPD,FKLUǀVDZpachinko and horse betting as a basic part of cul-
tural democracy that could therefore not be forbidden, but in relation to raising a living standard and 
developing a better economy, it was the habit of “playing” and speculating which would deceive 
GHPRFUDF\DQGGDPDJH-DSDQ¶VIXWXUH)XMLQ.ǀURQ)RUOHIWZLQJQRYHOLVW+LUDED\DVKL
Taiko (1905-1972), gambling and pachinko were led by \DNX]D and black marketeers who had not 
RQO\HQULFKHG WKHPVHOYHV LQ WKH LQÀDWLRQEXWKDGEXLOWXSDQ³DSUqVJXHUUH´VRFLHW\RI IUDXGDQG
deceit that was irrational, hedonist, undemocratic, and made honest citizens dependent on their will 
+LUDED\DVKL7KH1HZ5LFK³FRUUXSWLRQ´RIJDPEOLQJXQGHUPLQHGVRFLHW\DQGZDVVHHQ
as the cause for the prolongation of poverty. 
+DYLQJFXOWXUDOLQÀXHQFHE\HFRQRPLFFDSLWDODQGFRQVXPHUSRZHUWKH1HZ<HQ&ODVVZDVQRW
only the enemy of the government, but also of Japanese culture: literary critic Teruoka Yasutaka 
(1908-2001), took their irresponsibility in not sustaining “Japanese culture” as a matter of concern to 
VXJJHVW³OLPLWLQJWKHFXOWXUDOH[LVWHQFHRIWKH1HZ<HQ&ODVV´7HUXRND7KHSURJUHVVLYH
critics, such as Hasegawa, Usui Yoshimi and aforementioned writers such as Sakaguchi Ango, saw 
WKH1HZ5LFKDVWKHRQHVZKRFRXOGVKDSHDQHZFXOWXUHE\GHFRQVWUXFWLQJSUHZDUWUDGLWLRQVDQG
wartime power relations. In contrast to this, Teruoka and other conservative critics argued that nei-
WKHUWKHHFRQRPLFSRZHURIWKH1HZ5LFKQRUWKHLUGLVLQWHUHVWLQ-DSDQHVHFXOWXUHZRXOGQHFHVVDULO\
UHVXOWLQDK\EULGIRUPRIFXOWXUHEHFDXVHWKH1HZ5LFKZHUH³QRWDEOH´WRVKDSHRULQÀXHQFHDQHZ
form of culture (Teruoka 1948: 59). It seemed they could only consume the goods, but not understand 
their cultural properties, which for the conservatives also lay in old traditions, while the progressives 
denied any cultural heritage for the new Japanese society. Nonetheless, the “consumer culture” of 
1HZ5LFKZDVSUREOHPDWLFIRUERWKFRQVHUYDWLYHDQGSURJUHVVLYHZLQJVEHFDXVHWKHLUFRQWUDGLFWRU\
existence between economic power and cultural ignorance did not pursue the development of the new 
148
KATRIN GENGENBACH: SOCIOCULTURAL DYNAMICS OF CONSUMPTION IN EARLY POSTWAR JAPAN
³GHPRFUDF\´,QSUHZDUFULWLFRIWKH:HVWHUQLQÀXHQFH<DVXGD<RMǌUǀSXEOLVKHG
WZRVPDOODUWLFOHVRQWKH1HZ<HQ5LFKcultural debate (6KLQ¶HQNDLN\ǌEXQNDURQ), saying that the 
problem lay in the failure of the intellectuals who did not know what culture they wanted to teach. 
1HZ5LFKFXOWXUHVHUYHGDVDPHWDSKRUIRUDOO\RXQJSHRSOHJURZLQJXSLQDSRVWZDU³FXOWXUDOLVP´
(bunkashugi), where everyone debated on a different culture as the basis of social order, but could 
not provide any alternative, as every cultural production, even by these intellectuals, was an imitation 
of the West (Yasuda Y. [1948] 1987: 354-357), therefore indulging in a culture that was seen as un-
Japanese, Americanist and immoral.
2.5 Mental mapping of the black market: New Rich as agents of noise
The more political housewives saw themselves as representatives of the order, the more the ex-
WUHPHV DQG DFFXVDWLRQVRI VRFLDOO\PRELOH1HZ5LFKGDXJKWHUVZLYHV DQGGDQFHUV DQG DOVR WKH
FRQFHSWRIWKHSOHDVXUHVHHNLQJYLROHQW1HZ<HQ1HZ5LFKPHQJUHZ
The postwar disorder and the emergence and power of the black market opened the option of dif-
ferent and new social spaces: as post-Marxist thinkers Laclau and Mouffe emphasise the notion that 
the political is everywhere: after the turnover process of a crisis, social forces and relations have to 
be renegotiated in the sum of all economic-technical, political and ideological aspects, not least due 
to small movements and marginalised groups which questioned and criticised the relations of culture, 
state and society from a different angle (Laclau/Mouffe 1985: 1-3). If this is related to the early post-
war phase of Japan, the marginalised groups which were questioning and protesting these relations 
ZHUHDOVRIRXQGLQWKHEODFNPDUNHWDQGDPRQJWKH1HZ5LFK,QWKLVUHQHJRWLDWLRQWKHFHQWUDOPR-
ments of instability and change were mostly visible when the black market was involved as “dark-
ness” or antagonism, in order to shape articulations around a dominant ideal of nation and society. 
This does not mean that the black market was only a negative space of social relations, but can be 
seen as the central space where criticism and political renegotiation could occur as “noise”. The black 
PDUNHWDQGWKH1HZ5LFKWKXVQRWRQO\JDYHWKHSRVVLELOLW\WRUHWKLQNVRFLDOFKDQJHVKHJHPRQLDO
DUWLFXODWLRQVRUWKHDPELJXRXVSURMHFWRIGH¿QLQJVRFLDOVSDFHVIURPWKHPDUJLQVEXWZHUHDOVRFHQ-
tral moments of establishing antagonistic “equivalence chains” of a “direct other” which became the 
enemy of the same society, thus also shaping the hegemonic order.
The black markets in the cities, prostitutes and dancers, interracial relationships with Korean and 
&KLQHVHDVZHOODVWKHEURNHUVDQGFDSLWDOLVWVLQWKHDJUDULDQFRPPXQLWLHVFRQVLVWHQWO\LQVFULEHGDQG
re-inscribed the image of a place and people that seemed to differ from Japanese morals, culture, or 
democracy. The black market culture dissolved ideas of class and continuity, in that the “marginal 
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black marketeers posed a challenge to society that went beyond the illegality of many of their activi-
WLHV´'RZHUHYHQWXDOO\UDLVLQJZKDW.DWǀ6KǌLFKLLQKLVDXWRELRJUDSK\FDOOHGWKHPRVW
]HDORXVDQG³KRQHVW´UHSUHVHQWDWLYHVRIWKHQHZSRVWZDUHUD.DWǀ6
According to sociologist Neill Brenner, retracing the process of “globalisation” back to 1945 and 
LWVFDSLWDOLVWDQGFXOWXUDOÀRZVWKHWUDQVQDWLRQDOLVPRIWKH$PHULFDQ2FFXSDWLRQQRWRQO\LQ
Japan, but also in Europe and other Asian countries, induced a newly emerging shape of geographical 
organisation within these countries that were exposed to the cultural hegemony of “Americanisation” 
%UHQQHU7KHGLVMXQFWXUHRIWKHZDUZKLFKUHVKDSHGJOREDOKHJHPRQLHVDOVRGHWHUULWR-
rialised hegemonic social spaces within the regions, exposing the people to new social spaces, new 
identities and foreign forms of power. The black market was one of those new spaces that confronted 
the Japanese with the cultural other in many forms; transnationalism in this context was “a double-
edged, dialectical process through which […] the movement of commodities, capital, money, people, 
images, and information through geographical space is continually expanded and accelerated“ (Bren-
ner 1999: 43).
%UHQQHUKLJKOLJKWVWZRLGHDVWKDWZHUHLQWURGXFHGLQWKLVFKDSWHURIWKHEODFNPDUNHW¿UVW WKH
EODFNPDUNHWLVVHHQDVWKHFHQWUDOWUDQVQDWLRQDOVSDFHIRUFRQVXPSWLRQWKHEODFNPDUNHWLVDW¿UVW
DVSDFHRIGHWHUULWRULDOLVDWLRQWKDWLVQHLWKHUVWDEOHQRU¿[HGWRDFHUWDLQJHRJUDSK\EHFDXVHLWLVD
space of everyday life relations. It is secondly a part of the aftermath of colonialism, war and chang-
ing hegemonies in Asia and the world: it has never been controlled by national boundaries, moved 
quickly when it was dissolved temporarily, and changed according to new conditions and new capital 
of the global market. Although from the early 1940s towards the defeat, “global” commerce was not 
possible in Japan, the market grew steadily after the US-Occupation Forces had arrived in 1945 and 
served it growing by investing into the main postwar export industry which was declared by the GHQ 
to be textiles and fabric. The information through this transnational space also accelerated and ex-
panded not only “Americanisation” but also “capitalism”, and the speed with which the black market 
consumer space expanded into society and social practices was regarded as the threat to social order. 
Second, this space is a new and ever-changing space in 1940s Japan which emerged because 
of social problems, lack of food and poverty, and which created a “dialectical interplay” between 
³UHODWLYHO\¿[HGDQG LPPRELOH LQIUDVWUXFWXUHV´ZKLFKDUH UHFRQ¿JXUHGDQG WUDQVIRUPHGHYHU\GD\
DQG³UHODWLYHO\¿[HGEXWSURYLVLRQDOO\VWDELOL]HGFRQ¿JXUDWLRQV´RIWHUULWRULDORUJDQLVDWLRQ%UHQQHU
7KHEODFNPDUNHWHYDGHVDVWDEOHDQG¿[HGSODFHWREHLWLVDVSDFHRIQHHGGHVLUHDQG
SURWHVWVHH*ULI¿WKVDVSDFHRIVPDOOORFDOQHWZRUNVZKLFKZHUHDFWLQJYLWDOO\DQGDGDSWHG
quicker to changes than large corporations, and had never emerged as a state-run or controlled form 
of capitalism.
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Social space is not a thing nor a product among other things and products, it “subsumes things 
produced, and encompasses their interrelationships in their coexistence and simultaneity – their (rela-
tive) order and/or (relative) disorder” (Lefebvre 1991: 73). It is the outcome of a “set of operations” to 
put order into its past of social relations, but also permits new actions to occur which are related and 
negotiated by knowledge, which is applied to these actions in order to establish values and cultural 
FDWHJRULHV/HIHEYUH7KHUHIRUHWKHEODFNPDUNHWZDV¿UVWSURGXFHGDVDVSDFHZLWKRSHQ
relations and networks of power. It then was re-evaluated as opaque and reinforced as a physical place 
and discursive space of disrupture, which for feminists like Tatewaki or progressive artists such as 
Kurosawa became the space of challenge.
7KXVLWLVDOVRDFKDOOHQJLQJDQGFRQWHVWLQJVSDFH¿UVWIRUWKHQHZO\HPHUJLQJÄ-DSDQHVHGHPRF-
racy“, second, for the hegemony of US-American Occupation and beyond, and third for relatively im-
mobilised social relations and produced traditions. Furthermore, it is depicted as a space of permanent 
uncertainty, since the dialectic and the challenge of role models, gender and racial relations as well as 
WKHFRQWHVWDWLRQRIFXOWXUDOYDOXHVDUHWUDQVIRUPLQJWKHSURYLVLRQDOO\VWDELOLVHGFRQ¿JXUDWLRQVRIWHU-
ritorial organisation. As long as the market existed, it threatened the – yet to be reinvented – “secure” 
and “stable” social systems. The represented space of the black market and the representations of this 
space mutually reinforced each other. While the peace and democracy of the new “era” also had to 
negotiate the past of the war, in the event of crisis, the representational space of new social relations, 
had to be produced as an un-place in the “darkness” of society: a place of memory that should not 
EHUHFDOOHGDQGDSODFHDVVLJQHGWRDVSHFL¿FSRVLWLRQZLWKRXWVRFLDOUHODWLRQVRULGHQWLW\IRUPDWLRQV
(Augé 1995: 77-78). Nonetheless, as Doreen Massey has argued for the displacement of “the other”, 
the black market processed sense and identity, precisely by being mapped as a place of antagonism 
(Massey 1994a: 117-120).
7KHEODFNPDUNHWEHFDPHPRUHWKDQMXVWDQDOWHUHGVSDFHIRUFRQVXPSWLRQDVPHQWLRQHGLQWKH
SUHYLRXVFKDSWHUVLWZDVWKHRULJLQRIQHZVRFLDOUHODWLRQVDQGQHZDFWRUVLQWKHFXOWXUDO¿HOGZKLFK
opened up and produced new spaces. As social spaces interpenetrate one another, and some super-
LPSRVHWKHPVHOYHVXSRQHDFKRWKHU/HIHEYUHWKLVSXEOLFVSDFHRIFRQVXPSWLRQ¿UVWGLV-
solved all, but soon introduced new social differences, race and class segregations, separating and po-
larising the national from the others, as well as the „winners“ and „losers“ of the new economy: new 
rich brokers and new capitalists on one side, the rest of the poor and powerless urban consumers on 
WKHRWKHU:KLOHWKH1HZ5LFKZHUHSDUWRIWKHLQWHUSHQHWUDWLRQRIWKHEODFNPDUNHWLQWRWKHHYHU\GD\
life of the citizen, they were also the representatives of discontent, and therefore had to be dislocated 
from the everyday life, in order to be relocated to the black space which could be marginalised. The 
ideological tendency of the new nation, democracy, and order divided the space of the black market 
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and superimposed an ideological blackness on this social space, by focusing on its disorder and its 
VRFLDOLQWHUUHODWLRQVZLWK1HZ5LFK
7KHUHIRUHWKH1HZ5LFKZHUHDOVRWKHDJHQWVRInoise. They were reproducing the disrupture of 
WKHGHIHDWDQGHYHU\GD\OLIHXQFHUWDLQW\WKDWWKUHDWHQHGWKHGH¿QLWLRQRIGHPRFUDF\DV³HTXDOL]LQJ
social access to livelihood” (Gluck 1991: 69). The efforts of this ideological space, produced by 
the hegemonic discourse on democratic consumer practices, tried to dislocate the noise from other, 
“clean” new spaces, but due to this noise, it was not always possible to relocate them, and the New 
5LFK³SURSHUWLHV´QRWRQO\UHPDLQHGDVDQWDJRQLVPV$VZLOOEHH[SODLQHGE\WKHFRPPXQLFDWLRQRI
FORWKLQJLQ&KDSWHU9DQG9,1HZ5LFKDQGWKHEODFNPDUNHWDVLPDJLQHGFODVVIRUPDWLRQVFRXOGQRW
only be reduced to material consumption or culture or a form of “premodernity and chaos”, but also 
to attitudes that served the new capitalist logic of a consumer’s republic, mostly production, invest-
PHQWDQGEURNHUDJH7KH1HZ5LFKDSSURSULDWHGVSDFHVWKDWZHUHVLPXOWDQHRXVO\GRPLQDWHGE\WKH
LGHRORJ\RIDXQL¿HGFXOWXUDOFRQVXPSWLRQDQGVHUYHGDVERWKWKHDQWDJRQLVWVGXHWRWKHLUDELOLW\
of consuming any good which was promoted, and by their different cultural life-styles, which were 
representative of the social practices of “free” market that challenged dominant ideals of gender, race, 
social order and national culture.
As depicted in the beginning of this chapter, by assuming conceptualisations of the “underground” 
(Yoshimi 2009: 211), the contradictions of the black market being a transnational space were con-
nected to “America” and to a space of representation that excluded other ethnicities or classes; in the 
¿UVWSRVWZDU\HDUVWKH³UHDOPRIWKHSDQSDQZDVKLJKO\$PHULFDQL]HGZKHUHDVWKHEODFNPDUNHW
HYHQZKHQ*,VURDPHGWKURXJKLWZDV¿UVWDQGODVWIRUWKH-DSDQHVH´'RZHU7KH*,V
ZHUHWKH¿UVWWDUJHWRIDSHUFHSWLRQRILQHTXDOLW\DQGORVLQJEHFDXVHWKH\WRRNSDUWLQGLVWULEXWLQJ
“Ginza items” and American goods as well as dollars within the market space. However, the more the 
black market was controlled by regular taxes, a stable economic system reinforced and an ideology 
RIGHPRFUDF\LQFRQVXPSWLRQGULYHQE\VWDWHDXWKRULWLHV WKHPRUHWKH¿UVWFXOWXUDOUHDOPVKLIWHG
WRZDUGVDOO³UHSUHVHQWDWLYH´HPEOHPVRI WKLVVSDFHEODFNPDUNHWSUR¿WHHUVRU1HZ5LFK(YHQ LI
the end product of the market was only for the Japanese, as Dower mentioned, it was a transnational 
space, and it became increasingly transnational as a concept when the “Americans” disappeared and 
LWV$PHULFDQLVHG³UHSUHVHQWDWLYHV´WKH1HZ5LFKMRLQHGVRFLHW\
Later in the postwar, it was argued that the culture arising from the triangle of black market, pan 
pan and brokers, was not the middle class culture which housewives magazines advertised, it rather 
was a culture of “have-nots” becoming successful in using American goods, sexual intercourse, and 
translating American styles to establish their taste and their social relations (Yamashita 1999: 281-
291). In contrast to the consumption of some who made business at black markets, many former 
prewar middle and upper class individuals were deprived of their belongings, and they also could 
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not consume goods to maintain their status. The immoral, anarchic, public disorder situation of the 
black market, together with its socially mobile representatives, developed into a disrupture: a real yet 
discursively threatening consumer space in everyday life.  
3 CONCLUSION
3.1 Spaces of agency and representation
7KH1HZ5LFKDQGEODFNPDUNHWHPHUJHGLQWKH¿UVWSRVWZDU\HDUVWKDWZLWQHVVHGDOLEHUDWLRQIURP
wartime, disillusionment in cultural production, and a certain freedom which fostered a broad feel-
ing of democracy, liberation and a common ideal in starting a new society. As I have shown earlier, 
SURJUHVVLYHLQWHOOHFWXDOVVXFKDV6DNDJXFKL$QJR7DPXUD7DLMLUǀRU7DWHZDNL6DGD\RH[SUHVVHGWKH
FRPPRQLGHDRI³GHPRFUDF\´DVDQLGHDORIVXEMHFWLYLW\IUHHGRPDQGQHZFXOWXUDOYDOXHVWKDWZHQW
beyond the idea of a Japanese nation state and focused on the individual, and the black market was 
the space of agency because it represented social and cultural noise. From 1950, the reverse course 
combined ideas of nationalism with the social imaginary of democracy and re-articulated social rela-
tions and formations in order to stabilise them against the representations of  “Americanisation”, the 
1HZ5LFKDQGWKHEODFNPDUNHWDVERWKSDVWDQGSUHVHQWDQWDJRQLVPVVKDSLQJWKH³EODFNVSDFH´DVD
unifying space of “wrong” practices and “committing consumption”. The rise of anxieties about new 
VRFLDOIRUPDWLRQVFODVVDQGSRZHUGLVWLQFWLRQE\FRQVXPSWLRQDFFRXQWHGWRWKHDWWHPSWRIGH¿QLQJ
and controlling this public space. However, this space was claimed by everyone who was socially 
mobile, blurring the precarious boundaries and negotiating as well as challenging the hegemonic 
ideal of democratic consumption and good consumer practices by the same perception of noise.
2ZHQ*ULI¿WKVLQKLVVWXG\DERXW WKHEODFNPDUNHWDVHYHU\GD\VSDFHLQZDUWLPHDQGSRVWZDU
KDVFDOOHGWKHEODFNPDUNHWWKH³YHU\DQWLWKHVLVRI-DSDQ¶VDOOHJHGO\µEHDXWLIXOFXVWRPV¶RIKDUPRQ\
DQGVHOÀHVVQHVV´*ULI¿WKV$V+HQUL/HIHEYUHDUJXHGVSDFHLVERWKDGLVFXUVLYHIRUPD-
tion and communication between practices, imaginaries, experiences and representations. If we talk 
about the postwar struggle for right and wrong consumer practices – which in the postwar are yet to 
EHGH¿QHG±WKHEODFNPDUNHWLVWKHFRQWHVWHGDQGFRQWHVWLQJVSDFHZKHUHLWWDNHVSODFHDQGZKHUH
ideas and connotations are renegotiated and shaped. The analysis gives one perspective of the theory 
on the “imagined and invented space”, that is, the discourse by media, intellectuals, and authorities as 
an effort to restrain the black market, which produces not only images and hierarchical values but in 
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the end actively historicises the market as a static space that is limited by moral, social, and cultural 
values.
“As such, the black market was more than a physical space, or collection of spaces, created by the laws 
of supply and demand where people engaged in various acts of illegal exchange. It was in fact a network 
RIVRFLDOSUDFWLFHVLGHQWL¿HGE\VSHFL¿FIRUPVRIEHKDYLRXUDQGGH¿QHGE\DSDUWLFXODUODQJXDJHYLUWXDOO\
all of which predated Japan’s defeat. As a structure of continuity, the black market also represents a world 
GHFLGHGO\XQ-DSDQHVH´*ULI¿WKV
$OWKRXJK*ULI¿WKVGHSLFWVDJHQF\DVZHOODVWKHUHFRQ¿JXUDWLRQRIWKLVVSDFHLQWKHHQGKHFRQ-
cludes that this space was a stable space of “darkness” which drew into its orbit everyone from poor to 
QREOHIDPLOLHV7KHSRZHUGLVFRXUVHVHYHQWRGD\VWLJPDWLVHLWDV³WKHVSDFHRIGDUNÀRZV´DQLOOHJDO
informal, and brutal environment which is threatening the newly emerging idea of national capitalist 
economy and democratic society. 
The black market is historicised, as the place of “have-nots” with lack of culture or manners, in the 
QHJDWLYHLGHQWL¿FDWLRQSURFHVVRIWKHSRVWZDUDVWKHGRZQVLGHDQGun-place of the nation. Nonethe-
OHVVEHFDXVHRIWKHUHSHDWHGGHEDWHVDERXW1HZ5LFKDQGWKHPDUNHWLWH[LVWHGDVDQHYHUFKDQJLQJ
VRFLRFXOWXUDOVSDFHWKDWZDVFRQVLVWHQWO\UHFRQ¿JXUHGDQGUHGLIIHUHQWLDWHGH[SHULHQFHGOLYHGDQG
contested, as well as actively challenging the hegemonic discourse of the early postwar until it was 
PDUJLQDOLVHGE\WKHV7KHEODFNPDUNHWZDVQRWRQO\D¿[HGVSDFHZKHUHWKHPHDQLQJRIDQ-
tagonism could develop into a social property of “wrong” practices, but it was an active, creative and 
SRZHUIXOVSDFHZKHUHSHRSOHHYHQLIVXEVXPHGXQGHUWKH1HZ5LFK&ODVVFRXOGFRQWULEXWHWRVRFLDO
change.
Although almost everyone had to buy goods at the black market, many people would soon deny 
having even gone there, due to the negative image that was created, and reinforced by the rising 
power of the black market in almost all spaces of trade and business: in the public opinion surveys 
before 1950 only a very small percentage of persons asked would admit they had been buying at the 
black market, although it was obvious that metal scrap, fabric, and even radios could only be bought 
at the “free” marketplace.
Japanese people today still make a difference between the black market and their own involvement 
into the trade: they would deny buying goods except for “small things”, for example some stockings, 
candy, metal kitchenware, or a sponge ball. Many members of the prewar upper and middle classes 
DUHFRQYLQFHGWKDWWKH1HZ5LFKZHUH³EODFNPDUNHWFULPLQDOV´EXWGLGQRW³EHORQJ´WRWKLVFODVV
although many upper middle class families were certainly wealthier than the average Japanese fami-
lies (Sazanami K. 2007). Whoever said they went to the black market only to satisfy the necessities of 
everyday survival could easily and morally distance themselves from the criminal activities of black 
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marketeers, whose imagined world of living was introduced by several media as dominated by police 
UDLGVUDFLDOFRQÀLFWVLOOHJDOPDUNHWDFWLYLWLHVDQGLPPRUDOEHKDYLRXU
The black market is constructed as collective symbol, not only of despair, but also of a lack of basic 
political consensus that could neither overcome the past nor the poverty, nor offer a collective identi-
¿FDWLRQV\PERORIGHPRFUDF\=LHUHQEHUJ7KLVLVWKHH[DFWUHDVRQIRUWKHLPSRUWDQFHLQ
keeping the black market in the minds of the Japanese people as a negative space in order to shape 
DFROOHFWLYHLGHQWL¿FDWLRQDJDLQVWWKLVV\PERODOWKRXJKDVPHQWLRQHGEHIRUHWKHPDUNHWZDVSDUWO\
GHPRFUDWLF7KHFKDUDFWHULVWLF¿JXUHRIWKH1HZ<HQ5LFKRUEODFNPDUNHWSUR¿WHHUZDVDGGHGWR
the social imaginary of democracy by combining all chaotic and “wrong” conditions of the postwar, 
which situated the chaos as well as explained and personalised the reasons why people had to suffer 
and why they needed, and eventually were “able” to overcome this situation. 
3.2 Negotiating the (dis)rupture
As shown before, I regard the postwar a negotium: a space of freedom between the consumption 
RIWKHHFRQRPLFPLUDFOHDQGLQGLYLGXDOVXEMHFWLYLW\LQYDULRXVSROLWLFDOVRFLDODQGFXOWXUDOFRQWH[WV
,Q WKLVFRQWH[W WKHEODFNPDUNHW LQ WKH¿UVW\HDUVQRWRQO\V\PEROLVHGEXW UHDOLVHG WKLV VSDFHRI
IUHHGRPVRFLDOPRELOLW\DQGFRQVXPSWLRQ7KH1HZ5LFKDVWKHSRVWZDUFRQVXPHUVV\PEROLVHWKH
agents of this negotium, even as a negative role model.
7KHEODFNPDUNHWZDV WKH¿UVW UDGLFDOH[SHULHQFHRIDGHUHJXODWHGDQG WUDQVQDWLRQDOFRQVXPHU
market, shared by every single member of society, yet it is also remembered as a place of vitality and 
OLYHOLQHVV5DFLDOFRQÀLFWV\DNX]DVWUXFWXUHVWH[WLOHEURNHUVDQG1HZ5LFKZHUHVSHFL¿F-DSDQHVH
VRFLDOQHWZRUNV WKDWHPHUJHG IURPFULVLVDQGRIIHUHGQHZSRVVLELOLWLHV IRU LGHQWL¿FDWLRQDQGDOVR
VKRZHGWKHGLI¿FXOWLHVLQWU\LQJWRDGDSWWRVHYHUDORIWKHVHSRVVLELOLWLHVZKLFKDOOKDUERXUHGGLIIHU-
HQWLGHDVRIIUHHGRP&RPSDUHGWRRWKHUEODFNPDUNHWVLQRFFXSLHGFRXQWULHVLQ$VLDDQG(XURSHZH
¿QGDVLPLODULW\RUFRQWLQXLW\RIWKHVDPHWUDQVZDUGLVFRXUVHVRQWKHFODVKRIDGHIHDWHGQDWLRQEHLQJ
reterritorialised into a new global logic of capitalism and its disorders. However, in Japan, the clash 
of the Japanese past, Japanese prewar capitalism, and the concept of “American” modernity and free-
dom posed a larger problem, as its rising deviant youth problem continued into the 1960s (Hiraishi 
2005: 57-59).
This radical notion of territory, or space, can be seen as a “situational territory” within the notion 
RIIUHHGRPWKDWZDV¿UVWFODLPHGE\WKHSXEOLFWKHQUHFODLPHGE\EODFNPDUNHWHHUVDQGDIWHUZDUGV
UHDOORFDWHGWRWKH1HZ5LFKGHFDGHQFHFURVVLQJLQWRRWKHUVRFLDOVSDFHVRUVWUDWDRIVVRFLHW\
(Goffman 1972: 21-23). 
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³1HLWKHUVODYLVKO\REHGLHQWQRUVHOÀHVVO\GHYRWHGWRWKHLUQDWLRQWKH-DSDQHVHVKRZHGUHPDUNDEOHFUHDWLY-
LW\DQGHQWHUSULVHLQ¿QGLQJVROXWLRQVWRWKHVWUXJJOHRIGDLO\OLIHDPLGVWDQXQSUHFHGHQWHGQDWLRQDOFULVLV´
*ULI¿WKV
Although the black market was initially a public space of class struggle, protest, social interaction 
and institution, it was soon discursively constructed and historically allocated to social relations and 
XQL¿HGDVDVSDFHWKDWVKRZHGWKH³W\SLFDO´VLJQVRIGLVRUGHUDQGPLVEHKDYLRXU
In his theory about trans- and postwar Germany, German historian Martin H. Geyer argues that 
WKHFULVLVDQGLQÀDWLRQHYRNHGVLPLODUGHEDWHVDERXWQHZULFK³LQÀDWLRQSUR¿WHHUV´HFRQRPLFORVHUV
ULJKWVDQGIDLUQHVVOX[XU\DQGFRQVXPSWLRQ+HFRQFOXGHVWKDWWKLVGLVFRXUVHZDVDELWWHU¿JKWDERXW
a social “order shattered to pieces”, that also included the need for establishment of a new world order 
based on democracy, equality, and social status (Geyer 1998: 25). The American Forces contributed 
LQDVVLJQLQJWKH1HZ5LFKWRWKHEODFNPDUNHWDQGWRDJOREDOSHUFHSWLRQRIXQIDLUQHVV+RZHYHULQ
WKHORFDO*HUPDQFDVHWKH1HZ5LFKZHUHVRRQGHSLFWHGDVSUR¿WHHUVDQGHQJLQHHUVRIWKH(FRQRPLF
Miracle, in line with the narrative of a shrinking gap between worker and bourgeois. Except for some 
prostitution scandals, the German black market and its $PHULFDQLVP were seldom linked to the New 
5LFKDVDFODVVSKHQRPHQRQDVLWZDVWKHFDVHLQ-DSDQ
7KH SRVWZDU -DSDQHVH EODFNPDUNHW DQG WKH ³$PHULFDQ RWKHU´ UHFRQ¿JXUHG WKHPDUNHW LQWR D
global phenomenon, so that the discourse about this un-place was also mixed with trans-/national 
perceptions. It was the situational space where social inequality could be historicised as a place of 
both impoverishment and decadence. In doing so, the black market was the negative, but part of the 
imaginary of “democracy” and “freedom”. It was also part of the intentions to overcome this chaos 
DQGVRFLDOGLVRUGHUEXWLQRUGHUWRVWDELOLVHLWLWVHPHUJLQJVRFLDOIRUPDWLRQVWKH1HZ<HQ&ODVV
had to be referred to as a spatial relation, and therefore contained within the social boundaries which 
were invented for the success of “democratic” social practices. The hegemonic discourse on the 
black market created a destructive, immoral and uncontrollable place in an exceptional situation, 
and the non-acknowledgment of this space as well as the invention of borders limited social agency: 
The “unthinking” process of the black market later in the 1950s was a symbol for having overcome 
the poverty and chaos of the early days as well as ideologically conquered the capitalist force of the 
transnational “enemy”.
Nonetheless, the black market is a public space where barter and trade as well as social and cul-
WXUDOIRUPVRIYDOXHDUHQHJRWLDWHGDVZHOODVFKDOOHQJHG7KHEODFNPDUNHWDOZD\VGH¿HVVRPHRI
the dominant logic, because of its political knowledge and survival strategies as well as hidden trade 
as forms of activism. This in-transparency and anarchy was also connected with the fear of state au-
thorities and upper classes of their own decline. The media coverage of and the process of unthinking 
the black market as a “postwar” relic demonstrates how something that is public is made, invented, 
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represented and contested by referring to it as an enclosed space, and retracing certain social values 
and formations into sociospatial relations. It is therefore a space where exclusion takes place by clos-
ing the metaphorical black space with symbols of “darkness” and utopias of another future. The black 
PDUNHW¶VDVVXPHGUHSUHVHQWDWLYHVWKH1HZ<HQ5LFKZHUHDOZD\VFRQVWUXFWHGDVDFODVVRIRXWODZV
when questions about the transnational other and real – and ideal – consumer practices emerged, and 
WKH\ZHUHDOZD\VMX[WDSRVHGWRWKHJHQHUDOSRYHUW\RIWKHVXIIHULQJSRSXODWLRQLQRUGHUWROLPLWFRQ-
sumption with moral and cultural values. 
3.3 Mass media and the production of New Rich spectacle
As Laclau and Mouffe have argued, democracy is a powerful and practical social imaginary that 
prevents society from being represented as a whole. DemocracyLQWKLVVHQVHLVDQHPSW\VLJQL¿HU
which is sustained by the dissolution and blurring of the markers of certainty. It regroups social identi-
WLHVLQWRSUHFDULRXVO\¿[HGVSDFHVZKLFKGH¿QHHTXLYDOHQFHVEHWZHHQHOHPHQWVDQGDUHKHOGWRJHWKHU
by the sole articulation of being threats to this imaginary (see Laclau/ Mouffe 1985: 165). The axis of 
LGHQWLWLHVLVXQL¿HGE\DOODUWLFXODWLRQVRIGLIIHUHQFHVWKDWDUHVXEVXPHGXQGHUWKHFRQFHSWVRIEHLQJ
undemocratic, un-Japanese (not national), Americanised, black, and violating the rules.
Tatewaki suggested that radical changes and noise in social spaces could offer the possibilities to 
shape a radical, classless society and democracy. Nonetheless, by producing the black market and 
1HZ5LFKDVDQHQFORVHGDQGUHSUHVHQWHGVSDFHRIYLROHQFHWKH1HZ5LFKWXUQHGLQWRSDUWRIDVSHF-
tacle to unify both society and equivalence chains of the “other”. Since the media also produced the 
1HZ5LFKLQFDULFDWXUHVMRNHVDQHFGRWHVDQGE\VHULRXVGLVFXVVLRQVRQWKHPLOOLRQDLUHVWKH\SUR-
GXFHGDQLPDJHRIXQLW\RIWKH1HZ<HQ&ODVVDOWKRXJKLWGLGQRWH[LVWDVDXQL¿HGVRFLDOIRUPDWLRQ
7KLVFDQEHFRPSDUHGWRWKHHIIRUWVRISROLFLQJWKHFULVLVE\PDNLQJWKH1HZ5LFKERWKDQWDJRQLVWV
as well as media spectacle. 
*X\'HERUGKDVGH¿QHGWKHVSHFWDFOHDV
“fragmented views of reality [which] regroup themselves into a new unity as a separate pseudo-world that 
can only be looked at. The spectacle presents itself simultaneously as society itself, as a part of society, and 
DVDPHDQVRIXQL¿FDWLRQ>«@7KHXQL¿FDWLRQLWDFKLHYHVLVQRWKLQJEXWDQRI¿FLDOODQJXDJHRIXQLYHUVDO
separation. The spectacle is not a collection of images; it is a social relation between people that is mediated 
by images.” (Debord 1983: 6-7)
%\GH¿QLQJWKH1HZ5LFKDVDUHSUHVHQWDWLRQRIWKHEODFNPDUNHWDQGWKHUHJHQHUDWLRQRILWVDFWRUV
WKH1HZ5LFKDUHPDWHULDOLVHGLQWKHGRPLQDQWSURGXFWLRQRIVRFLDOVSDFHZKLFKQRWRQO\FHQWUHG
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on their political and violent reality, but which also tried to face them as a discursive instead of real 
problem: 
“The essential character [of the spectacle] reveals it to be a visible negation of life – a negation that has 
taken on a visible form.” (Debord 1983: 9)
$VPHQWLRQHGEHIRUHRQWKHFRQVWUXFWLRQRIDQWDJRQLVPRI WKH1HZ5LFK WKHVKDUSHURQHVXEMHFW
position is taken and determined, the more blurred another one becomes, thus being able to connect 
the same concepts for two different sets of life-styles. This did not mean that only the differences 
between many marginalised groups of resistance and challenge were relocated into the spheres of the 
black market, but also that the “other” classes seemed to be more permeable and socially mobile, once 
WKHDOOHJHGFDXVHIRUHFRQRPLFZHDOWKDVZHOODVSRYHUW\ZDVGH¿QHGDVPHUHO\DQHJDWLRQRIVRFLDO
OLIH1HZ5LFKFRQVXPHUVZKHWKHUWKH\ZHUHHPHUJLQJIURPWKHEODFNPDUNHWRUZKHWKHUWKH\ZHUH
1HZ5LFKRUQRWZHUHGLVFXUVLYHO\GLVORFDWHG IURP WKHLUQHZO\UHFRQ¿JXUHGVRFLDOHQYLURQPHQW
DFFRUGLQJWRWKHWUDMHFWRU\HIIHFWVRIWKHLUFRQVXPHUSUDFWLFHV7KHVSHFWDFOHRI1HZ5LFKFRQVXPS-
tion came to dominate acrossWKHGLYLGHRISXEOLFDQGSULYDWHVSDFHVDQGHIIHFWLYHO\XQL¿HGE\WKH
negotiumRIWKH1HZ5LFKDQWDJRQLVP7KHVSHFWDFOHDFFRXQWVWRWKHIUDJPHQWHGVRFLDOSVHXGR
ZRUOGVFRPSHWLQJZLWKDQRWKHUDQGPHHWLQJUHVLVWDQFHLQVRFLDOSUDFWLFHV7KH1HZ5LFKSUDFWLFHV
GH¿QHGWKHSXEOLFVSDFHVRIPDUNHWVEDUVDQGDPXVHPHQWTXDUWHUVDVH[KLELWLRQVLWHVRIFRPPHUFH
DQGFRQVXPHULVPDQGPRVWO\DVVH[XDOWUDQVJUHVVLRQWKDWXQL¿HGWKHSUDFWLFHVDJDLQVWWKHPEHFDXVH
WKLVUDLVHGDQ[LHW\RIFODVVGLVWLQFWLRQEDVHGRQWKH1HZ5LFKZURQJSUDFWLFHVRIFRQVXPSWLRQEXW
DOVRGHSROLWLFLVHG1HZ5LFKDVSROLWLFDODFWRUV LQ WKH¿HOG1RQHWKHOHVV WKH\ZHUHDnegotium of 
XQL¿FDWLRQWKHPVHOYHV¿UVWQHJRWLDWLQJDQGWUDQVODWLQJPHDQLQJEHWZHHQWKHPDUNHWJRRGVSDVWDQG
SUHVHQWFXOWXUHDVZHOODVODWHUGLVUXSWLQJWKLVFXOWXUDO¿HOGZLWKERWKWKHLUUHVLVWDQFHDQGQHJDWLYH
representation. The spectacle of the black market came to dominate the construction of borders be-
WZHHQSXEOLFDQGSULYDWHFRQVXPSWLRQEXWVWURQJO\XQL¿HGWKHPDVDSDUWRIGH¿QLQJFRQVXPSWLRQ
7KH1HZ5LFKZHUHEDVHGDQGRUJDQLVHGDVDOWHUQDWLYHVRFLDORUJDQLVDWLRQVEXWYLVXDOLVHGE\ WKH
element of committing consumption. Therefore, they were relocated as a homogeneous social group, 
DVDQLVRODWHGFODVVRIVHSDUDWHXQFXOWXUHGLQGLYLGXDOVVKDULQJWKHIDWHRI³1HZ5LFK´LQWRWKHRYHU
determined illegal and asocial space of the black market as a closed space of violence and uncertainty, 
because they themselves raised uncertainty among the class distinctions. This was also the reason 
ZK\WKH\ZHUHGHSROLWLFLVHGDQGDFFXVHGRIUHLQIRUFLQJLQÀDWLRQSRYHUW\DQGLQHTXDOLW\DPRQJWKH
Japanese people as the emblems of spectacle, uncertainty and public perversion, so that even in the 
ODWHVVRFLHW\ZDVGLVFXUVLYHO\GLYLGHGLQWRWZRH[WUHPHVWKH1HZ5LFKDQGVDODU\PHQOLYLQJ
on their companies’ expenses for “dirty” businesses such as betting, cabarets and leisure, and on the 
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other side the borderline and poor who could not even receive enough welfare or education to leave 
the slums of the cities (Kaburase 1955: 16-17).
3.4 Social mobility as noise
7KHVHOHFWLRQRILPDJHVRIWKHEODFNPDUNHWDQGLWVGHVFHQGDQWVDV1HZ5LFKUHSODFHGWKHUHDO
space of the black market as a space of production, consumption and social mobility, and rendered it 
LQWRDGLVFXUVLYHDQWDJRQLVPWKDWXQLWHGWKHEODFNPDUNHW1HZ5LFKDQGFRQVXPHUVDVRQHFRQÀLFWLQJ
QHJDWLYHUROHPRGHO7KLVPRGHOZDVLQIDFWLQÀXHQWLDOLQVRFLHW\DQGDOVRH[FOXGHGWKHVSDFHRIWKH
black market from real experience by reinforcing and producing a dominant discourse on consump-
tion where saving housewives and producing salarymen, both active and passive, were destined to 
take leading roles: 
“Although the struggles between different powers for control of the same socio-economic system are of-
¿FLDOO\SUHVHQWHGDVLUUHFRQFLODEOHDQWDJRQLVPVWKH\DFWXDOO\UHÀHFWWKDWV\VWHP¶VIXQGDPHQWDOXQLW\ERWK
internationally and within each nation.” (Debord 1983: 27)
(QFRXUDJLQJKRXVHZLYHVWR¿JKWWKHEODFNPDUNHWVDYHZHDU³WDVWHIXO´FORWKHVDQGHOLPLQDWLQJ
both the enemies of $PHULFDQLVP and capitalism, the housewives themselves were agents of uniting 
WKHV\VWHPDQGVXSSRUWLQJWKHVDPHXQGHUO\LQJSRZHUVWUXFWXUHVWKDWEXLOWXSWKHXQL¿FDWLRQRIWKHLU
FXOWXUDODVZHOODVSROLWLFDOLGHQWL¿FDWLRQDVVXEMHFWVRIWKHPLGGOHPDVVDQGDERYHDOOIRVWHULQJQR-
tions of Japanese nationality. Male salarymen were, even in 1957, when the debate and boom of the 
New Middle broke out, seen as too spendthrift, and as such, diligent women could balance them in 
their desire for consumption, encouraged by media and capitalism. 
7KHSRVWZDUSHULRGZDVDWLPHRIPRELOLW\FKDQJHDQGUHVHJPHQWDWLRQVRWKH1HZ5LFKZHUH
not only part of the dominant production of space, but also agents challenging the prevalent cultural 
discourses. As Yoshimi Shun’ya stated, America was both desire and violence for the Japanese people 
VHH<RVKLPLDQGWKH1HZ5LFKZHUHSDUWRIH[DFWO\WKLVDPELYDOHQFH7KH\LQFRUSRUDWHGWKH
LPDJLQDWLRQRIPRGHUQLW\EHFDXVHWKH\ZHUHIXO¿OOLQJWKRVHGHVLUHVWKDWZHUHFRPPXQLFDWHGZLWKLQ
the situational territory of the black market, by the same underlying principle of American-style capi-
WDOLVP7KH\ZHUHHYHQPRUHYLWDOLQWKHLUVRFLDOPRELOLW\EHFDXVHWKH\ZHUHQRWRUJDQLVHGDQG¿[HG
FRPPXQLWLHVDQGFRXOGUHDFWTXLFNHUWRFKDQJHV7KHPRUHWKH1HZ5LFKZHUHSHUFHLYHGDVDJDLQVW
the “poor”, the more the mobility of individuals grew, because of their acquisition of social and eco-
nomic capital in the years when the black market was the central space of power. Furthermore, the 
LPDJHRIDQHJDWLYH³UROHPRGHO´RI1HZ5LFKFRXOGQHYHUEHIXOO\HQFORVHGEHFDXVH¿UVWO\WKH1HZ
5LFKGLGQRWLGHQWLI\ZLWKWKHVRFLDOVSDFHIRUFLEO\DVVLJQHGWRWKHPDQGVHFRQGO\WKH\ZHUHDQDO-
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ternative social organisation forging different connections and accumulation of capital, in opposition 
WRWKHIRUFHVDQGDVVRFLDWLRQVRIWKH-DSDQHVH³PRUDO´HFRQRP\DQGVRFLHW\7KLUGO\WKH1HZ5LFK
and all groups assigned but not belonging to this realm, such as working women, war widows, post-
colonial residents or ordinary youth, challenged the national discourse with their Americanised new 
values, by consciously and unconsciously rebelling against the cultural codes of national modesty and 
thrift, and actually invested into the global system of the capitalist consumer’s republic.
$OWKRXJKLQUHDOLW\1HZ5LFKDQGEODFNPDUNHWHHUVZHUHLQGLYLGXDOVDFWLQJLQGLIIHUHQW¿HOGVDQG
social spaces, and therefore highly mobile and particularly hybrid, many different groups, especially 
FRQVXPHUVZHUHSDUWRIWKH³LPDJLQHG´1HZ5LFK7KXVWKHV\PEROLFUHSUHVHQWDWLRQVRILPPRUDO-
ity, capitalist $PHULFDQLVP and undemocratic behaviour, were combined with the symbolic cultural 
categories of overconsumption, lack of cultural and national taste and “noisiness”. As soon as con-
VXPHUVVKRZHGWKHVDPH³KDELWXV´RIWKHLPDJLQHGDIÀXHQWFODVVHVDSSURSULDWLQJJRRGVWKDWZHUH
³QHZ´DQGKDGWREH¿OOHGZLWKFXOWXUDOPHDQLQJVXFKDVJDXG\FRORXUHGGUHVVHVUHGQDLOSROLVK
VKLQ\FDUVWKH\ZHUHSHUFHLYHGDV1HZ5LFKEXWDOZD\VLQUHODWLRQWRGLIIHUHQWSUDFWLFHVWKDWLQWKH
postwar could not yet be conducted. In doing so, every consumer committed consumption according 
WRWKHGLIIHUHQWVXEMHFWSRVLWLRQVWKDWZHUHWDNHQDJDLQVWHLWKHUWKH³$PHULFDQLVHG´XQ-DSDQHVHKH-
GRQLVWXQGHPRFUDWLFRUYLROHQW³1HZ5LFK´7KH1HZ5LFKZHUHWKHUHIRUHDFKDLQRIHTXLYDOHQFHV
consisting of different “wrong” social practices, which were introduced by the same discourse on the 
social imaginary of democracy as a general egalitarian poverty where everyone had the same access 
WROLYHOLKRRGEXWSURGXFHGDQGXQL¿HGDVWKHHPEOHPRIVRFLDOLQHTXDOLW\DQGFXOWXUDOGH¿FLHQF\E\
some individuals gaining wealth and committing consumption.  
7KHFDWHJRULHVRI WKH1HZ5LFKZHUHDSSOLHG WRSDUWLFXODUFRQVXPHUVZKRZHUHDEOH WRVSHQG
money and thus changed the meaning of “cultural” goods, although they were initially supposed to 
serve as core cultural symbols in the global ideological struggle of a democratic consumer’s republic. 
They forced the industry to rely on “nationally” produced goods that were neither to be compared 
with traditional nor foreign luxury goods, and therefore took the “middle way” of introducing new 
HOHFWULFDODSSOLDQFHVZLWKDKLJKHPSKDVLVRQWKHKRXVHKROGDQGSULYDF\LQVWHDGRIIXO¿OOLQJRISXEOLF
desires which lay in food and clothing. Nonetheless, the Japanese state was not able to perform the 
WDVNRIHVWDEOLVKLQJDQDWLRQDORUGHULQWKHFXOWXUDO¿HOGVRWKDWDOWHUQDWLYHSRVVLELOLWLHVHPHUJHGLQ
SURGXFLQJDQGDSSURSULDWLQJFXOWXUDOV\PEROVGLIIHUHQWO\+LVWRULDQ(ULFD&DUWHUKDVLQYHVWLJDWHGWKH
same attitude for Germany, where the “character” and sexuality of excessively consuming women 
VHUYHGDVYHKLFOHIRUWKHSURMHFWLRQRISRVWZDUQDWLRQDODQ[LHWLHVRIEHLQJRYHUFRPHE\$PHULFDQ
FRQVXPHULVP1RQHWKHOHVVWKHLGHRORJLFDOSURMHFWRISURPRWLQJGHPRFUDF\DOVRKDGWRGHWHFWDQDQ-
WDJRQLVPWRUHSODFHWKH1HZ5LFKDQGZRPHQDVWKHUHSUHVHQWDWLYHVRIradical difference and highly 
SRWHQWLDOFXOWXUDODJHQF\&DUWHU7KHEODFNPDUNHW¶VSUHSRQGHUDQWLQYROYHPHQWLQWR
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almost all trades, amusement, pleasure and consumption, also expressed the problematic relation-
ships between a highly mobile and potential agency of diverse social relations against the ideological 
DQGQDWLRQDOSURPRWLRQVRIFXOWXUH)RU0DU[LVWHFRQRPLFVDQGOHIWZLQJLQWHOOHFWXDOVWKH1HZ5LFK
were ambivalent symbols for capitalism, new freedom and individuality, while for housewives and 
the state propagandists, they were the root of cultural deviance, a fearful emancipation as well as the 
source of inequality.
The postwar chaos had for a certain time disrupted and disoriented former class structures and 
relations, relocating Japanese society into the narrative of “globalisation/ Americanisation”, but the 
fundamental social structures remained intact. The re-orientation along the global narrative of de-
mocracy opened up new social spaces to be negotiated with meaning and particular positions, and in 
WKHUHGH¿QLWLRQRIVRFLDODQGHFRQRPLFVSDFHWKH³QHZ´VRFLDOPRELOLW\SHUFHLYHGDV³1HZ5LFK´
ZDVGLVWXUELQJ6LQFHWKH1HZ5LFKZHUHERWKHPEOHPVRI$PHULFDQLVDWLRQDQGLQHTXDOLW\DVZHOO
DVLQGLYLGXDOLW\LQWKHSXUVXLWRIVXEMHFWLYLW\shutaisei), they left the contained space of the black 
market and permeated these other spaces by converting into progressive noise and the blurring of 
social boundaries. The goods they were consuming were translated from $PHULFDQLVPinto their own 
UHDOLWLHV DQG LGHQWL¿FDWLRQSURFHVVHV DQG WKHUHIRUHSURGXFHGD FODVKZLWK WKHSUHYDOHQWGLVFRXUVH
of modesty, rationalisation and thrift regarding consuming practices. The confusion of cultural and 
national values on whether to innovate or conserve accompanied and reinforced the notion of noise 
LQWKLVFRQWH[W:KLOHDFFXPXODWLQJZHDOWKDQGIXO¿OOLQJLQGLYLGXDOGHVLUHVE\FRQVXPLQJWKH1HZ
5LFKZHUHQRWRQO\SURYLQJWKHFRQWUDGLFWLRQVEHWZHHQUDLVLQJDQDWLRQDOOLYLQJVWDQGDUGDQGVLPXO-
taneously restraining consumption, but also questioning the system and the production of values in 
LWVHOI7KH\ZHUHGHJHQHUDWLQJSUHZDUFXVWRPVZKLFK¿UVWZHUHGHQLHGEXWODWHUUHLQVWDWHGLQ-DSD-
nese culture, therefore challenging the dominant ideology and hierarchy of the nation. Therefore, a 
dominant common sense, collective identity as well as this hierarchy and new social formations, were 
RUGHUHGLQFRXUVHRILGHQWLI\LQJWKHEODFNPDUNHWDQG1HZ5LFKDVDOLQNHGIRUPDWLRQRIWKUHDWWRERWK
the invented national traditions (Hobsbawm 1992: 9) of Japanese modesty and aesthetics, and newly 
imagined categories such as poverty and a restrained Japanese-style capitalism. In this sense, social 
and cultural values were invented along the new opportunities and master terms of globalisation, in 
order to evoke a national consensus against the collective symbols of negative “Americanisation”, 
capitalism, pleasure-seeking and wasteful consumption. 
The implications of social mobility and status transcended into the debates, representing the New 
5LFKDWDUJHWIRUGLVWLQFWLRQQRWRQO\E\WKHXSSHUFODVVHVEXWE\DOPRVWDOOVRFLDOJURXSVEHFDXVH
the basis of their existence were the so-called totalities of “black market” and “Americanisation”. 
7KHUHIRUHDIWHUWKHGHFOLQHRIWKHEODFNPDUNHWWKHHQFRGHG1HZ5LFKVRFLDOSURSHUWLHVPRVWO\WUDQ-
scended towards the negotiation of good and wrong practices by consumption and material culture. 
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The black market took active part in negotiating cultural consumption, but also in the making of the 
idealised consumer, by questioning and broadening prevalent notions of consumption and modernity.
3.5 Noise in the communication of clothing
To conclude, the black market shaped space, as a spatial practice, a space of representations, and 
ZDVKLVWRULFLVHGDVD¿[HGUHSUHVHQWDWLRQDOVSDFH:KLOHLWZDVDVLWXDWLRQDOWHUULWRU\FODLPHGE\WKH
PDMRULW\RISHRSOHLQWKH¿UVWSODFHLWZDVVRRQHQFRGHGE\WKHGRPLQDQWGLVFRXUVHRISROLWLFDOVRFLDO
and cultural engineers, i.e. state institutions, mass media, intellectuals as well as non-intellectuals as 
representing an antagonism considered as noise, and therefore symbolising violation of public and 
social order. The more it became un-thought, the more the “users” of this un-place were required to 
prove their innocence (Augé 1995: 102). But, as aforementioned noise blurred the proper rules and 
ERUGHUVRI WKHORFDWLRQ WKHVSDFHRI WKHEODFNPDUNHWDQG1HZ5LFKSUDFWLFHVEHFDPHWKHFHQWUDO
place and formations to wich social relations were constructed, contested, and negotiated.
5HFRYHULQJDQGUHLQVWDWLQJRUGHUDQGGLVWLQFWLRQLQWKHVLWXDWLRQDOWHUULWRULHVZKHUHnoise occurred, 
this noiseZDVFRGHGZLWKWKHLGHDVVKDSHGDURXQGWKHLPDJLQHG³1HZ5LFK´XSXQWLO WKHV
there were still people “committing consumption” with the same attitudes pre-fabricated in the dis-
FXVVLRQVDERXWWKH1HZ5LFKFRQVXPHUVZKRZHUHFRQVSLFXRXVO\ZDVWLQJH[FHVVLQJDQGVSHQGLQJ
As the most visible communication and concrete manifestation of social and cultural principles and 
³DVVLJQLQJ´WKHSRVWZDU1HZ5LFKWRWKHLUVRFLDOVSDFHDVFRQGXFWLQJZURQJFXOWXUDOSUDFWLFHVVHUYHG
the medium of clothing, because fashion was taken over by a global industry, new mechanisms of 
production, and the production of new values. 
In every postwar country, the association to national values in confrontation with “Americanisa-
tion” was made differently according to their respective culture: in England, the name coined for 
EODFNPDUNHWHHUVZDV³VSLY´ZKLFKVWLOO LVDFRQFHSWIRU WKHÀDVK\DQGFRQVSLFXRXVFRQVXPSWLRQ
of people as well as the stereotype of smart black market dealers (BFI 1999), whereas in Germany, 
QHLWKHUZHUHWKH1HZ5LFKRI¿FLDOO\LQGH[HGDIWHUWKHFXUUHQF\UHIRUPQRUZHUHWKH\RIWHQFRPELQHG
with textile brokers and the fashion realm, but all were struggling for cultural values in new social 
habits (see Zierenberg 2007). 
While the Japanese black market(eers) “shifted” into textile business, fabrics and clothes, the 
HIIRUWRIJHWWLQJFORWKHVRU³GUHVV´RXWRIWKH³GLUW\´KDQGVRIWKH1HZ<HQ5LFKE\LQYHQWLQJDQ
individually and state-supported disseminated idea of “good design”, is part of the utopia for a bet-
ter living, shaped within the framework of the master terms democracy and overcoming poverty. 
&RQVHTXHQWO\WKHUHDOPRIFORWKLQJLQWKHSRVWZDUZDVKLJKO\FRQWHVWHGDQGQRWHDVLO\FORVHGDVD
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VHOIGH¿QLQJVRFLRVSDWLDOV\VWHP&ORWKLQJLVERWKSDUWRIWKHH[SUHVVLRQRIJOREDOKHJHPRQ\DQGWKH
Japanese culture resisting to it, but also shaping new distinctions and national symbols. It is both an 
indicator and initiator of change in cultural processes, “serving as a communicative device through 
ZKLFKVRFLDOFKDQJHLVFRQWHPSODWHGSURSRVHGLQLWLDWHGHQIRUFHGDQGGHQLHG´0F&UDFNHQ
)XUWKHUPRUHH[DFWO\EHFDXVHWKH1HZ5LFKERWKFRPPXQLFDWHGDQGZHUHSHUFHLYHGDVnoise in 
the production of cultural consumption, the communication of the concept of “clothing” developed 
into various opportunities for a plurality of social differentiations, individual expression and critique 
in various moments of the social spectrum.
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V. DESIGN AND DRESSMAKING AS TASTEMAKERS
“When our house burnt down in the air raids, my mother and the family had not much 
left [...]. We did not have many things after the war, but one thing I remember. That 
ZDVDELJKHDY\6LQJHUPDFKLQHZHFRXOGVRPHKRZVDYHIURPWKHÀDPHV,GRQ¶W
know, but [...] this thing was the only appliance in our home for a long, long time.” 
(Sazanami A .2007)
“After we came back from the countryside where we had to stay during the air raids 
[...], I found work as a shop girl, my sister went to doreme. She made clothes for the 
whole family. [...] We girls sometimes went to the black market, down in the centre, 
to buy nylon stockings for work. [...] Before that, we went to a dressmaker and had 
clothes made. I had the feeling that clothes were extremely unfashionable (yabottai) 
In department stores, you could [only] buy uniforms.” (Ichikawa 2007)
1 THE FASHION PROBLEM
Due to ambivalence between desires that were also awakened in the postwar, and due to a newly 
HPHUJLQJFODVVV\VWHPWKHSRVWZDU\HDUVXQWLOZHUHDVSHFL¿FSKDVHRIH[SORULQJWKHERXQGDULHV
of cultural values that had not been established yet and left space for alternative desires, meanings and 
symbols. As historian Frank Trentmann argues, even the middle class of the postwar mass consumer 
society was only one particular social formation, prominent around the mode of production of certain 
goods such as household appliances, not others. Since the consumer as citizen did not yet exist as 
VXFKDWWLWXGHVWROX[XU\VLPLODUWR(QOLJKWHQPHQWLGHDVLQWKHODWHWK&HQWXU\
“oscillated between new positive understandings of consumption as an engine of wealth and civilisation 
[...] and condemnations of extravagance and greed leading to an enslaved self, dependent on appearance 
and the opinion of others [...].” (Trentmann 2006: 24)
In particular with the rise of the black market, the JDLWǀ and public consumption, one of the basic 
commodities, clothing, and to a certain part leisure, became the central focus of attention of postwar 
debates on “right” or “wrong” consumption. How could the hegemonic social formation of the new 
middle by mechanisms of mass media, democratising consumption and ideals of equality evoke dis-
WLQFWLRQ"$QGKRZZHUHWKH1HZ5LFKOHJDFLHVPDUNHGDVDGLVUXSWXUHRUnoise, for the newly emerg-
ing order? The key concept of noise which both constructs and deconstructs social boundaries will be 
explained by the most contested category of consumption; since “appearance” was the marker of New 
5LFKOX[XU\FRQVXPSWLRQWKHFORVHVWWRH[HPSOLI\LQJPRUDOYDOXHVOD\LQWKHGLVFXVVLRQRQIDVKLRQ
$VPHQWLRQHGEHIRUH+REVEDZPDQG5DQJHUKDYHDUJXHGWKDWDFULVLVVXFKDVWKHSRVWZDULGHQWLW\
crisis erodes identities and disorients individuals, and as such nationalism can be inscribed into the 
GLVFRXUVHDVDXQLI\LQJSUDFWLFH,GHQWL¿FDWLRQLVUHIHUUHGWRVSDFHVRFRQVXPSWLRQLVDVRFLRVSDWLDO
UHODWLRQVKDSLQJERUGHUVGLVWLQFWLRQDQGWKHVSDFHVZLWKLQWKHFXOWXUDO¿HOG
&XOWXUHDQGJOREDOLVDWLRQWKHRULVW0LNH)HDWKHUVWRQHGHVFULEHGWKHKDELWXVLQDQHZVSDFHDV
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³WKHVHWRIVKDUHGÀH[LEOHGLVSRVLWLRQVPRGHVRIFODVVLI\LQJWKHZRUOGZKLFKDUHQRWMXVWFRJQLWLYHEXWDUH
sedimented and written into bodies, and evident in body styles of sitting, movement, talking, demeanour”. 
The habitus is the “habitual state of approaching others and the world and is the source of our particular 
embodied tastes in food, consumer goods or art” (Featherstone 2001: 518). 
This chapter is thus an investigation about the discourse, moreover marginalised discourse and 
contexts of consumption that exoticise and nationalise taste in order to situate a new position in a 
newly segmented post-war world, and how it became to be embodied into “design” as the marker 
of taste and the consumer good of clothing. The “touchstone” of the social imaginary of democracy 
ZLWKDOOLWVLPSOLFDWLRQVSOD\HGDFUXFLDOUROHIRU³GH¿QLQJWKHJRRGVRFLHW\´VRWKHHGXFDWLRQRIWDVWH
also had to be related to consumption as a matter of democracy (Dower 1999: 525). The discourses 
DUHFKDOOHQJLQJHDFKRWKHURQGLIIHUHQWOHYHOVWRSURGXFHWKHJRRGFRQVXPHUVRFLHW\DQGGH¿QHtaste-
makers for the purpose of constructing distinction. The “American way of life”, the construction of 
FXOWXUDOOLYLQJDQGWKHSURGXFWLRQRIDQWDJRQLVPV1HZ5LFKDVLWVKHGRQLVWFRQVXPHUVDQGSDUWRIWKH
spectacle, developed into a prevalent discourse indicating the implementation of social hierarchies of 
this consumer society. 
Furthermore, this chapter deals with three focal points of analysis as institutionalising patterns in 
order to localise forms of how taste was created for the practice of consumption. The ¿UVWSRLQW is 
the ,QGXVWULDO$UWV5HVHDUFK,QVWLWXWH (IAI)1 (6KǀNǀVKǀNǀJHLVKLGǀVKR) that followed the national 
agenda of implementing industrial design and consumer goods as tasteful and good consumption. The 
IAI functioned as an umbrella institute and prototype for almost all design associations to come, and 
LQRUGHUWRXQGHUVWDQGKRZWKHGHVLJQHUVGH¿QHGQRWRQO\WKHLUSURIHVVLRQEXWDOVRKRZWKH\GHHPHG
the clothing realm as an unworthy part of cultural production; the ideas of the institute and its design-
HUVZLOOEHUHODWHGWRWKH1HZ5LFKUHDOPRIIDVKLRQ7KDWLVZK\WKHsecond part will be dedicated 
to dressmaking schoolsDVLQVWLWXWLRQVLQWKHJUH\]RQHEHWZHHQ1HZ5LFKJHQGHUHGFRQVXPSWLRQ
and hedonism. And third, the chapter will analyse the public discourse on “fashion”, in order to 
analyse how taste and distinction were negotiated between the basic national agenda and antagonist 
consumers. In combination with the inscription of hegemonic/ marginal discourses, this chapter is 
also centred on the making of consumers, but since fashion has been perceived and established as a 
gendered realm since the beginning of the 19th century, it will also focus more on the female con-
sumer which embodied practices of “committing consumption”. Nonetheless, Japan is one of the few 
postwar countries where fashion and fashion design lay entirely in the hands of women; up until the 
late 1960s, clothes were made by female tastemakers.
 7KHDEEUHYLDWLRQRIWKH,QVWLWXWHFKDQJHGLQIURP,$5,WR,$,7KLVWKHVLVZLOOUHIHUWRWKHQHZIRUP
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Thus, due to several challenging layers of the postwar discourse, clothing soon became the epit-
ome of “staging taste” within an increasing political process of national culturalism, economic inde-
pendence and the instalment of capitalism in an allegedly poor society. It served to develop both the 
notion of psychological and physical emancipation as well as embodying highly classifying social 
SUDFWLFHVVXFKDVVHOILGHQWL¿FDWLRQSURFHVVHVSROLWLFDOGHPRFUDWLFFKRLFHVDQGVRFLDOGLVWLQFWLRQ
The social space of 1945 until 1959/1960 shows how diverse social hierarchies could be played out 
against and together with the noise and nuisances, while cultural taste was still in the process of being 
constructed.
&ORWKLQJLVDSDUWRIGHEDWHVFHQWULQJDURXQGWKHTXHVWLRQZKHWKHUFORWKLQJFDQEHVHHQDVDEDVLF
QHFHVVLW\RUDVDFXOWXUDOJRRGWKDWFRXOGGH¿QHDQDWLRQDOVWDQGDUG&ORWKLQJWDNHVDVWURQJUROHLQ
GH¿QLQJWKHKDELWXVLQHYHU\GD\OLIHEXWDOVRSXEOLFO\H[SUHVVLQJWKHRXWZDUGDSSHDUDQFHRIWKHVHOI
in form of “capital” as fashion. In Japan, due to the long prewar history on the problematic of commu-
nicating cultural values in clothing, the topic developed into the most contested cultural category after 
the defeat. Beginning with the introduction of Western style clothing at the beginning of the century, 
towards a turn to practical clothing in the 1920s through the “life improvement campaigns”, which 
was interrupted by a nationalist ideology of uniform and standard clothing in wartime that sought 
to control people’s daily lives, clothing was eventually reconsidered by wartime and postwar textile 
shortage problems which made it simply unattainable. It was almost impossible to put clothing on a 
mere national agenda of housewives’ and savings campaigns or national design institutes, because 
clothing was thoroughly perceived as both a black market and “Americanised” commercialised busi-
ness. This led to the involvement of diverse agents approaching clothing and dressmaking from their 
various points of world view and to it being a contested discursive site in order to establish a distinc-
tive yet nationally acknowledged “taste” of a newly segmented society. 
&RQVHTXHQWO\-DSDQHVHYDOXHVLQFORWKLQJZHUHDJDLQUHGH¿QHGDQGUHFRQWH[WXDOLVHGIROORZLQJ
the 1930s discourse as values that were basically drawn apart from fashion, whereas they were recon-
¿JXUHGZLWKLQWKHGLVFRXUVHRI³JRRG´FRQVXPSWLRQDVVRPHWKLQJXQLTXHO\-DSDQHVH+HQFHWKHVH
YDOXHVZHUHQRWRQO\UHGH¿QHGE\SURGXFHUVRUPDJD]LQHVEXWDOVRDVSDUWRIFXOWXUDOSROLWLFV,Q
order to construct Japan as a culture state, the utopian and “therapeutic” images of a peaceful Japan, 
DVFRXQWU\RIDHVWKHWLFVEHDXW\SROLWHQHVVDQGFUDIWVPDQVKLSDVZHOODVDVHQVLELOLW\WRUH¿QHPHQW
were re-inscribed into the distinctive appropriation of consumer goods, but especially into the new 
ideals of design as a highly artistic profession with cultural merits (Ikegami 2005: 378-379). These 
virtues were also to a great extent encouraged, and therefore debated and reinforced by transnational 
activities with the GHQ and cultural diplomacies with other countries, who incorporated the cultural 
“other” by exoticising it. Thus, this chapter will introduce the legacy of the black market in the con-
tested realm of design and fashion.
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1.1 Clothing as contested category between antagonism and recognition
&ORWKLQJLVFKRVHQKHUHDVDUHSUHVHQWDWLYHH[DPSOHIRUWKHSRVWZDUGLVFRXUVHVRQFRQVXPSWLRQ
and (consumer) culture between moralism and hedonism, which is often cumulating in the discus-
VLRQ DQG LPSOHPHQWDWLRQRI IDVKLRQ7KLV FXOWXUH¿UVW GHYHORSHG IURP WKH LGHDRI ³H[SHULHQFLQJ´
consumption on the black market and in exhibitions, second it is carried out as an abstract category 
in terms of “time” and overcoming poverty by democratisation, instead of actual and concrete goods 
as markers (Slater 1997: 15). Laclau and Mouffe argue that the emphasis on constructing a consumer 
FXOWXUHLQFUHDVHVWKHFXOWXUDOGH¿FLWVRIPRGHUQLW\E\XVLQJYDULRXVODEHOVVXFKDVGHPRFUDF\DQG
HTXDOLW\DQGWUDQVIRUPVDVWDEOHVRFLDORUGHUDQG¿[HGVSDFHVE\UHODWLQJWKHPWRYDOXHVDQGLGHQWLWLHV
of cultural goods that revolve around the home (see Slater 1997). In investigating the outside gaze as a 
classifying practice after Bourdieu (1984), clothing can be related not only to the discourse of a frag-
PHQWHGVRFLDOLGHQWL¿FDWLRQSURFHVVEXWDOVRLQUHODWLRQWRWKHantagonisms produced against them 
LQVKDSHRIWKH1HZ5LFK&RQVHTXHQWLDOO\WDVWHLVDSSURSULDWHGRQWRWKHERG\VRHYHU\LGHDRIFODVV
LVDWWKHVDPHWLPHDOVRHPERGLHGWKHGLIIHUHQFHVLQDSSHDUDQFHDVZHOODVLWVPRGL¿FDWLRQVZLOO
also signify gender and class differences, so that the discursive construction of the entire “system” 
of classifying practices will be blurred. Dress, gestures, make-up and hair-style are both practices of 
underlining these differences, and also self-expression and representations of social position and dis-
tinction, especially in the rubble of the postwar “kyodatsu” situation, when everyone was deemed to 
be poor and when textiles were nonexistent. They function as social markers because they depend on 
“the economic and cultural means that can be invested in them”, as well express the body as a social 
product and thus seem natural expressions and cultivations of one’s social position (Bourdieu 1984: 
7KHUHZLOODOZD\VEHQLFKHVDQGFODVVL¿FDWLRQVLQWKHSURFHVVRIWDVWHPDNLQJDQGWKHPRUH
regulated consumption becomes, the more alternatives, at least in internalising the consumption of a 
publicly created and simulated culture, will appear which will be discussed in shape of upper class 
QRVWDOJLDLQ&KDSWHU9,+RZHYHUGXHWRWKHWXUEXOHQWKLVWRU\RIFORWKLQJFRQVXPSWLRQDQGWKHHYHQ-
WXDO³UHJXODWLRQ´RIFORWKLQJHPERGLHGLQWKHPHGLDDSSHDUDQFHRIWKH&URZQ3ULQFHVVDIWHUWKH
trans/national conduct of the “fashion question” reveals how the system of establishing taste, class 
and identity after a crisis works.
As the textile and fabric situation changed in the early 1950s, in the following years, clothing 
design experienced a professionalisation, commercialisation and a phase of mass-production, and 
IRVWHUHGGLIIHUHQWGHEDWHVRQQDWLRQDOFRQVXPSWLRQDQGGLVWLQFWLRQ,QDUHWURVSHFWLYHRQ6KǀZDFXO-
WXUH IHPLQLVWDQGIDVKLRQKLVWRULDQ<DQDJL<ǀNRGHVFULEHG WKHSRVWZDUV\VWHPRIPDVV
production in clothing in two phases: the phase from 1945 to 1950 where “American fashion” framed 
the everyday life in shape of “establishing a fashionised society” and especially the phase of “French 
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fashion” between 1951 and 1955 (Yanagi 1990: 33; 40-41). She depicts the actors of the “fash-
LRQSKDVH´RQGLIIHUHQW OHYHOV¿UVWO\ WKH IDVKLRQEXVLQHVV FRQVLVWLQJRISROLWLFV HFRQRPLFV DQG
PDQXIDFWXUHUVVHZLQJPDFKLQHVIDEULFVVWDSOH¿EUHV6HFRQGO\ WKHZRUOGRI:HVWHUQIDVKLRQ
non-regional and non-business organisations, designer competitions, festivals and the “accessory” 
trade for shoes, underwear, and hats. Thirdly, the information on the everyday clothing life by media. 
This simulation of fashion consumer culture consisted of fashion shows, magazines, newspapers that 
described the situation of global fashion in columns, such as “Paris Fashion (3DULPǀGRWVǌVKLQ)” in 
the $VDKL6KLQEXQ from 1948 onwards, the “Oshare” corner since 1951 in Yomiuri Shinbun¿OPV
that moulded personal styles and design, and the television in the late 1950s that visualised the actual 
placing of this into everyday life (Yanagi 1990: 46).
The mediation of a global clothing culture, that was established as a new market mechanism in 
WKHSRVWZDUFRQWULEXWHGWRDPDVVL¿FDWLRQRIIDVKLRQFXOWXUHDQGWKHHVWDEOLVKPHQWRIDVKDUHGH[SH-
rience of the standardisation of values and cultural goods, as a system of culture with two different 
centres and ideologies, the USA and Europe (Kashiwagi 1998: 90-129). However, the “French fash-
ion” phase was not only a phase of rationalisation and the trend to mass-produced ready-made cloth-
LQJEXWUDWKHUVKDSHGVRFLDOUHODWLRQVDQGVNHWFKHGWKHZD\RIVRFLDOVWUDWL¿FDWLRQDQGLQHTXDOLWLHV
Since “French fashion” was perceived as higher culture than American (mass) fashion, and Japanese 
national culture had to be interspersed into this new thinking, it was soon obvious that the broader 
idea of “Europe” would serve as an intermediary to establish “luxury” and high class consumption.
Why was fashion focused on to such a large extent? How could even intellectuals and artists that 
were usually researching leisure, literature, social problems, be drawn into the discourse of “eupho-
ria” on the sociocultural changes and consequences by clothing? Why was fashion able to be so con-
WUDGLFWRU\WKDWHYHU\RQHVHHPHGWREHLQWHUHVWHGLQGLVWLQFWLRQ"+RZGLGWKHFRQFHSWRIWKH1HZ5LFK
shape and challenge the discourse of  producing social spaces and hegemonies?
(YHU\SRVWZDUFXOWXUHKDGGLI¿FXOWLHVLQUHQHJRWLDWLQJWKHLUGLVWLQFWQDWLRQDO³FXOWXUH´LQDQHZ
world order: in defeated Europe, American policies and the recovery programme relied on European 
FXOWXUHV¿QGLQJ WKHLU RZQQDWLRQDOP\WKRORJ\RI FDSLWDOLVP/LNHZLVH WKH FRQVXPLQJZRPDQ DV
LWVFHQWUHDOVRKDGWREHKLVWRULFLVHGVSDWLDOLVHGDQGUHFUHDWHGDVDSDUWRIQDWLRQDO LGHQWLW\&RQ-
sumption itself nonetheless showed the ambivalence of constructing identities over a state-promoted 
“good” social practice; the more consumption became the centre of discourses and representations of 
democratic institutions, the more the ambivalence of consuming between “committing” and promot-
ing consumption also disturbed both social spatialisations of gender and power relations found in the 
construction of social categories such as the black market and housewives as antagonists. 
For postwar Europe, Michael Wildt and other historians have detected “waves” into which the 
postwar was divided: the “food” wave after the hunger years, the “clothing” wave, and the “housing” 
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wave (Wildt 1995: 23-24). “Food” made the most important impact in Germany, due to the Marshall 
3ODQ¶V LQVLVWHQFHRQFUHDWLQJD(XURSHDQPDUNHW WKLVZDVKLJKO\UHÀHFWHGLQ WKHZD\WKH*HUPDQ
government and mass media promoted “Europeanisation” as a self-exotisation of German culture 
VHH:LOGW  &ORWKLQJ DOVR SOD\HG D GLVWLQFW UROH RI QHJRWLDWLQJ$PHULFDQ DJDLQVW (XURSHDQ
³PRGHUQLW\´PRVWO\LQ¿OPDQGPHGLDEXWLWZDVPRUHWKH³FKDUDFWHU´RIWKHH[FHVVLYHO\FRQVXPLQJ
ZRPDQWKDQKHUDFWXDOIDVKLRQVW\OHZKLFKZHUHGHSLFWHGLQWKH¿OPVDQGPHGLD&DUWHU
Japan’s focus on the postwar “wave” lay in both the production and consumption of clothing, as 
one of the strongest export industries of the pre- and postwar, and a severe long-lasting wartime dis-
cussion on Japanese uniform clothing and clothing restrictions also shaped the unique way how the 
state and cultural actors dealt with the question of fashion during the years of “crisis” and renegotia-
tion of values. The postwar consumption from 1947 to 1955 was retrospectively labelled as the “Era 
of clothing´DVVRFLRORJLVW.DWǀ+LGHWRVKLH[SODLQHGIRUWKHUHVXUUHFWLRQRISRVWZDUVRFLHW\
before household appliances replaced the strong desire for dress and became status symbols of the 
QHZFDSLWDOLVWFRQVXPHU¶VUHSXEOLFRIWKH6KǀZDV.DWǀ+&ORWKLQJDOVREHFDPHRQH
RIWKH¿UVWFRQVXPHUJRRGVZLGHO\DYDLODEOHWKURXJKDGYHUWLVHPHQWVGUHVVPDNLQJDQGVHZLQJSDW-
terns in women’s magazines. In the memory of Japanese culture, clothing takes a very strong role in 
GH¿QLQJWKH³HDUO\SRVWZDU´EHFDXVHZRPHQDOVRWRRNWKHRSSRUWXQLWLHVWRZRUNLQWKHVHUYLFHVHFWRU
RIZKLFKIDVKLRQZDVDODUJHSDUW7KHUHIRUHLWEHFDPHWKH¿HOGZKHUHWKHVWUXJJOHIRUVRFLDOVWDWXV
cultural power and identity also unravelled the structures for distinction, although the goods were not 
yet consumed as commodities, but as images.
The social category of clothing also is highly contested as the emblem of commercialism, and 
FODVKHVZLWKWKHLGHDVRI³>JRRG@GHVLJQ´ZKHQUHIHUUHGWRWKHVRFLDOVSDFHRI1HZ5LFKDQGHVSH-
FLDOO\ZRPHQ7KHOLIHVW\OHRIFORWKLQJRQHVHOIDOVRXQFRQVFLRXVO\REMHFWL¿HVDQGLQWHUQDOLVHVWKHVH
WDVWHPDNLQJ SURFHVVHVZKR GH¿QH WKHPRGH RI DSSURSULDWLRQ RI FXOWXUDO JRRGV DV ³QDNHG WDVWH´
%RXUGLHX&ORWKLQJLV WKHUHIRUHDQLPSRUWDQWSDUWRI WKHKHJHPRQLFGLVFRXUVHRQRYHU-
FRPLQJSRYHUW\LQWKHHDUO\SRVWZDUDFRQWHVWHGVSDFHRIGLIIHUHQFHVZKLFKWULHGWR¿QGQRUPDWLYHV
IRUGHVLJQIRUJRRGVWKDWIRUWKHSXUSRVHDV³PDUNHUJRRGV´IRUFXOWXUDOSURSHUWLHVZHUHMX[WDSRVHG
clothing as a representation of public consumption and household goods for the privatisation of life-
styles. In addition, clothing seemed to be the most important symbol of distinction between “good” 
and “wrong” social practices in the period of early postwar Japan, and also for the distinction between 
GLIIHUHQWVRUWVRIFXOWXUDOVRFLDODQGHFRQRPLFFDSLWDO:KLOH WKHSRRUZHUHGH¿QHGWKURXJKWKHLU
IDLOLQJDFFHVVWRFXOWXUDODQGHFRQRPLFFDSLWDO WKH1HZ5LFKZHUHOLNHZLVHGH¿QHGWKURXJKWKHLU
abundant access to all sorts of capital. Workers, despite being highly politicised and mobile, were 
denied access to social capital due to the suppression of strikes and organised labour by the GHQ and 
WKHJRYHUQPHQW¶VVXSSRUWRIODUJHFRUSRUDWHLQGXVWULHV7KH1HZ5LFKLQFRQWUDVWDVWKHHQHPLHVRI
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both the poor and Japanese culture, were denied access to cultural capital, and therefore primarily 
“located” by either their economic capital, spending too much money or their un-cultural clothing 
DQGXQ-DSDQHVHOLYLQJVW\OH7KH³FODVV´RI1HZ5LFKWKHUHIRUHKDGSUREOHPVWRDFFHVV³WDVWH´DV
DQLPSRUWDQWVLJQL¿HUIRUFXOWXUDOFDSLWDODOOWKHPRUHDV1HZ5LFKEURNHUVKDGRYHUWDNHQWKHWH[WLOH
business and single working women encountered fashion as one of the few spaces they were allowed 
to work in: as Mrs. Ichikawa, who had been former middle class, put it: “ I found work as a shop girl, 
my sister went to doreme (GRUHVXPƝNLQJX [dressmaking]” (Ichikawa 2007). 
1.2 Tastemakers: Industrial Arts Institute and dressmaking schools
The focal points of the IAI, dressmaking schools and the cultural debate on fashion have been 
chosen  to locate tastemakersDVWKHNH\DJHQWVLQWKHJDPHIRUKHJHPRQ\LQWKHVRFLDO¿HOG7KH\RU-
GHUWKHGLVFRXUVHXQGHUDFODVVL¿FDWLRQV\VWHPDQGFRQVWLWXWHFHUWDLQW\IRUVRFLDOVWUXFWXUHVXQGHUWKH
master narrative of democracy and nation in the postwar years, and against the wrong social practices 
RIWKH1HZ5LFKDQGEODFNPDUNHWFXOWXUHVDVDQXQFHUWDLQDQGPRVWRIWHQQRLV\WDVWH
“The manner which designates the infallible taste of the taste-maker and exposes the uncertain taste of the 
possessors of an ill-gotten culture is so important in all markets and especially in the market which decides 
the value of literary and artistic works, because choices always owe part of their value to the value of the 
chooser, and because […] this value makes itself known and recognized through the manner of choosing.” 
(Bourdieu 1984: 91)
7DVWHPDNHUVXVXDOO\EHORQJWRWKH³GRPLQDQW´FODVVFKRRVHIURPRQHRUWKHRWKHU¿HOGRUFDSLWDO
market) and try to invest into one or the other, for example traditional arts or art nouveau. In other 
terms, they are, as Foucault calls it, the economic specialists of the discourse, who in this case occupy 
the important space of interface between desires and their imposition into the everyday life, con-
VWUXFWLQJVSDFHDQGFXOWXUDOVWUXFWXUHVE\WU\LQJWR¿[WKHPZLWKLQDJLYHQRUGHU$VDIRUHPHQWLRQHG
regarding design and fashion discourses, which are loosely situated between arts and commercial 
mass production, the agents at the “gateway” of mass culture in the late 1940s and throughout the 
1950s were not only the manufacturers and “makers”, but also institutions such as the Industrial Arts 
5HVHDUFK,QVWLWXWHDQGSRSXODUGUHVVPDNLQJVFKRROVDVZHOODVPDVVPHGLDDQGLQWHOOHFWXDOVWKDWWULHG
WR³FRQVHUYH´WKHLUGRPLQDQWFODVVDJDLQVWWKHDQWDJRQLVPVRIWKH1HZ5LFKOLIHVW\OH
-DSDQHVHFORWKLQJKDELWVZHUHZLGHO\GLVFXVVHGEHFDXVHWKH\FRPELQHGWKHUHMHFWLRQRISUHZDU
and wartime regulations of clothing, the question of emancipation and liberation, and also the debate 
on “Western and Japanese fashion”, problems that had not found a solution since the beginning of 
modern consumer culture in the 1930s. Since the immediate postwar was an era of severe textile 
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VKRUWDJHEXWDOVRRIGLVVHPLQDWLQJJOREDOGHVLUHVWKHIRFXVRQIDVKLRQFRPELQHGZLWKWKHLGHQWL¿FD-
tions of black market textile brokers, emerged into a serious problem in terms of morals, education, 
and the limits of the implementation of “new” values, which cumulated in a fundamental discourse 
on national taste that also transcended into other social realms. 
6&$3DQGODWHUVWDWHDXWKRULWLHVDQGLQVWLWXWLRQVVXFKDVWKH0LQLVWU\RI,QWHUQDWLRQDO7UDGHDQG
,QGXVWU\0,7,DQGWKH0LQLVWU\RI&XOWXUHDQG(GXFDWLRQ0RQEXVKǀ) turned to regulation, because 
this could combine the savings campaigns with a promise of improvement of daily life, social order, 
achievement of equality, and cultural education through the implementation of democracy. Politi-
FLDQVEXUHDXFUDWVDQGEXVLQHVVPHQDOVRHQIRUFHGUHJXODWLRQZLWKDVSHFL¿FYLHZRIKRZWKLVQHZ
national consumer society could be shaped according to their ideals of Japanese capitalism. In this 
VHQVHWKHUHSUHVHQWDWLRQRIQHZYDOXHVDQGWDVWHVZDVSOD\HGRXWLQWKHUHMHFWLRQDQGRSHQGHQXQ-
ciation of different “styles”. The National Institute of Design, the ,QGXVWULDO$UWV5HVHDUFK,QVWLWXWH
(IAI), followed consumer politics and realised the establishment of a “culture state” promoted by 
WKH0LQLVWU\RI&XOWXUHDQG(GXFDWLRQZKLFKUHOLHGRQUDWLRQDOLVDWLRQPDVVSURGXFWLRQRILQGXVWULDO
arts, commercial advertising, and the construction of a “democratic” culture by exhibitions and il-
lustrations of a “cultured living” for housewives’ and women’s magazines. The IAI harboured many 
designers which became famous postwar illustrators, graphic designers, interior designers and archi-
tects. In contrast, the Japan (fashion) designer’s clubs were established by a heterogeneous group of 
individuals, the leading dressmaking designers and prewar educators Sugino Yoshiko (1892-1978), 
7DQDND&KL\RDQG,Wǀ0RKHL SURPRWHUVRI UDWLRQDOLVDWLRQDQGUHVWUDLQW
VXFKDV.XZDVDZD<ǀNRDQGGHVLJQHUVWKDWZHUHHGXFDWHGE\WKHSRVWZDUFRQGLWLRQV
and the new mass media such as Madamu Masako (1916-)2, working with sewing manufacturers and 
textile distributors (Hayashi K. 1975: 222). This cumulated in 1948 into the 1LKRQ'H]DLQƗ.XUDEX 
1'&XQGHUWKHDHJLVRI0,7,DQGWKH1LKRQ'H]DLQƗ%XQND.\ǀNDL (NDK), under the aegis of the 
0RQEXVKǀ. Nonetheless, clothing and fashion were up until 1959 perceived as “noise” in the social 
order and needed to be controlled. 
The IAI as well as the dressmaking schools acted as state-induced mediators for shaping cultural 
categories of social space by establishing a national and creative “design” as well as the profession of 
³GHVLJQHU´DURXQGWKHVRFLDOHPEOHPRIWKH1HZ5LFK³FRS\VW\OH´DVDQWDJRQLVWFRXQWHUSDUW
In addition, the concept of design and taste according to the IAI and the state focused mainly on 
WKHSURGXFWLRQDQGHQJLQHHULQJSURFHVVDQGWKLVVFLHQWL¿F³JRRGGHVLJQ´UHDZRNHWKHSUHZDUPRG-
 7DQDNDKDGRSHQHGKHUIDVKLRQFROOHJHLQ.ǀEHLQDV7DQDND&KL\R)XNXVǀ*DNXHQ, and is often referred 
WRDVWKH¿UVWIDVKLRQGHVLJQHURI-DSDQ,Wǀ0RKHLZDVDXWRGLGDFWDQGEHFDPHLQKRXVHGHVLJQHURI)XMLQ*DKǀ in 1946. 
He established a Research Centre on Clothing in 1951 as well as a small dressmaking school. Kuwasawa was in-house de-
signer for )XMLQ*DKǀ since 1937. Madamu Masako had studied French literature and clothing history which she monthly 
published in )XMLQ.ǀURQ. In 1952, she studied abroad at the famous private art Académie Julian, and has published sev-
eral handbooks on high-collar fashion.
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ernist movement. Even in wartime, the Japanese government promoted the modernists ideas based 
on prewar rationalist thoughts of Bruno Taut (1880-1938), so that the principles of styles of living, 
rationality, functionality, and restraint, although they seemed to be entirely new in the postwar, did not 
H[SHULHQFHWRRPDQ\UHFRQ¿JXUDWLRQV7KHSXEOLFGLVFRXUVHRQWKH³FXOWXUDO´DQGWKHPDVWHU\RIVLJQV
ZDVWKXVGLVSOD\HGRQWKHVFLHQWL¿FUDWLRQDODQGLPSURYLQJ³GHVLJQ´DVDFXOWXUDOV\PERO
Japan’s women’s magazines as semi-legitimate and legitimising agencies of connecting the taste-
makers with the “masses” were directly and indirectly promoting the American way of life, but were 
far from embracing the entire American model of “design” and consumption to suit their idea of cul-
WXUH6LQFHWKHGHEDWHVRQ-DSDQHVHFXOWXUHDUWVDQGFUDIWVZHUHDOPRVWVLOHQFHGLQWKH¿UVWSRVWZDU
years and then reinstated after 1956, transnational emblems of “culture” revolved into a highly ide-
ologist means for re-negotiating the nation with respect to different global images of Europe, America 
and Asia as well, and installing capitalism as a basic structure of life-styles. Even if American lifestyle 
was advertised in most glamour magazines, the real encounter with this “American” lifestyle had to 
EHUHMHFWHGDVERWKPRUDOO\LQDSSURSULDWHDQGZDVWHIXO)RUWKH-DSDQHVHSRSXODWLRQWKH3;QRWRQO\
exposed goods, but also made everyone aware of their own economical situation under a very sincere 
HFRQRPLFLQÀDWLRQLPSO\LQJDYLVLEOHLQHTXDOLW\EHWZHHQ³GHPRFUDWLF$PHULFD´DQGWKHRFFXSLHG
Japanese. This ambivalence produced a certain weariness with the American presence, and social 
commentators were tempted to question the amorality and psychological “deviance” of the Japanese 
youth that followed the “guidance” of black market and American style amusement: their interests 
were said to be hedonistic: gambling, sexual pleasure, and consumption of fashion. In order to dis-
tinguish them from the “normality” of the populace, their behaviour was accompanied with gaudy, 
mismatched, screaming, or noisy clothes. 
As Sheldon Garon has put it: value, especially cultural value, was not placed on individual or he-
donistic consumption, but rather on restraint. If possible, it was connoted with progress and (popular) 
science, and legitimated by being produced and consumed for the future welfare of the nation (Garon 
2006: 203). This was not only a Japanese phenomenon, but a reaction against the Americanisation 
RIFXOWXUHPDQ\(XURSHDQFRXQWULHV DOEHLWSUR¿WLQJ IURP$PHULFDQ VXSSRUW DQGFDSLWDOLVPDOVR
rebelled against these “commercialisation” processes of culture. They were trying to substitute this 
in their opinion Americanised culture for traditional or national tastes, and thus established gender 
production and consumption according to their hybrid cultural models.
7KH³WDVWH´RIQDWLRQDOVFLHQWL¿FFRQVXPHUJRRGVZDVUHDOLVHGLQWKRXVDQGVRIDUWLFOHVDERXWKRPH
improvement and electronic appliances, and the narrative of a progressing national community of 
equality – which resembled ideas of the 1930s – was intertwined with the utopia of a very broad and 
diverse understanding of democracy. All these contradictions on the key terms “democracy” and 
³HTXDOLW\´PDGHLWGLI¿FXOWWRHVWDEOLVKDFRQFUHWHDQGOLQHDU³FXOWXUH´LQWHUPVRIFRQVXPSWLRQEXW
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FRQVXPHUSROLWLFVKDGWR¿QGDOLQHDUFRXUVHLQRUGHUWRSURPRWHWKHLUPRGHORIFXOWXUDOFRQVXPSWLRQ
,QPDQ\SRVWZDUFRXQWULHV WKHVWDWHVXSSRUWHGDQGSURPRWHG1DWLRQDO'HVLJQ5HVHDUFK,QVWLWXWHV
or Design Schools to reinforce the notion of the national “cultural” and to discipline both consump-
tion and creation. However, these newly implemented tastes slashed with former Japanese cultural 
and upper middle-class values, and by seeking other models beyond the American model resulted in 
FDPSDLJQVWR³VWULNHDEDODQFH´EHWZHHQFRQVXPSWLRQDQGVDYLQJVHH*DURQDQG¿QDOO\LQD
debate about what “national” taste really was.
2 EMBLEMS OF TASTE-MAKING: THE CASE OF THE IAI AND “GOOD 
DESIGN”
2.1 The founding of the IAI and its protagonists
Although the birth of the profession of design can be traced back to the 1920s, in the 1950s, design 
became a well-paid profession for the realisation of postwar desires: modern design was taught at 
universities and colleges, industrialisation encouraged the consolidation of industrial arts as culture 
industry, and the mass media and corporations established opportunities for designers to work as 
professional artists, by introducing awards and grants for the development of new goods. In 1953, 
this profession witnessed a second boom after the end of the Occupation with the establishment of 
professional clubs and associations: according to the proponents of the IAI, “a designer […]  is an 
artist that arranges the scenery of everyday life” by means of industrial design, while the everyday 
life is based on the minimum standard of “a democratic, equally levelled enlightened society” (Kat-
sumi 1951: 18). The so-called cultured living which was implemented as a condition into the postwar 
&RQVWLWXWLRQDOVRGHVFULEHGWKHLQGXVWULDODUWLVWV¶ZRUNDVDUUDQJLQJWKHVWDQGDUGRIFXOWXUHGOLYLQJE\
designing modern, rational art which could be mass-produced and purchased at cheap prices for the 
enlightened consumer. 
7KHJUHDWHVWFRQWULEXWRUWRWKLVQRWLRQRIGHVLJQZDVWKH,QGXVWULDO$UWV5HVHDUFK,QVWLWXWH,$,
re-established in 1948 under the supervision of pre- and postwar pioneers such as interior designer 
.HQPRFKL,VDPXDQGJUDSKLFGHVLJQHU.DPHNXUD<ǌVDNX3. It was estab-
 .HQPRFKLKDGJUDGXDWHGLQIURPWKH7RN\R&ROOHJHRI,QGXVWULDO$UWVDQGLQWKHSUHZDUKDGZRUNHGXQGHU
7DXWDWWKH:RRGZRUN'HSDUWPHQWRIWKH,QGXVWULDO$UWV5HVHDUFK,QVWLWXWH.DPHNXUDKDGEHHQZRUNLQJDVDUWGLUHFWRU
for many different magazines since 1937, such as Nippon. In the postwar, he is best known for his posters for the 1964 
Olympic Games and the 1970s Expo.
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lished as part of the Ministry of International Trade and Industry (MITI) which was responsible for 
IXQGLQJDOOSURMHFWVDVZHOODVSURPRWLQJWKHSURGXFWVRYHUVHDV
,QWKHSUHZDUWKHIRUPHU,QGXVWULDO$UWV5HVHDUFK,QVWLWXWHKDGEHFRPHIDPRXVDIWHUKDYLQJLQ-
YLWHGWKH*HUPDQPRGHUQLVWDUFKLWHFW%UXQR7DXWDVDGYLVRUZKRKHDYLO\LQÀXHQFHGWKHVHDUFKIRUD
Japanese essence and originality in the “Japanese Modern”: Taut’s listing of how to attain quality, i.e. 
making use of traditional arts and crafts merged with new global technologies, collecting and analys-
ing global products, and educating “quality” based on simplicity, function and usefulness (Kikuchi 
2004: 99), were re-inscribed into the founding philosophy of the postwar IAI. 
The IAI was favoured by the state as a means of indirect consumer policy in order to rational-
ise consumer habits, and even before its reestablishment supported by the GHQ, which obliged the 
designers to work for them in 1946 to provide almost 200,000 members of the Allied Forces with 
furniture and household appliances, and lay the foundation of the structure by coordinating the IAI 
WRFRRSHUDWHZLWKWKHHOHFWURQLFPDNHU7ǀVKLED)LVKHU:KHQWKHUHPDLQLQJGHVLJQHUVDQG
GLVFLSOHVRIWKLVSUHZDU1DWLRQDO,QGXVWULDO$UWV5HVHDUFK,QVWLWXWHVXEPLWWHGDSHWLWLRQWRWKH&,(
section of the GHQ for the establishment of a new institute on June 4th, 1948, their most important 
concern was  the combination of Japanese cultural and artistic talents with the international com-
merce of exporting Japanese products, in order to revive export and trade:
“[…T]he recent development of transportation and communication has reduced the global distance. [...] 
There is little doubt that in the future, consuming nations will be deluged with similar goods from different 
manufacturing countries. Viewed from every angle, future export commodities from Japan must be high-
JUDGHRQHVFRQWDLQLQJLQWHOOHFWXDOHOHPHQWV´*+46&$3J
The value of mass-produced elements should exist in their designs, which was inherent in the 
cultural tradition and aesthetic mastery of the Japanese nation, with the goal of providing a basis of 
JOREDOGHYHORSPHQWDQGVWUHQJWKHQLQJWKH-DSDQHVHLQGLJHQRXVDUWV:KLOHWKH¿UVWRXWOLQHLQFOXGHG
national cooperation, investigation of old Japanese and new foreign industrial arts, research and pub-
lication of new designs and models, the ideas on Japanese design centred on architecture, household 
and living, and packaging.
$V$PHULFDQ-DSDQHVHVFXOSWRUDQGGHVLJQHU1RJXFKL,VDPXMRLQHGWKH,$,IRUWZR
weeks in August 1950, the idea of the minimalist “Japanese Modern” was reinvented and soon es-
tablished as the leitmotif of “national creativity” in postwar industrial arts. Noguchi, with the help 
of Kenmochi Isamu, another of Taut’s disciples and “inventor” of the buzzword “Japanese Modern”, 
organised an exhibition at Mitsukoshi Department Store during this time, which made him the most 
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LQÀXHQWLDOSRVWZDUGHVLJQHULQ-DSDQ7KHH[KLELWLRQUHOLHGRQ-DSDQHVHFUDIWVDQGORZFRVWPDWHULDOV
VXFKDVEDPERRZKLFKUHÀHFWHGWKHmingei (folk crafts) design movement of the 1940s4, the consti-
tutional cultured living and a modernist approach to minimalism and simplicity (Noguchi 1950: 18; 
Kenmochi 1950b: 19).
In the re-published .ǀJHL1HZV, the corporate organ of the IAI which strongly consolidated ideas 
of design and design as profession in the 1950s to 1970s, design theorist Katsumi(e) Masaru (1909-
1983)5 explained the prevalent IAI meaning of “design” as the well-being and development of the na-
WLRQZKLOHFULWLFLVLQJFRPPHUFLDOLQÀXHQFHDQGPDVVFXOWXUHZKLFKZDVH[HPSOL¿HGE\DKHGRQLVP
that for most of the IAI designers was strongly attached to the cultural stereotype of women “com-
mitting consumption”: 
³'RWKH>PDVV@IDVKLRQPDJD]LQHVDQG¿OPGUDPDVeiga no gaitai) that are bewilderingly changing our 
general citizen’s lives really play such a great role for our well-being?“ (Katsumi 1951: 18) 
The most visible critique of the state-run IAI therefore was a general distrust of mass culture, 
HVSHFLDOO\IHPDOHFORWKLQJDQGIDVKLRQWKDWZHUHXQSUHGLFWDEOHLQÀXHQWLDODQGVWLOOIROORZHGWKHFKD-
otic rules of black market capitalism. Katsumi stated that it might be a mistake if commercialism 
(VKǀJ\ǀVKXJL) would be played out to that extent that the only design left for civic life would be found 
in commercial show windows and fashion shows on Ginza. For the good of the nation, “commercial-
LVW´GHVLJQZDVUHMHFWHGLQIDYRXURI³QHXWUDO´LQGXVWULDOGHVLJQ$OWKRXJKLQGXVWULDOGHVLJQLVIXQ-
damentally commercial, the IAI designers clearly excluded clothing or fashion as a form of design, 
because it was too capitalist “commercialist”, and not a form of arts. The politics of industrial design 
H[KLELWLRQVWKXVVHUYHGDVFODVVLI\LQJSUDFWLFHVWR¿UVWVSUHDGLQIRUPDWLRQRQWKH³ULJKW´IRUPRIFDSL-
talism, and second make the state and private sector pioneers for linking the ideas of rationalisation, 
modernity and democracy with consumer savings campaigns, in order to establish the new Japanese 
ideology of culture state and “techno-nationalism” (see Yoshimi 1999). 
,QDGGLWLRQWKHPDQDJHURIWKHDUWVVHFWLRQRIWKH0LQLVWU\RI&XOWXUHDQG(GXFDWLRQ0RQEXVKǀ), 
Kon Hidemi (1903-1984)6 LQWURGXFHGWKHHIIRUWVWRZDUGVWKHQHZ³FXOWXUHVWDWH´LQWKH¿UVW LVVXH
of .ǀJHL1HZV in 1946 such: as commercialism was an attribute belonging to capitalists (and New 
 :KHQ&KDUORWWH3HUULDQGZDVLQYLWHGWRVWD\LQ-DSDQLQDOUHDG\LQZDUWLPHVKHZDVIDVFLQDWHGZLWKWKH
mingei movement that used only Japanese traditional crafts such as bamboo or lacquer-ware. Perriand also unconsciously 
DFWHGDV¿JXUHKHDGRIWKHLGHRORJLFDOLPSOHPHQWDWLRQRIWKHÄ(UDRI6XEVWLWXWLRQ³WKHWLPHZKHQWKH-DSDQHVHVWDWHDO-
ready collected metal and other goods to use in the war (see Gengenbach 2005). For a detailed description of the mingei 
movement, see (Kikuchi 2004).
5 Katsumi Masaru was graphic designer, critic, translator and author of many popular books on industrial design in 
the 1960s. He also took the role of design coordinator for the Kuwasawa Design School as well as for the Tokyo Olympics 
in 1964.
6 Kon Hidemi was essayist, literary critic and actor. He served as manager of the arts section from 1945-46, cre-
DWHGWKH-DSDQ$UWV)HVWLYDOZURWHRQHRIWKH¿UVWWHOHYLVLRQGUDPDVLQDQGEHFDPHIRXQGLQJJHQHUDORIWKH$JHQF\
IRU&XOWXUDO$IIDLUVLQDVZHOODVGLUHFWRURIWKH-DSDQ)RXQGDWLRQ
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5LFKQHZFRQWHQWVFRXOGRQO\EHGHVLJQHGLIWKHFRQ¿QHPHQWRI³FKHDSFRPPHUFLDOLVP´anka na 
VKǀJ\ǀVKXJL) and opportunism could be eliminated in the favour of establishing a national culture 
with central values other than capitalism (Kon H. 1946: 4). 
.DWVXPL WRJHWKHUZLWK.HQPRFKL.DPHNXUD<ǌVDNX<DQDJL6ǀUL DQG:DWDQDEH5LNL
(1911-)7HVWDEOLVKHG WKH LQÀXHQWLDO-DSDQ,QWHUQDWLRQDO *RRG'HVLJQ&RPPLWWHH (JIDA) in 1953, 
ZKLFKKDGDOVREHHQ¿QDQFHGE\WKH0,7,0RVWRIWKHGHVLJQHUVLQWKH,$,DQGWKLV'HVLJQ&RPPLW-
WHHZHUHVWLOOLQÀXHQFHGE\WKHPRGHUQHGXFDWLRQDODQGUDWLRQDOXQGHUVWDQGLQJRIGHVLJQLQWKHPHDQ-
ing of EXQNDVHLNDWVXthe ideal of cultural living by rationality, functionality and Western modernity. 
This prewar understanding of cultural living turned into the idea of “modern living” (modan ribingu), 
and although this modernity was a mixture of mingeiDQG$PHULFDQDVZHOODV(XURSHDQLQÀXHQFHV
until 1952, modern living quickly placed emphasis on the “Japanese Modern”. This modern was 
achieved by re-inventing tradition: Bruno Taut’s ideal of clarity, purity and modesty were a “long-
standing tradition” of forms, minimalism and materials, but combined with Japanese aesthetics, the 
Japanese modern would be different. Japanese industrial arts designers and architects also cooperated 
ZLWKWKH*RRG'HVLJQPRYHPHQWRIWKH&KLFDJR6FKRROWKDWUHVHPEOHGWKHLGHDVRIWKLV0RGHUQLVW
rationality, the “qualities” Bruno Taut had listed, and the Japanese national idea of modesty, mini-
malism and consumer restraint: the three basic foundations of aesthetics (shinbisei), functionality 
(NLQǀVHL) and superior quality of materials (U\ǀVKLWVXVHL) should lead the people’s decisions in taste: 
³)URPJRRGTXDOLW\WRJRRGGHVLJQ´.ǀJHL1\ǌVXE7VXQHPL7KHWUHQGRID
Japanese modern was not only a Western modernity; good design should also reinvent the tradition 
of a culturally superior and aesthetic Japan against abstraction and impersonal functionalism, by tak-
LQJWKHIXQFWLRQDVWKH³UHMHFWLRQ´RIFRPPHUFLDOFDSLWDOLVPDQGDV.DWVXPLKDGSXWLWDVSDUWRI
the development of everyday life in the process of culturalising the nation. It combined the general 
ideas that the “balance” and “cooperation” between consumer, designer and “maker”  – a highly com-
mercial mechanism of corporatism – was the key element of a rationalised aesthetics that “this poor 
FRXQWU\-DSDQ´VKRXOGVWULYHIRU.ǀJHL1\ǌVXD.ǀJHL1\ǌVX$OWKRXJKWKH
“cultural” good design against commercialism was played out as the ideal of the Japanese nation,  the 
“Japanese Modern” reinvented a tradition of Japanese aesthetics which resembled the 1920s ideals of 
“taste”, without further explaining this form of “culture” except for the abstract modern. 
Thus, from the beginning, the rationalisation of commodities and the Japanese Modern as “taste” 
found their antagonist in clothing fashion as the explicit model of excessive modern commercialism, 
7 Yanagi is the son of the founding father of the mingeiPRYHPHQW<DQDJL6ǀHWVXZDVDVVLVWDQWWR
&KDUORWWH3HUULDQGLQWKHVDQGZRQWKH¿UVW0DLQLFKL'HVLJQ$ZDUGLQ+HEHFDPHLQWHUQDWLRQDOO\UHQRZQIRU
many different designs and played an important role in consolidation design as education, teaching at many national and 
LQWHUQDWLRQDODUWFROOHJHVDQGXQLYHUVLWLHV:DWDQDEHKDGDOVREHHQLQÀXHQFHGE\WKHPRGHUQLVWPRYHPHQWRIWKH
He is best known for his crafts and 1950s designs of chairs, notably the Himo Isu and the Torii Stool.
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DQGIHPDOHFRQVXPHUVDVWKHSDVVLYHQDWLRQDOVXEMHFWVWKDWKDGWREH³UHVFXHG´IURPWKHRYHUDEXQ-
dance and tasteless cycle of fashion in order to not only overcome poverty, but also to become Japa-
nese modern. Although the designers struggled themselves to balance ideals of arts and crafts and 
humane tradition with the design policies of commodities as part of industry and technology, textiles 
DQGFORWKLQJZHUHGH¿QHGDVWKHHQHP\RIWKHEDODQFHE\³JRRGGHVLJQ´WKHIDVKLRQF\FOHDQGLWV
concrete design seemed relentlessly commercial and therefore not enough to create cultural taste.
2.2 Education of taste
A second factor in the making of postwar taste (and economy) was the educational factor. The IAI 
SURSRQHQWVVDZWKHPVHOYHVDVHGXFDWRUVRIWKHFRQVXPHULQWHDFKLQJDHVWKHWLFV¿UVWDVEHDUHUVRI
WKHKRPHLPSURYHPHQWDQGUDWLRQDOLVLQJFDPSDLJQVWKDWIRFXVHGRQVFLHQFHVHH.ǀJHL1\ǌVX
VHFRQGDVSURSRQHQWVRIFXOWXUDOOLYLQJWRJHWKHUZLWKWKHLGHDRIJRRGGHVLJQ.ǀJHL1\ǌVX
10-17), and last, since the mid-1950s, as establishing an ideological “people’s design”.
In 1954, .ǀJHL1HZV published a “Symposium” on the “Socialization of Design”, led by Katsumi, 
and including then already member of parliament Yamaguchi Shizue as female discussant from out-
side the designer or media circles. Since “commercialism” displayed “wrong” design in form of much 
debated “fashion shows”, the discussants welcomed the increasing demand in consumer education 
WKURXJKH[KLELWLRQVPXVHXPVVFKRROVDQGWKHPHGLD.ǀJHL1\ǌVXD7KHDUJXPHQWVRQ
how to educate the masses were that, as the postwar was a time of chaos and scarcity, the Western 
philosophy (desires) had radically entered the minds of the masses, and therefore, the idea on using 
DHVWKHWLFJRRGVZRXOG¿UVWEHLQYDGHGE\WKLV³:HVWHUQ´LPSRVHGWKLQNLQJ2QWKHRWKHUKDQG LQ
providing an education of Japanese (“good”) design, people could produce a new society and aesthet-
LFVE\NQRZLQJZKDWWRGHVLUHLQGHSDUWPHQWVWRUHVDQGQRWFKRRVH:HVWHUQOX[XULHV.ǀJHL1\ǌVX
1954a: 6). The adaptation of design should be made into a task for every member of society, so that 
GHVLJQZRXOGQRWEHUHMHFWHGE\ consuming women. Since IAI and the national agenda strictly gen-
dered society into male production and female consumption, it was necessary to educate the social 
female beings through the mass media, department stores and advertising, to “understand” the value 
of design, as the editor of .ǀJHL1HZV Toyoguchi Kappei (1905-1991) explained:
“[...] I am sorry to say this in front of a woman, but women [consumers] do not have a common knowledge 
of life. There is no critique of goods. Although they go to department stores and see a row of chairs, they 
do not know which one is good or bad [...], because they do not understand the technical aspects of living 
DWDOO>@´.ǀJHL1\ǌVXD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The social life of design was lost by the consumers’ viewpoint on its function: the most and the 
less proximate a commodity was to their everyday life, the less the “design value” could be under-
stood. Most consumers of the 1940s and 1950s made their choices by necessity, and bought cheap 
kitchenware because they simply needed them. Simultaneously, they naturally did not know the func-
tionality aspects of refrigerators, because these goods were entirely new to the range of commodities 
DQGXQQHFHVVDU\OX[XULHVIRUPRVWRIWKHSRSXODFH6LQFHWKHPDMRULW\RIFRQVXPHUVZHUHVWLOOSRRU
the ideal of a minimum of “cultured living” was far from being consolidated by consumption. The 
IAI therefore promoted industrial arts as educating cultural value: their understanding of taste should 
be implied in the functionality, but also aesthetics of a good, and therefore neither be educated as a 
“low” taste of necessity nor as a “low” taste of consuming luxuries only because of their newness 
DQGHFRQRPLFOX[XU\DVSHFW$VPHQWLRQHGLQ&KDSWHU,,,LQFRQWUDVWWRWKLVLGHDORIFXOWXUDOOLYLQJ
the most important cultural good of the early postwar was not a refrigerator, but a sewing machine as 
the most important property, while a refrigerator itself was still exactly this luxury commodity (SSM 
1955). Designers of the IAI saw themselves as artists rather than producers, and thus were less con-
nected to the necessities of everyday life, but they knew how to spread the message of their ideals; the 
education of consuming women installed by household columns in newspapers, consumer coopera-
tives for good design and designer awards given by the mass media, to imply recognition and cultural 
understanding of the goods that were well-designed, not “commercialist”, and therefore culturally 
DQGVRFLDOO\LPSRUWDQW.ǀJHL1\ǌVXD
The same reason household goods, desks, and containers (packaging) were more important to the 
LQGXVWULDOGHVLJQHUVLQHPEHGGLQJV\PEROVRIHYHU\GD\OLIHOD\LQWKHLUUHMHFWLRQRI³FRPPHUFLDOLVP´
and this was especially the case when industrial designers such as Katsumi addressed the fashion 
problem: 
“In the case of Western clothing, the design is not centred on function or composition, and […] with the 
emphasis on being related to the newest types of fashion, it has come to contain something unhealthy.” 
.ǀJHL1\ǌVXD
7KHLGHRORJLFDOSURGXFWRIJRRGGHVLJQWKHUHIRUHFRQGHVFHQGLQJO\UHMHFWHGWKHFDSLWDOLVWIDVKLRQ
cycle and female consumers’ “inability” to develop “naked taste” without being taught, so design had 
to be understood by the masses in its function and its “responsibility” to create a logic of both social 
DQGFXOWXUDOYDOXH,PDL]XPL$WVXRLQ.ǀJHL1\ǌVXD+HQFHWKHLQGXVWULDODUWV¶DFFRPSOLVK-
ment in the establishment of design were also part of the collaboration between “makers” and design-
ers of goods that could imply cultural meaning, which were, since the cultural phenomenon of fashion 
produces cycles of newness and is always seen as frivolous and not intellectual, neither found nor 
establishable in the (female) fashion realm. The overlapping of discourses on clothing as a negative 
HIIHFWRIFRPPRGL¿FDWLRQLVFOHDUO\VWUHVVHGDQGH[FOXGHGIURPWKH,$,¶VSURJUDPRQGHVLJQ
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The solution to the “unhealthy” fashion problem as the emblem of commercial capitalist mecha-
nisms, was the taste-making of “good design” promoted and incorporated by national policies in or-
der to emphasise “private”goods for the home: to provide education of the masses, by teaching house-
hold lessons, to use the media to award prices and spread the word, and to cooperate with producers 
to closely connect “taste” and design as an ideology into the everyday life, so that even a housewife 
could buy the “right” refrigerator. The hallmarks of the new Japanese postwar society, credentialism, 
corporatism and consumerism were thus merged together as a philosophy for Japanese aesthetics on 
mass-produced cultural goods. This doctrine of “good design” for improving society was so powerful 
WKDWWKHOHDVWSRVVLEOHGLYHUJHQFHZDVIRUFHIXOO\UHMHFWHG,QHYHQIXUQLWXUHGHVLJQHU:DWDQDEH
5LNLHODERUDWHGRQD³FDQG\OLNH´RUGUHDPOLNHGHVLJQOD\LQJHPSKDVLVRQWKHGRFWULQHRIJRRGGH-
sign that “industrial design must be built in, not draped on” the minds of Japanese people (Watanabe 
5DEVRWKDWWKH$PHULFDQVW\OHRIRYHUH[FHVVLYHFRQVXPSWLRQVKRXOGDOUHDG\EH
DYRLGHGDWWKHVWDJHRISURFHVVLQJRUUH¿QLQJJRRGV
2.3 National tastemakers
Design itself was embedded in the work for the welfare of the Japanese nation by developing es-
sentially “good” products and replacing mechanisms of social etiquette, and by re-inscribing the mor-
ally good into the new infrastructure of national taste (Appadurai 2007). .ǀJHL1HZV also connected 
its design ideas onto Japanese crafts as a valuable “essence” of the Japanese way of life. Hence, 
national design was developed as a mixture of the search for “Japaneseness”, “modernity” and “good 
design” which relied on the prewar doctrine of functionality, usefulness, and the aesthetic education 
of the yet to be re-built “good” Japanese society. Noguchi’s involvement and the IAI efforts to export 
Japanese design products overseas contributed to the notion of a Japanese modernity that was part of 
the international development, even if the Japanese people themselves could not yet buy the goods. 
The discourse on good design equalling “good taste” was produced and reproduced in line with 
consumer politics that tried to restrain consumer capitalism, by implying the notion of certainty 
through the same capitalist mechanisms into the everyday life: awards and exhibitions focused on the 
artistic achievements and low-cost intentions of industrial design, and thus contributed to the institu-
tionalising of this respective design and the IAI as a national tastemaker.
Since the MITI functioned as supervisor and investor of the IAI, it also sponsored many exhibi-
tions in department stores. Hence, the aspects of functionality of these culturally designed goods 
could be experienced as aspects of equality and cultural taste of the consumers: the IAI’s ideal of 
low-cost, useful, national products could therefore educate consumers on taste and stimulate indi-
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vidual choice  as well as consumption. Since consumers could not buy the goods yet, the effect of the 
exhibition even more illustrated the double role of the department stores between education of taste 
and commercialist trade. 
,QWKH*RRG'HVLJQ$ZDUGZDVRUJDQLVHGIRUWKH¿UVWWLPHDVD³FRPSUHKHQVLYHSURJUDPIRU
the evaluation and encouragement of design”. MITI established the “Good Design Products Selec-
tion System” (today known as the G-Mark system) which was encouraged by the IAI designers and 
founding fathers of the -DSDQ,QWHUQDWLRQDO'HVLJQ&RPPLWWHH (JIDA). By establishing this annual 
Japanese award for Good Design which is still one of the most important industrial design awards in 
Japan, national taste, based on the Japanese Modern as effort for good consumer practices, cultural 
living and the well-being of the nation, was institutionalised. 
„At that time, Japanese citizens had a hard time scraping together enough food to get by. This award system 
was born out of the belief that design was essential in breaking out of this cycle of poverty. […] However, 
the Good Design Awards is not a beauty contest, nor is it an award that assesses the design’s outcome in 
HFRQRPLFWHUPV5DWKHUWKH*RRG'HVLJQ$ZDUGVLVDV\VWHPWKDWDLPVWRFKDQQHOWKHHPLQHQWSRZHUVRI
distinctive designs to build prosperous lives and encourage sound industrial development. Indeed, it is a 
campaign to brighten and enrich society through design.“ (JIDPO 2009)
Good design could not only be contributing to the preliminary ideology of “overcoming poverty”, 
as by declaring mass industrial products as “good” consumer products, mass production could also 
contribute to the democratic equality and brightness of the new (consumer’s) republic. Simultane-
ously, inherent corporatist connections from design to industrial policies and the MITI were seldom 
mentioned in .ǀJHL1HZV, and criticism of any capitalist tendencies of their research institute was 
therefore silenced. The disciplining of consumption as social etiquette for which the repetition and 
instalment of “good” design served, transcended to the contested realm of commercial and corrupt 
fashion as a problem for making taste. 
In their magazine, industrial designers often claimed to be artists that worked outside of commer-
cialism, often loosely connecting this to American-style capitalism, and stated that it was their task 
to recover and revive the aesthetic Japanese intuition by urban planning, cultural housing and interior 
design instead. The designers’ idea often involved the same sense of restraint promoted in national 
FDPSDLJQVDFFRUGLQJWRQRYHOLVWZULWHUDQGFULWLF1DNDMLPD.HQ]ǀLQWKHGLVFXVVLRQRQ
values presented in 2.4, urban planning, for example, consisted in restraining the commercial “over-
ornamentation” of the city that was caused by the aesthetically poor and “amateurish randomness” of 
commercial advertisements, in order to evoke the people’s consciousness and self-esteem towards an 
aesthetic national taste (Mainichi Shinbunsha 1956: 169-170).
While .ǀJHL1HZVwas a specialised magazine for industry and trade, the ideals of the IAI did 
not always disseminate into the “minds” of the consumer as educating taste. The IAI designers were 
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PRVWO\SRSXODUZLWKFRQVXPHUVZKHQ WKH\ZHUH IRFXVLQJRQ WKHVRFLDOEHQH¿WRI WKHFLWL]HQFRQ-
VXPHU&RQVHTXHQWO\FRQVXPHUVFRXOGDSSURSULDWHWKHV\PEROVRI³JRRG´GHVLJQE\EHLQJHGXFDWHG
LQ³FXOWXUDOWDVWH´DQGDOVRE\EHLQJWDNHQVHULRXVO\DVFLWL]HQVLQWKH¿UVWSODFHQRWDVFRQVXPHUV
In mass women’s magazines, usually one column every month presented a new model house, as 
well as specials supplements around 1950 focusing on interior styles to brighten up the home, espe-
cially in Shufu No Tomo. Most of the houses depicted before 1950 were taken from GHQ home im-
provement guidelines, such as the )XMLQ*DKǀVSHFLDORQ³1HZ5LWXDOVRIHYHU\GD\OLIH´Seikatsu no 
VKLQ\ǀVKLNL), where (fashion) designers, architects and interior designers presented the American and 
QHZ-DSDQHVHOLIHVW\OH)XMLQ*DKǀ)XMLQ*DKǀ6XWDLUX and Shufu No Tomo clearly embraced 
the ideal of the bright home even later in the 1950s, which cultivated an early form of “my-home-
LVP´WKHPRUHDIÀXHQWWKHFRQVXPHUWKHPRUHSULYDWHFRQVXPSWLRQZDVIRFXVHGRQ,QIe No Hikari, 
LWZDVPRGHUQRORJLVW.RQ:DMLUǀZKRXVXDOO\SUHVHQWHGQHZKRXVLQJDQGNLWFKHQLQD
column on “Techniques for a new living” (Kon W. 1948: 60-61), that were different from the GHQ 
home improvement campaigns, but many articles resembled or displayed the entire pamphlets of the 
home improvement campaigns and the GHQ Home Demonstration Program, for example the special 
in the aforementioned column in Ie No Hikari 1949 (Ie No Hikari 1949: 45-52; Kon W. 1949: 45-52). 
Only intellectual women’s magazines, such as the )XMLQ.ǀURQ, published specials that were dis-
cussed by IAI representatives or other high class architects themselves without popular mediators: 
LQ'HFHPEHUWKHPDJD]LQHSXEOLVKHGD¿UVWVSHFLDORQdanchi as “The problem of women’s 
liberation and housing” ()XMLQQRNDLKǀWRMǌWDNXPRQGDL (Maekawa et al. 1948), and in June 1950 
on “Towards people who are now building houses”, where proponents from the faculty of engineering 
at Tokyo University such as urban planner Takayama Eika (1910-1999) and Kenmochi himself pub-
OLVKHGQHZWUHQGVLQEXLOGLQJ¿QDQFLQJDQGIXUQLVKLQJKRXVHV7DND\DPD.HQPRFKL
D7KLVVSHFLDORQQRWRQO\³EULJKWHQLQJ WKH OLIH´EXWDOVR¿QDQFLQJD³OLEHUDWHG´
educated house(hold) were no coincidence: during a small consumption and production boom, some 
people were able to rebuild their homes again, basic amenities as well as luxury items were more 
DFFHVVLEOHDQGWKH0,7,FRXOGEHQH¿WIURPWKHHQGRIDXVWHULW\SROLF\HPEUDFLQJFDSLWDOLVPDJDLQ
(Dower 1999: 544).  By stimulating growth, the female consumer was educated in restraining exces-
sive consumption (to not buy unnecessary furniture for new houses) for the purpose of establishing 
a good democratic society with danchi as the national standard for the agenda of democratic eman-
cipation. As side-effect, women who could not afford to build houses, consumed at least the visual 
culture of good design as internalised desire and thus became design-conscious to a certain extent. 
The IAI thus also had a relation to class status, vividly expressed in the women’s magazines they were 
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publishing, and resulting in the idea of modern living furnishing state- or corporate-owned danchi 
apartments in the late 1950s8. 
As .ǀJHL1HZV¶WDUJHWVZHUHWKHSURGXFWLRQDQGH[SRUWRIJRRGVLWZDVLQÀXHQWLDOLQFLUFOHVRI
GHVLJQHUVDUFKLWHFWVDQGDUWLVWV$¿JXUHKHDGRIWKHQHZ-DSDQHVHQDWLRQFRQFHUQLQJSURGXFWVLWZDV
also acknowledged and, from the mid-1950s, highly estimated abroad as cultural intermediary and 
tastemaker of the Japanese modern. The designers sold familiarity with both prewar nostalgia and the 
longing for a brighter future by means of global standards of design, situating themselves at the top 
of national tastemakers and representatives of the “legitimate culture” of national consumer policy.
Nonetheless, the designers’ appearance in women’s magazines accounted to no more than for 
sketches of “modern living” and model houses, especially kitchen and furniture, or the picture sec-
tions of a new Noguchi sculpture exhibition. The hegemony of capitalism, embedded in cultural 
nationalism, acted as a force of social cohesion, by educating the female consumer and making her 
believe that she acted on behalf of the power seemingly granted by this education. But few of the fe-
male consumers, except for the upper classes, were directly connected to their promotion of modern 
living. The factors sought after by the IAI and MITI were not in favour of a commercialised and com-
PRGL¿HGFXOWXUHEXWLQVWHDGZHUHUHLQVFULELQJWKHLGHDORIRYHUFRPLQJSRYHUW\LQRUGHUUHRUJDQLVH
a Japanese culture that was legitimate for the new social formations.
This was different in the dissemination of these ideals into popular culture, especially as women 
ZHUHUHMHFWHGIURPERWKWKHSURIHVVLRQDVZHOODVWKHGLVFRXUVHRIGHVLJQ$VVKRZQEHIRUHDQGFDQ
be seen in many other examples of the 1940s and 1950s, in women’s magazines, the consumer policy 
of modern living was connected to the idea of improvement and rationalisation of household and liv-
ing conditions, so that the cultural and national values of “good design” could only be successfully 
applied to these social spaces where consumers did not start from poverty, and narrated a story of 
progress: building a house, a new kitchen, and new appliances as emblems of “liberation” could be 
solved as problems of poverty. Since industrial design was largely a male domain and many still held 
DIRUHPHQWLRQHGSUHMXGLFHV DJDLQVW WKHSURGXFWLRQRI ³FXOWXUDO WDVWH´E\ZRPHQ WKH VRFLDO VSDFHV
RIGHVLJQWRZKLFKZRPHQFRXOGDFWLYHO\FRQWULEXWHWRWKHSURFHVVRILGHQWL¿FDWLRQZHUHWKHUHIRUH
closely connected to food and clothing. However, as food also centred on the home, “design” also 
centred homemaking, but in particular on the “unhealthy”, public, commercial and therefore cor-
rupted sociocultural product of fashion.  
8 On a further elaboration on the contested modernity of bunka seikatsu and danchi, see Jordan Sand (2003), Ann 
:DVZRDQG.DWMD6FKPLGWSRWW
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2.4 Everyday life and the problem of adapting good design
The value of good design also had to be appreciated in the everyday life. The notion of “good” 
design  was summarised as aesthetics, functionality and high quality materials – albeit the quality of 
PDWHULDOVFRXOGQRWEHUDLVHGXQOHVVWKHUHH[LVWHGPDWHULDOVLQWKH¿UVWSODFH
In 1956, the Mainichi ShinbunSXEOLVKHGDQDQWKRORJ\DERXW³0RGHUQ¿QHDUWVLQHYHU\GD\OLIH´
(Mainichi Shinbunsha 1956), in order to rediscover the “modern” in contemporary arts. Among the 
FRQWULEXWRUVRIRQHURXQGWDEOHZHUHFRQWHPSRUDU\DUWFULWLF+LMLNDWD7HLLFKL.HQPRFKL
Isamu and architect Imaizumi Atsuo (1902-1984) of the IAI, specialist on French literature and arts 
1DNDMLPD.HQ]ǀDQGIDVKLRQGHVLJQHU7DQDND&KL\R7DQDNDRQO\DSSHDUHGDWWKHHQGRIWKHFORVLQJ
roundtable about the “Dream of rationalising the life of tomorrow”, problematising why Japanese 
fashion design was not rational enough to be supported and exported abroad as a product of everyday 
culture. The roundtable claimed that the gap between Western and Japanese clothing would lead to a 
fundamental erosion of the knowledge of taste and therefore could not be part of the “good design” 
PRYHPHQWDQGWKHHGXFDWLRQRIFXOWXUDOYDOXHV+LMLNDWDDQG7DQDNDFRQVLGHUHGWKLVDSUREOHPEH-
cause Japanese consumers could not differentiate between styles and models, and this would be part 
of the problem caused by the Japanese tendency towards Western fashion and the inability to choose 
³ULJKW´IURP³ZURQJ´GHVLJQZDVFDXVLQJ+LMLNDWDVWDWHGWKDWWKHIDVKLRQZRUOGVLWXDWHGLQWKHFLW\
of Paris, which represented its re-established centre, would consider this Japanese discontent as unso-
phisticated, and thus disharmonious clothing (Mainichi Shinbunsha 1956: 190). 
7DQDNDFRPSODLQHGWKDWHYHU\FRXQWU\KDGLWVGHVLJQHUVZKLOH-DSDQVWLOOKDGQROHDGLQJ¿JXUHV
of taste-making, and thus borrowed heavily from Paris and the USA. Since the realm of life had 
been changed by new opportunities for women and work, the physical constitution of the Japanese 
body had changed as well, so that designers had to ascertain the proportion of the body to its new 
clothing styles, yet because there were contradictions between “the form of life-style wearing [...] 
Western clothing” and “the Japanese physical constitution” (Mainichi Shinbunsha 1956: 195-196). 
,QDQRWKHUURXQGWDEOHFDOOHG³'HVLJQHUV¶5RXQGWDEOH´ZLWKIDVKLRQGHVLJQHUVDQGIHOORZIULHQGVVXFK
DV,Wǀ0RKHL0DGDPX0DVDNRDQGLOOXVWUDWRUDQGIDVKLRQGHVLJQHU1DNDKDUD-XQ¶LFKL
Tanaka claimed that these contradictions were part of the lack in education and knowledge on West-
ern clothing and especially the double life of the Japanese, which prevented them from evolving their 
RZQWDVWHLQQHZIDVKLRQGHVLJQ)XMLQ.ǀURQ,QRUGHUWRWDNHWKHOHDGLQGLVWULEXWLQJ
³JRRGGHVLJQ´RIFORWKLQJZLWKWKHVDPHPHFKDQLVPVDQGLGHDOVWKH,$,KDGIRUPXODWHGVKHDQG,Wǀ
considered style-books as a means to educate the Japanese people on American mass cultural and 
)UHQFKVRSKLVWLFDWHGWDVWHDQGWKXVGHYHORSD-DSDQHVHSUDFWLFDOGHVLJQ7DQDND,Wǀ
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Tanaka’s statement that Japan had not developed any “everyday design” yet was shared by almost 
all fellow designers in both arts and fashion, and concluded that the notion of culture, and cultural 
OLYLQJZDVPLVVLQJWUDGLWLRQDO-DSDQHVH¿QHDUWVVXFKDVODFTXHUZDUHNLPRQRDQGSRUFHODLQZHUH
WRRUH¿QHGWREH³XVHIXO´WKHPRVWLPSRUWDQWDVSHFWZLWKZKLFKSRVWZDUFRQVXPHUJRRGVZHUHPHDV-
ured. The perceived statical situation of Japanese arts not only made them impossible to change, but 
DOVRLPSRVVLEOHWREH³OLYHG´DVDFXOWXUH7DQDND&7KLVODFNRIDFXOWXUDOO\VLJQL¿FDQW
everyday design was caused by poor living conditions and the non-appreciation of women’s status as 
VHOIFRQ¿GHQWDQGHPDQFLSDWHGLQWKH-DSDQHVHSDVWDV7DQDNDFRQFOXGHG
Tanaka contributed to the general public and intellectual perception that the problems of Japanese 
DUWVZHUH WKHLUEDFNZDUGQHVV DQGSUHPRGHUQLW\+HQFH LQ UHWUDFLQJ WKH -DSDQHVH¿QHDUWV WR WKH
EDFNZDUGVWDWHRIIHXGDODQGXQHTXDOFRQWUROWKHVSDFHRIKLJKDUWVEHFDPH¿[HGVWDWLFDQGFRXOGEH
HDVLHUUHMHFWHGE\WKHPDMRULW\RIDFWRUVGHEDWLQJFRQVXPSWLRQ+RZHYHUWKHVWDWLFGHWHUPLQDWLRQRI
“Japanese” arts and crafts could also implement the memory of a highly aesthetic nation in the past 
which was able to regain its strength to “overcome” the chaotic phase of the postwar contradictions 
and the misconduct of its young people, in order to establish the taste of “healthy”, “progressive”, and 
“mass=equal consumption”. As Bourdieu describes the mechanisms of taste, symbols of distinction 
have to be appropriated onto the body “as it were, by naked taste”, both by education and “everyday 
culture”, rather than by the legitimising forces of women’s magazines, in order to be expressed “natu-
rally” (Bourdieu 1984: 77). 
Therefore, “design” was not only a measure of taste-making, educating and controlling, but also 
FKDQQHOOLQJFRQVXPSWLRQE\UHSUHVHQWLQJWKHIXO¿OPHQWRIGHVLUHVWKDWSRVWZDUVFDUFLW\DQG$PHULFDQ
FDSLWDOLVPKDGHYRNHG,QWKLVLGHDOGHVLJQZRXOGJUDGXDOO\EHFRPHPRUHUH¿QHGE\WKHLPSURYH-
ment of designers working on good design, so that the relationship between design and seikatsu 
bunkaZRXOGGUDZFORVHU WRJHWKHU WREURDGHQ -DSDQHVHFXOWXUH 7DQDND&'HVLJQHUV
DUJXHGWKDWWKHRQO\ZD\WRVDWLVI\FRQVXPHUVZDVWRIXO¿ODOOQHHGVZLWKWKHFXOWXUDOWDVWHHPEHGGHG
in cultural properties that were designed to be democratic and equal. In combination with the com-
plex of cultural living, this would render design substantial and “natural” in adapting it as a cultural 
category in social space. 
Nonetheless, fashion was to be part of a global economy that separated the Japanese from their 
cultural “essence”. Furthermore, almost all fashion designers and graduates of dressmaking schools 
were women, challenging the male dominance on industrial design and production, even though 
many designers agreed with the greater narrative of education, corporate networking, and ready-made 
consumption. However, the “quality” in the process of taste-making as a cooperation between de-
signer, maker, and consumer was not always given in regard to fashion, and to dressmaking schools. 
,QDGGLWLRQWKHHPHUJHQFHRI1HZ5LFKDVWH[WLOHPDQXIDFWXUHUVDQGWKHLUFRPPHUFLDOGHFDGHQFHHP-
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bedded in the $PHULFDQLVP of Western clothing, led to an extensive debate on dressmaking schools 
as the bearers and educators of socially non-cohesive practices. No matter how hard the GHQ tried to 
regulate luxury consumer goods, regulate the black market by mobilising housewives, and advertise 
WKHHTXDOLW\RIWKHQHZPLGGOHPDVVLQHYHU\PDJD]LQHQHZVSDSHUDQGRWKHUPHGLDWKH1HZ5LFK
were visual and real enemies of democracy, and a threat to peace. 
'UHVVPDNLQJDQGIDVKLRQEHFDPHDEDVLVRIGLVFRQWHQWWRZDUGVUHJXODWLRQDQG1HZ5LFKDQGWKH
new youth committing “luxury” consumption. Nonetheless, clothing as a basic necessity was debated 
HYHQE\WKH1HZ/LIH5HIRUPFDPSDLJQVLQWKHODWHWKDWWULHGWRUHIRUPWKLVFRQVXPSWLRQE\
UHVWUDLQLQJZRPHQ WR ³LQWURGXFH DPRUHSURJUHVVLYH HI¿FLHQW DQGPRUH FLYLOLVHGZD\RI OLYLQJ´
therefore again striking a “balance” to the other women that could be denounced by their visual ex-
pression and social environment. 
American working women in this scheme were depicted as well dressed, wearing modest make-
up, but taking submissive and empty roles within the democratisation, as housewives or future moth-
ers, in practice often wearing American style clothes. Furthermore, the emancipation campaigns to 
“rationalise everyday life” in the magazines and radio programmes of “The Women’s Hour” ()XMLQ
no jikan) did not target ordinary households, but the structures of economically well-off families and 
housewives that were already “Americanised”, and therefore could “put their own individual effort” 
into the ideological rationalisation of this American model (Tatewaki 1949: 64-65). Japanese working 
women, no matter which occupation they were in, were not targeted, and their partly hedonist habitus 
of clothing, living and dressing did not match this scheme of emancipation at any point, nor were 
they able or willing to buy housing and design appliances for the household. While women tried to 
enter work force, many of them recruited in dressmaking or in department stores, canteens or clubs, 
WKHVHMREVWXUQHGRXWWREHRFFXSDWLRQVZKLFKZHUHGHEDWHGKHDYLO\LQFRPELQDWLRQZLWK1HZ5LFK
life-styles. 
,QSODFHRIOLEHUDWHGDQGHPDQFLSDWHGZRUNLQJZRPHQKRXVHZLYHVZHUHHQFRXUDJHGDQGLQÀX-
enced by general magazines like Shufu No Tomo and others to be conductors of democracy, peace and 
freedom. This made the cultural production of clothing a site for social struggles and rivalling dis-
courses on what was right or wrong consumer practice. Housewives were a part of the so called elite, 
EXWSDUWLFLSDWHGLQWKH¿JKWDJDLQVWSULYLOHJHVE\FKRRVLQJGLIIHUHQWFXOWXUDOV\PEROVRIGHPRFUDF\
that were advertised for an equal society: household goods. In a survey conducted by )XMLQ.ǀURQ in 
1956 on the life and problems of housewives, it was remarkably clear that housewives were actually 
becoming less politically interested after having refrained from work, a thorough wish for washing 
machines as the symbol of their own freedom, and the wishes for their children’s education instead of 
WKHLURZQEHQH¿W)XMLQ.ǀURQ 1956b: 162-163). On the contrary, working women, who were strug-
gling with low wages and chauvinism, because most of them worked in the service sector of cabarets, 
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bars, and dining halls, were more interested in politics, media, and self-assertion, and tried to reach a 
higher social status that not always resulted in marriage. According to this, the new cultural symbols 
of postwar democracy for working and single women mostly revolved around leisure, education, and 
sewing machines, and seldom on the ideal on appropriating washing machines or goods promoted by 
WKH,$,WRUHGXFH³ZURQJ´IHPDOHFRQVXPSWLRQ)XMLQ.ǀURQD0LQDPLE
134).  
&RQVXPHULQWHUHVWLQ(DUO\3RVWZDU-DSDQDIWHUDSHULRGRIFHQVRUVKLSDQGXQLIRUPLVPZDVSROLWL-
cally and culturally fragmented, with different meanings and representatives speaking for different 
interests, and although consumption was not in the centre of political culture until 1959, the road was 
paved to provide political meaning for a certain middle, democratic and egalitarian consumer class. 
Therefore, the study on discourses of consumption has to connect the patterns of everyday life in the 
HDUO\SRVWZDUZKLFKZHUHKHDYLO\LQÀXHQFHGE\WKHEODFNPDUNHWDQGWKH1HZ5LFKWRWKHSROLWLFDO
LGHDOVDQGYDOXHVEXWDOVRE\FRPPRGL¿FDWLRQRIOLIHVW\OHVZKLFKGLUHFWWKHLUFROOHFWLYHDFWLRQ
3 CASE STUDY DRESSMAKING, THE NEW RICH AND CONSEQUENT 
DISCOURSES ON FASHION
3.1 Contested Spaces
In the USA and Europe, the year 1948 declared the beginning of a new era of style: Adapting to 
mechanisms of mass marketing and mass production, Paris quickly regained status of being the centre 
RIKDXWHFRXWXUH)UHQFKFRXWXULHU&KULVWLDQ'LRUFUHDWHGWKH³1HZ/RRN´IRUDZKROH
new postwar generation which had only experienced wartime, uniform style, or textile shortage. In 
Japan particularly, these luxurious fashion creations – conservative long skirts paired with accessories 
– became popular: fashion magazines copied the dresses and accessories from Parisian and American 
Vogue, women’s magazines created stylebooks, and dressmaking schools seemed to sprout in large 
QXPEHUVLQYLWLQJ\RXQJZRPHQWKURXJKDGYHUWLVHPHQWVWRMRLQWKHZHOOSDLGMRERIGUHVVPDNLQJor 
doreme 6DLWǀE
While the national agenda was given by MITI and the designers of the IAI, the ideal of industrial 
DUWVGHVLJQVDZWKHGHVLJQRIFORWKLQJDQGPDVVIDVKLRQDVMX[WDSRVHGWRWKHHVWDEOLVKPHQWRIDGHPR-
cratic design. Since mass fashion was seen as the epitome of modern “American” commercialism, 
the prevalent opinion of design – a re-invention of traditional arts and crafts – could only be applied 
to “Japanese” textiles or clothing. But as the contested history of clothing from the 1930s through 
the wartime revealed, “Japanese” clothing was highly inconvenient for the new workplaces, Japanese 
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textiles too expensive, and kimonos were luxuries that could not be afforded other than by the up-
per classes (Asahi Shinbun 1948: 1). Dressmaking instead was a form of creation of clothing after 
the latest styles, and also a necessary obligation in the postwar, in order to be able to use and re-use 
FORWKHVGXULQJPRUHWKDQ¿YH\HDUVRIWH[WLOHVKRUWDJH7KHDGDSWDWLRQRIGHVLJQLQHYHU\GD\OLIHZDV
therefore closer to the communication of clothing as a category of taste than industrial arts products 
were, but the debates on this everyday life by designers and intellectuals rendered fashion a problem 
of cultural taste and national style.
Japanese fashion was, until the end of the 1950s, not seen as an option for rational or national life-
VW\OHVDQGWKHGHEDWHVRQ-DSDQHVHZRPHQ¶VDWWHPSWVWR¿QGWKHLUSRVLWLRQLQERWKWKHIDVKLRQZRUOG
and the new Japanese society politically transcended to the entire discursive and political positioning 
of the Japanese nation. It seemed that fashion itself became the antagonist of establishing social order 
DQGDUWLFXODWLQJLGHQWL¿FDWLRQSURFHVVHV7KHKHJHPRQLFPRGHORIQDWLRQDOFRQVXPSWLRQDLPHGUDWKHU
at the prewar middle class lifestyles than towards an entire model of leisure, but the “American way 
of life” and fashion consumer goods seemed to be closely connected with the legacy of the black mar-
NHWDQG1HZ5LFK7KLVFRQMXQFWLRQZDVDKLVWRULFDOO\VSHFL¿FFRQVHTXHQFHRILGHRORJLFDODQGVRFLDO
struggles of the consumer’s republic, which sought to export a particular version of this way of life 
DORQJWKHLGHDOVRIIUHHGRPDQGGHPRFUDF\7KHSUREOHPVRIWKH1HZ5LFKDVDEODFNPDUNHWOHJDF\
their control of the textile business, their consumer power and the “Americanised” youth “copying 
styles”, were converged into fashion as antagonist consumers committing “wrong” consumption, and 
played another important role in the development of a fashion industry, marketing mechanisms, and 
consumer restraint.
At the same time, Japanese young women embraced the new possibilities and opportunities of 
“fashion” and the active participation in the production and consumption process of this renewed 
FRPPRGLW\DVSDUWRIIUHHGRPVHOIH[SUHVVLRQDQGGHPRFUDF\WKH\ÀRFNHGWRGUHVVPDNLQJVFKRROV
in order to learn how to make dresses to create innovative designs. The dressmaking schools were also 
DGYHUWLVHGDVLQQRYDWLYHFRQFHSWVLQRUGHUWRIXO¿OZRPHQ¶VQHZGHVLUHVRIFUHDWLQJWKH1HZ/RRN
and to provide work opportunities for young women interested in the new profession as dressmakers 
and individual designers. The profession of designer in fashion was a status which only a few would 
attain, but many former graduates from dressmaking schools were able to acquire skills for dress-
PDNLQJMREVRUEHFDPHWHDFKHUVRIGUHVVPDNLQJSDWWHUQVZRUNLQJRSSRUWXQLWLHVZKLFKZHUHDOPRVW
entirely a female realm. This sense of “democracy”, gender equality and freedom, was helpful for 
IDPLOLHVZKRQHHGHGDVKRUWEXWHI¿FLHQWHGXFDWLRQDVPDUULDJHSUHSDUDWLRQVFKRROVIRUWKHLUGDXJK-
ters, mostly upper middle class daughters who needed to support the family in the textile shortage. 
0RVWJLUOVZRXOGPDUU\DIWHU¿QLVKLQJFROOHJHDQGOLYHWKHLUOLYHVDVJRRGKRXVHZLYHVZKRFRXOGVHZ
their husband’s and children’s clothes at home which helped saving and rationalising the household. 
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Lower schools and manufactures in the rural areas offered the opportunity of “self-emancipation” by 
HPSOR\LQJ\RXQJGDXJKWHUVRIIDUPHUIDPLOLHVWRHDUQWKHLUOLYLQJE\IXO¿OOLQJWKHLUGUHDPRIVHZLQJ
clothes, although most of them were cheap labourers and seamstresses for the larger textile compa-
nies. As Elyssa Faison has investigated, social and political opportunities for these women working 
in spinning mills were limited even in the postwar, in particular as the government put emphasis on 
the development of heavy and electronics industries, but even the women workers, in the same way 
as the urban working women were able to exert agency (Faison 2007: 145-151). However, the lega-
FLHVRIWKHEODFNPDUNHWDQG1HZ5LFKZHUHGUDZQEH\RQGWH[WLOHSURGXFWLRQLQWRWKHFRQVXPSWLRQ
of textiles and fashion.  
3.1.1 Differ differently? Dressmaking and the national agenda of taste
German historian Michael Wildt has described consumption in early postwar in Germany as a 
“plurality of [singular] taste”. The postwar German consumers expressed desires for luxuries, such 
as sweet pastries, butter, and elegant dresses which were almost completely contradictory to all their 
postwar needs. In Japan as well, the end of the war re-enacted the memory of the 1930s with its de-
VLUHVWKDW±HYHQLIWKH\FRXOGQRWEHIXO¿OOHG±FRXOGEHFRPPRQO\HQMR\HGDWWKDWWLPHDVXWRSLDQ
dream. 
³,QEHFRPLQJSDUWRIWKHµFRQVXPHUVRFLHW\¶HYHU\RQHKDGLQWKHZRUGVRI3LHUUH%RXUGLHXWRSD\DWWHQWLRQ
µQRWWRGLIIHUIURPWKHRUGLQDU\EXWWRGLIIHUGLIIHUHQWO\¶´:LOGW
(YHQLIHYHU\RQHRI¿FLDOO\KDGWKHVDPHRSSRUWXQLW\DQGHYHQWKRXJKZRUNHUV¶ZDJHVURVHDWWKH
beginning of the 1950s, it was not the average necessities or middle class values most people desired 
or spoke of. It was an idea of a “little bit of luxury” for everyone, and especially for most young peo-
SOHZKRKDGEHHQERUQRUEURXJKWXSLQWKHZDUDQGSRVWZDUZKRVWLOOXVHGWKHLU¿UVWVDODULHVWRIXO¿O
their own small unnecessary luxury desire they could not experience at home. Thus they were paving 
the way for individualism and stirring the debates on hedonistic consumer practices.
7KHUHIRUH WKHSXEOLFDQGPDVVPHGLD¶VJD]HRQGUHVVPDNLQJDQGLWV LQÀXHQFHRQWKH-DSDQHVH
culture was contradictory: either dressmaking schools were seen as part of the overall domesticity 
RIZRPHQDQG WKHLU LQIHULRULW\RUGUHVVPDNLQJZDVGHSLFWHGDVD WKUHDW WR WKH³UH¿QHG´-DSDQHVH
culture that would suffer under the superimposition of uniformist stylebooks. They also developed 
DQGUHGH¿QHGVRFLDOGLVWLQFWLRQDVZHOODVLGHQWLWLHVEHFDXVHGUHVVPDNLQJVFKRROVZHUHGH¿QHGDV
close to those people who irrationally went shopping for the ready-made Western clothes at the newly 
erected department stores. In a survey in 1949, it was revealed that the desire for fashionable, oshare, 
clothing was high, but more than 70% of the interviewees were not able to buy clothes in department 
188
KATRIN GENGENBACH: SOCIOCULTURAL DYNAMICS OF CONSUMPTION IN EARLY POSTWAR JAPAN
VRWUHV6DLWǀE6LPXOWDQHRXVO\WKHPHGLDDQGHYHQWKH0,7,H[FOXVLYHO\KLJKOLJKWHGVRPH
IDVKLRQ³GHVLJQHUV´VXFKDV7DQDND&KL\RDQG6XJLQR<RVKLNRZKRRZQHGGUHVVPDNLQJVFKRROVDV
tastemakers who expressed “real” elegance, by being able to divide between being an “American” 
fashionista and the creation of a Japanese-style postwar design by relying on French elegant fashion. 
Dressmaking school stood at the very edge of all these social and distinctive transformations, and 
offered potential places of consumers’ action as well-educated Japanese citizen negotiating between 
necessity and waste, arts and the ordinary, and the (re-)construction of those distinct values.
The success of dressmaking and arguments on clothing as a mirror of culture began in 1920s Ja-
pan, when the newly founded dressmaking schools, mostly led by men and women who had studied 
in Europe, participated in the ideas of the “life reform movement” and “cultural living” campaigns. 
These campaigns introduced Western living as more rational and time-saving than Japanese living 
culture and introduced ideas of “rational design” which had been developed by the German Bauhaus 
RU/H&RUEXVLHUDWWKDWWLPH'UHVVPDNLQJVFKRROVVXFKDV6XJLQR<RVKLNR¶V:RPHQ¶V'UHVVPDNLQJ
Institute 6XJLQR'RUHVXPƝNƗ-RJDNXLQ'0-RUWKH&XOWXUDO)DVKLRQ&ROOHJH%XQND)XNXVǀ*DNXLQ 
(mostly called “the %XQND´ IXO¿OOHG WKH UROHRI WHDFKLQJKRZWRVHZSUDFWLFDO:HVWHUQFORWKHVDW
home with new sewing machines made by Singer, and so contributing to the new capitalist system 
and changes in the public by mass media and advertisement. Although Western clothing and the 
“modern girl” were consistently discussed in terms of customs, traditions and values, the cultural 
politics of “cultural living” decided that Western clothing was more practical for the new women 
workers and service girls than Japanese. Sewing machines for home purpose were advertised along 
these ideas, and in the 1930s, they became cultural necessities for former upper and middle class 
households (see Gordon 2007). 
$VWKHPLOLWDULVWVWDWHLPSRVHGFORWKLQJUHVWULFWLRQVLQWKHODWHVDQGZRPHQµVDVVRFLDWLRQV
carried out these tasks, the same ideas were ideologically immersed with values such as “the Japa-
nese thing, communitarianism, and uniform”, and even though dressmaking schools were engaged 
in teaching and developing design patterns other than the uniform, they were also forced to develop 
“Japanese standard clothing” (Inoue 2001: 202). This contradiction of promoting one thing while 
suppressing the other, mostly when it came to cultural values of “the Japanese thing” (nihonteki na 
mono), was one characteristic of the ideology that shaped the wartime years of propaganda and short-
ages (see Ivy 1993; 1995). 
Nonetheless, the promotion of Japanese standard clothing (K\ǀMXQND), in convergence with the im-
plementation of the Japanese thing and the sewing machine trade, also boosted dressmaking schools 
as specialised educational institutions, so that making clothes resulted in the birth of the fashion 
designer (Inoue 2001: 200-201). Thus, designers and dressmaking schools established a discursive 
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KLHUDUFK\RIFRQVXPSWLRQLQWKHSUHZDU7KHGHVLJQHUV6XJLQR<RVKLNR7DQDND&KL\R.XZDVDZD
<ǀNRDQG WKHKHDGGHVLJQHUVVXFKDV(QGǀ0DVDMLUǀIURPWKH%XQND)XNXVǀ*DNXLQ, contributed 
articles to every issue of 6KXIX1R7RPR)XMLQ6HLNDWVX)XMRNDL and other women’s magazines from 
the late 1930s onwards, and fed this contradiction (Inoue 2001: 202). After discussing the impact 
and promotion of Western clothing as rational and good taste for more than twenty years, the rural 
monpe9 that had been chosen as national uniform by the general mobilisation campaigns and even 
SURPLQHQWLQWHOOHFWXDOVXSSRUWHUVGLGQRW¿QGWKHVXSSRUWRIWKHPDVVHV,QWKHPLGVDVWKHZDU
continued and cut off supplies, pressure from radical women’s organisation and public surveillance 
grew too strong to be ignored, and as the shortage continued, monpe had indeed become a forced 
“national” standard. 
3.1.2 Sewing machines as everyday cultural goods and the promise of 
dressmaking
The postwar “identity crisis” lay in the commercialisation process of clothing: the mass distribu-
tion and publishing of stylebooks, the (Western) clothing boom which was based on home sewing, 
particularly sewing for saving on household expenses and improving daily life, was not new. None-
theless, the “modern consumer hierarchy” was constituted by not only the promotion of the mass 
PHGLDEXWDOVRE\WKHHPSKDVLVRQWKHVHZLQJPDFKLQHLQGXVWU\DVDVSHFLDOLVHG¿HOGRIGHVLJQLQJ
LQFRQMXQFWLRQZLWKWKHFUHDWLRQRIWKHKHDGVRIWKHGUHVVPDNLQJVFKRROVRUWKHHQWLUHVFKRRODV³VWDU
designers” (Inoue 2001: 242). Since the 1930s, sewing machines had a contradictory meaning of 
EHLQJDWRROIRUKDUGZRUNLQPLOOVRURWKHUWH[WLOHSURFHVVLQJFRPSDQLHVDQGZHUHREMHFWVRIGHVLUH
However, in the late 1930s sewing machines contributed to the disciplining of consumption, as they 
ZHUHDGYHUWLVHGDV WLPHVDYLQJHFRQRPLVLQJKRPHPDNLQJ WRROZKLOHGHSLFWLQJ WKH³EHQH¿WV´RI
home-made clothes to save on expenses and the “elegance” of a lady with “modern”, “Western” sew-
ing skills. Even critic and activist Tatewaki Sadayo who had established a school for female textile 
workers in the prewar claimed that textile workers were most likely to embrace political “education” 
when combined with cooking or sewing lessons (Gordon 2007: 11-12). In the prewar, Tatewaki her-
self had been involved into the discussion about the “double life”, the combination of Japanese life 
ZLWK:HVWHUQHI¿FLHQF\YDOXHVDQGLQWRZKLFKZD\IDVKLRQZRXOGGHYHORSEXWVKHFOHDUO\IDYRXUHG
the practicality of Western clothes from the very beginning (Abe et al. 1940: 220-222) .
9 MonpeDUHZRUNLQJSDQWVIRUUXUDOZRPHQZRUNLQJRQWKH¿HOGV7KH\DUHRIOHVVHUTXDOLW\WKDQRWKHUWUDGLWLRQDO
JRZQVDQGZHUHPRVWO\ZRUQLQZDUWLPHZLWKDSDGGHGMDFNHWLQFDPRXÀDJHFRORXUVPRVWO\EURZQDQGGDUNJUH\7KH\
were not only advertised by the general mobilisation campaigns, but declared as “standard clothing” and “national cloth-
ing” (kokumin-fuku). For further elaboration on the wartime clothing, see Shishi 1946, Inoue 2001 and Kashiwagi 1998.
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The normative discourse on home-making, or sewing, separated gender roles and set the frame-
work of orientation for the consumers. This emphasis on normality did not mean that social reali-
WLHVZHUHQHFHVVDULO\ WKH VDPH LQ HYHU\ UHJLRQJHQGHURUSURIHVVLRQ5HJDUGLQJ WKHGLVFRXUVH LW
problematised the textile shortage as well as a new consumerist freedom of citizens. In prewar and 
wartime, the only durable consumer good that was purchased and a sustainable product even through 
the postwar years was indeed the sewing machine. Almost every urban middle class household in the 
1930s had already purchased a sewing machine as a “cultural” item, and many upper middle class 
households still owned a Singer or other sewing machines in the early postwar (Sazanami A. 2007; 
Ichikawa 2007). In the inter-war, though, this sewing machine became a sustaining force for the 
struggle for everyday life, and reinforced wartime propaganda of saving for the good of the nation. 
Design historian Inoue Masahito states that, due to the prewar and wartime development of working 
“for the good of the nation” by making not only the national uniform at home by oneself, the sewing 
machine continued to play an important role in home-making of almost every household. This also 
helped the middle strata to maintain a high standard of living during the entire interwar years. In the 
postwar, dressmaking also simultaneously channelled this identity of working “for the good of the 
QDWLRQ´ZKLFK WKHZDUWLPH LGHRORJ\KDGDOUHDG\VSUHDG LQWR WKH IXO¿OPHQWRIGHVLUH IRU:HVWHUQ
clothing and thus the female embodiment of the new values consisting of individuality, freedom, and 
democratic equality (Inoue 2001: 240-241). 
$OWKRXJKFRQWUDGLFWRU\SRVWZDUSDQSDQJLUOVZRPHQµVPDJD]LQHVWKHXELTXLWRXVDFWLYLW\RIWKH
sewing machine trade and the boom of home acquisition of sewing machines, and also the promotion 
RIGUHVVPDNLQJVFKRROVRUGRLW\RXUVHOIGUHVVPDNLQJSDWWHUQVHYRNHGDQLGHQWL¿FDWLRQRIHPDQFLSD-
WLRQIURPZDUWLPHXQLIRUPDVDQXQGHPRFUDWLFSDVW6DLWǀE,QWKHHDUO\SRVWZDUVHZ-
ing machines were not only the sustaining force for sewing or re-cycling old clothes due to textile 
shortage, but also in participating in the new women’s work force. Depending on the social status or 
the region in which one was brought up, every woman could at least try to get closer to the dream of 
glamour when working as seamstress or dressmaker. Even the most disadvantaged among women, in 
particular war widows (single mothers), could buy or borrow a sewing machine and go to a sewing 
school to participate in the bright new life, therefore escaping the black market sphere they were as-
sociated with. Even if they did not succeed in being taste-making designers, they could at least make 
their dreams of a shiny modern life come true by working for textile manufacturers, department stores 
or individual customers. By the mid-1950s, thanks to the consumer credit and the dropping of prices, 
many households could afford to buy a sewing machine, although social and material conditions of 
families still remained on the necessity level of prewar conditions: even by the mid-1950s, Japanese 
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Fig. 13: “My sister went 
to doreme”. Suzuki Keiko 
and her older sister who 
had been to a dressmaking 
school 1951, age 24 (To-
N\R*UDI¿WWL
households spent almost 50 percent of their consumption on food, and little 
at all on clothing, or textiles (Garon 2006: 195): 
“it allowed buyers, including thousands of war widows, to earn money as seam-
VWUHVVHVRUKRPHZRUNHUVHYHQLILWZDVPDUNHWHGLQVRPHFDVHVDVDVFLHQWL¿FREMHFW
of high technology and in other cases as a glamorous, even sexy, symbol of a bright 
modern life of the middle-class millions.” (Gordon 2007: 17)
By 1959, long after the doreme-Boom, the key household good still be-
ing made was clothing: over 60% of Japanese households owned a sewing 
machine (Gordon 2007: 17). Since 1950, there had been a small increase 
in production as well consumption of capital and fabrics called  metal and 
¿EUHERRPkin-hen=ito-hen keiki), due to the demands of the Allies support-
ing the Korean War, which led to an increase in sales of goods that the US 
)RUFHVUHOHDVHGWRPHHW³VSHFLDOUHTXLUHPHQWV´DQGVWLPXODWHGWKH-DSDQHVHHFRQRP\*+46&$3
1951). The GHQ ordinances to boost textile industries after the restrictions on textiles were lifted in 
DOVRPDGHLWSRVVLEOHIRUDOUHDG\ÀRXULVKLQJLQGXVWULHVWRSUR¿WIURPWKHVSHFLDOGHPDQGVIRU
the military and the sewing machine industry, keeping low costs by assembling products from sub-
FRQWUDFWRUV<DQDJL6DLWǀE 6&$3DQGWKH-DSDQHVHJRYHUQPHQW WRRNYDULRXV
economic measures to revive the textile industry, and promote above all the silk sector for exports, 
EXWHYHQDUHVKXIÀHRIWKH¿EUHLQGXVWULHVFRXOGQRWJXDUDQWHHDEURDGSURGXFWLRQRI³QHFHVVLWLHVIRU
everyday life”, because the Japanese silk market had since the 1930s been challenged by synthetic 
¿EUHSURGXFWLRQLQWKH86$<DQDJL6HZLQJPDFKLQHVKDGQRWRQO\EHFRPHWKHQXPEHU
one household goods for families since the wartime shortage, but the opportunity to earn extra money 
by self-employed sewing at home for companies, and the reopening of dressmaking schools after 
1946 also stimulated the demand for machines, and also boosted the credit system (see Gordon 2007; 
&KLPXUD
$VPHQWLRQHGE\$QGUHZ*RUGRQWKHXSSHUFODVVPDJD]LQHVDOVRDGGUHVVHGZRPHQWRMRLQWKH
doreme as workers or subcontractors, but in another context: while Ie No Hikari advertisements de-
picted sewing women to support the industry, upper class magazine ads either depicted design schools 
or the product (a new, shiny dress) as advertisements for their reputation. Ie No Hikari’s advertise-
PHQWVYLVXDOO\HFKRHGWKHVORJDQVRIGDLO\OLIHLPSURYHPHQWFDPSDLJQVLQDFFRUGDQFHWRWKH&,(¶V
and later the state’s headlines of improving daily life standards. Sutairu and )XMLQ*DKǀ were more 
concerned about the glamour factor of this bright new life, and addressed readers who were more like-
ly willing to be stylish than to contribute to the improvement of daily life. Therefore, advertisements 
in Shufu No Tomo and other housewives’ magazines echoed the new democratisation and improve-
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ment campaigns while providing proper work force, whereas upper class magazines laid emphasis 
on the woman as a citizen being a free, independent and emancipated designer. In addition, so-called 
style-books, published by every women’s magazine and their in-house designers, could either help 
do-it-yourself clothes recycling, by showing women how to make dresses on their own – which was 
particularly important for a large segment of poor working women – or catalyse the economy by 
seducing those few who actually had the money to buy the ready-made dresses in department stores. 
The fact that black market brokers were involved in textile business, and that only a few percent of 
WKHSRSXODWLRQPRVWO\GUHVVPDNHUVRU1HZ5LFKFRXOGEX\QHZWH[WLOHVUHQGHUHGWKLVEXVLQHVVD
contested space of needs and desires. In many former middle class households, at least one daughter 
usually was sent to a dressmaking school as a means for making clothes for the family, and distribut-
LQJWKHQHZWDVWHVRIIDVKLRQLQWRHYHU\GD\OLIH6D]DQDPL7RN\R*UDI¿WWL)LJEXW
due to the fact that almost any woman could participate in the dressmaking boom creating fashion, the 
schools had to bridge social differences and therefore were questioned in their choice of taste. 
&RPSDUHGWRWKHEDVLF³RUGLQDU\FRQVXPSWLRQ´RIFORWKHVWKH)UHQFK³1HZ/RRN´ZDVQRW³UD-
tionalising” at all; it promoted long skirts, padded shoulders and too much cloth to be necessary in 
post-war Japan, but it operated within exactly the same discourse as how to establish democratic 
consumption: in the post-war environment, it symbolised the overcoming of material shortage and 
rationing at the same crucial moment as most politics were in need to establish new policies for the 
basic consumption of food, textiles, housing, water, transport, and electricity. Despite all the efforts 
to establish “poverty” as an ideological equality factor and cultural policy, the actual amount of peo-
ple who were too poor to even re-use their old monpe WURXVHUVZDVQHYHURI¿FLDOO\PHQWLRQHGRU
discussed after 1949. Yet, as one can discover in descriptions about classical railway passengers, or 
sketches of everyday Tokyo and Osaka, only the small social segment of unmarried but middle class 
VLQJOHZRUNLQJZRPHQRU WKH LQIDPRXVSDQSDQJLUOVFRXOGGLUHFWO\SUR¿W IURPWKLVQHZO\FUHDWHG
desire of the New Look and dressmaking in the late 1940s. 
As usual, women’s magazines usually informed housewives to to reform their households by sav-
ing, rationalising and renewing their style of living after American middle class style, but the New 
/RRNDIIHFWHGHYHQWKHPRVWFRQVHUYDWLYHSDSHUWRMRLQWKHHXSKRULDRIIUHHGRPIRUQHZZRPHQIRU
a new look and for a new global era in which looks were also part of a reorientation of the world after 
the war. Still trying to convince women that “NDLKǀZDGDLGRNRURNDUD” (monthly columns in Shufu 
No Tomo and also )XMLQ.ǀURQ), “emancipation starts from the kitchen”, dressmaking promised not 
RQO\IUHHGRPEXWDOVRHPDQFLSDWLRQIURPWKHKRXVHZLIHDVUROHPRGHOMXVWE\ZHDULQJRUVHZLQJ
new, light, yet Western couture. By selling these dreams, the entire fashion industry started to sky-
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rocket in the late 1940s and early 1950s, and its impact on the postwar culture in creating new places 
of agency for women and challenging gender roles was undeniable – even though the “doreme” and 
“design” schools were out of reach for a large segment of low-income households without access to 
WKHEHQH¿WVRIPLGGOHFODVVHFRQRPLHV&RQVXPHUVZKRDFWXDOO\FRQVXPHGGUHVVPDNLQJRUIDVKLRQ
ZHUHEODPHGDV³1HZ5LFK´IRUIXO¿OOLQJWKHLUUHHPHUJLQJGHVLUHV1RQHWKHOHVVWKHHYROYLQJIDVK-
ion industry, the need for textile processing by women who owned or could afford a sewing machine, 
DQGWKHYLVXDOLVDWLRQRIIDVKLRQE\WKHQHZPHGLD¿OPVPDJD]LQHVDQGHYHQQHZVSDSHUVVWLUUHGXS
the postwar clothing wave, which again led to a boom in the profession of “designers”, “style maga-
zines“ and “French fashion” in the 1950s.
Thus, by 1946, encouraged by the GHQ home improvement campaigns, (women’s) universities 
and schools adopted “homemaking classes” (kasei-gaku) into their curricula which taught students 
how to sew on their own, and topics such as “understanding fabrics”, “understanding culture”, and 
“skills for beautiful design” (Yanagi 1990: 37-38), which did not differ much from the prewar home-
making classes for the cultured living. In 1947, the Japanese government encouraged its citizens to 
consume less and reduce the daily living standards to economise and save for the nation, accompa-
nied by the establishment of several women’s consumer and dressmaking cooperatives such as the 
1DWLRQDO:RPHQ¶V DQG&KLOGUHQ¶V:HDU0DQXIDFWXUHUV¶$VVRFLDWLRQZKLFKRYHUVDZ WKH HVWDEOLVK-
PHQWRIWKH³1DWLRQDO8QLRQRI:HVWHUQ&ORWKLQJ,QGXVWU\DQG7UDGH2UJDQLVDWLRQ³Zenfukuren), 
which aimed  to protect and promote clothing standards and maintain price levels in the same manner 
WKDWWKH3ULFH6XUYHLOODQFH&RPPLWWHHVKDGHVWDEOLVKHG)XUWKHUPRUHWKHGHPDQGIRUUDWLRQDOLVDWLRQ
and standardisation of sizes and production enhanced the system of ready-made clothing, especially 
men’s clothing, which was cheaper and easier for manufacturers, and supported by the GHQ after 
1947 in order to reinstate the textile industry and produce cheap ready-made clothing for the masses 
(Yanagi 1990: 38-39). 
,QWKH¿UVW\HDUVPHQ¶V:HVWHUQFORWKLQJZDVGHEDWHGDVZHOOHVSHFLDOO\PHQZLWK³UHJHQWVW\OH´
haircuts and aloha shirts, whose style was connected to the black market dandies, capitalists and 
$PHULFDQLVP. After 1952, except for some small protests by partly conservative intellectuals such as 
.RQ:DMLUǀDERXWWKHDSUqVJXHUUHOLIHVW\OHLQJHQHUDO:HVWHUQFORWKLQJIRUPHQZDVRQO\GLVFXVVHG
with the emergence of  the new middle dress-codes (see Kon W. 1951a), and mostly in fashion maga-
zines such as Sutairu, where oshare and chic style was debated as a contribution to the new culture 
state towards a new cosmopolitan and enlightened position in the world (Seriba 1946: 40-41). Al-
though the advertisements also introduced men’s wear, this fashion industry was entirely ready-made 
and American style, as there were few dress patterns and little school education for women sewing 
PHQ¶VZHDU&RQVHTXHQWO\DVPHQ¶VIDVKLRQKDGQHYHUEHHQTXHVWLRQHGDVWDVWHOHVVWKHSURGXFWLRQ
and consumption of “women’s fashion” was the only contested concept.
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Dressmaking in the postwar also became part of the public sphere: the re-segmentation of the 
postwar international market resulted in the doreme-boom, and with the support of mass media, sew-
ing machine manufacturers and the textile industry, the dressmaking schools reinvented themselves 
as leaders of the Japanese fashion world. The designers did not only re-open their new schools and 
sell dressmaking patterns in housewives’ magazines, they also developed into stars and professional 
“designers” discussing fashion history and the future of Japanese clothing in almost any media, al-
though their schools were heavily criticised in the national debates on rationalisation and the agenda 
WRUHVWUDLQWKH1HZ5LFKDQGDSUqVJXHUUH\RXWK³FRPPLWWLQJFRQVXPSWLRQ´E\QRWRQO\PDNLQJWKH
clothes on their own, but also being able to provide ready-made clothes from dressmakers in bou-
tiques or department stores.  
3.1.3 Media "stars" of dressmaking schools and the national agenda
$OWKRXJKWKHNH\UHSUHVHQWDWLRQVRIWKHEODFNPDUNHWWKH1HZ5LFKZHUHQRWWDUJHWHGLQRWKHU
UHDOPVRIWKHFRQVXPHUZRUOGDIWHUWKHODWHVWKH1HZ5LFKZHUHH[SOLFLWO\DGGUHVVHGDVLQWKH
likewise problematic world of dressmaking, especially after the boom and the sustaining doreme ri-
YDOU\LQWKHPLGV7KHULYDOU\VWDUWHGEHWZHHQWKHOHDGLQJGUHVVPDNLQJVFKRROVRYHULQÀXHQFHLQ
the high-brow and mass market, and although their head designers followed the ideals on rationality 
DQGVFLHQWL¿FGHVLJQDV³JRRGGHVLJQ´WKHGHEDWHRQGLVWLQFWLRQVWDUWHGZLWKLQWKHIDVKLRQGHVLJQHU
circles as well as among artists and culture critics: with dressmaking as a media spectacle, the discus-
VLRQVFHQWUHGDURXQGWKHULJKWDQGGHFHQWXVHRIVW\OHERRNVDQGWKHGHYLDQW1HZ5LFKJUDGXDWHVRI
the doreme schools. 
The 'RUHVXPƝNƗ -RJDNXLQ, or later, the Sugino Gakuen (Academy), was founded by Sugino 
Yoshiko in 1926, and developed until it had to close during the war, when the school buildings in 
Meguro were destroyed in the devastating air-raids of 1945. The school resumed its curriculum in 
early 1949, with 2,000 female students who were taught in the students’ dormitory building on the 
campus, the only building which was left. In the 1960s, the academy also accepted male students. 
Nowadays, the campus is still situated in Tokyo, Meguro, on the so called 'RUHPH)DVKLRQ6WUHHW, 
ZKLFKLQFOXGHVD-XQLRU&ROOHJHD*UDGXDWH6FKRRODQGD)DVKLRQ$FDGHP\'RUHVXPƝNƗ*DNXLQ) 
(see Iwasawa 1986). 
6XJLQR<RVKLNRKHUVHOIKDGVWXGLHGDEURDGLQWKH86DQGLQ3DULVKDGDYHU\FOHDUGH¿QLWLRQRI
fashion, and favoured French haute couture instead of Americanism, such as the surrealist creations 
RI(OVD6FKLDSDUHOOLRULQWKHSRVWZDU&KULVWLDQ'LRUZLWKZKRPVKHPHWLQ3DULVEH-
came friends, and also wrote a book about him in 1958 (see Sugino 1959). Although Sugino wrote for 
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Shufu No Tomo as well as )XMLQ.ǀURQ and other homemak-
ing magazines explaining home dress patterns and other use-
ful homemaking styles, she did not introduce many Ameri-
can-made styles to her students except for those of American 
designer Tina Leser (1910-1986). Leser was known for her 
³H[RWLF´RULHQWDOGUHVVHVUHÀHFWLQJ$VLDQVW\OHVDQGWKHUH-
fore contributed to the early self-exotisation of Japanese 
culture, especially after a national design award was named 
after her which Sugino won in 1949 (Sugino 1949b: 14-15; 
Asahi Shinbun 1949a: 2; 1949b: 2). Sugino’s conception of 
good design was combining the ideas of the Japanese, a cer-
tain amount of French haute couture, and a decent casual 
style that was not too Americanised or too mundane into the 
education of her dressmaking school. She also saw Dior’s 
design as a perfect match for Japanese women, which was 
later repeated in many articles on the visit of French New 
/RRNFRXWXULHUV'LRURU3LHUUH&DUGLQDQGLQVFULEHG
a national pride and advantage of Japanese proportions. In 
the 1950s, she published many articles in her magazine 'RUHVXPƝNLQJX on how to become a profes-
sional designer and staged  design contests (see Sugino 1950). 
7DQDND&KL\RZDVDFNQRZOHGJHGDVRQHRIWKHHDUOLHVWIDVKLRQGHVLJQHUVLQWKHVDQGODWHU
fashion advisor to the cosmetics manufacturers .DQHEǀ and textile and apparel maker Renown, and 
she also introduced Dior’s fashion to the Japanese audience. She was famous for a very upper class, 
conservative style between ethnic “Iǌ]RNX (custom)” dress and “haute couture”, claiming to be the 
¿UVW-DSDQHVHRZQLQJD'LRUGUHVV6KHKDGVWXGLHGDEURDGLQ3DULVYDULRXV*HUPDQFLWLHVDQG1HZ
York in order to research ethnic clothing. Apart from being one of the designers for the Emperor 
DQG(PSUHVVDQGODWHUWKH&URZQ3ULQFH¶VDQG3ULQFHVV0LFKLNR¶VFORWKHVVKHKDGEHHQSXEOLVKLQJ
frequently about clothing and cultural style in almost every women’s magazine, and held a kimono 
exhibition in 1950 in New York (see her biography by Nishimura K. 1994). Her dressmaking school 
ZDV LQ.ǀEH DQGDOWKRXJK7DQDNDDFWHGDV IDVKLRQDGYLVRU IRUPDQ\PDJD]LQHVKHU VFKRROZDV
only mentioned in combination with the other two schools located in Tokyo, and apart from pattern-
making, she was more considered an artist.
The %XQND)XNXVǀ*DNXHQ, which had in the 1920s promoted new Singer sewing machines, was 
GHYHORSHGLQWRDVFKRROE\WKHIRXQGHU1DPLNL,VDEXUǀDQG6LQJHUPDFKLQHWUDGHU(QGǀ0DVDMLUǀ
Fig. 14: “Ladies love dressmaking”. Me-
dia hype of one of the dressmaking “stars” 
Sugino Yoshiko and her class in the 
%XQJHL6KXQMǌ, Photograph by Ishii Akira 
(Ishii A. 1955: n.p.)
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The school received its contemporary name in 1936, and in the same year, the %XQND began to publish 
6ǀHQDVRQHRIWKH¿UVWIDVKLRQPDJD]LQHVIHDWXULQJGUHVVSDWWHUQV,QSUHDQGSRVWZDUWKHVFKRRO
admitted around 3,000 female students, until it opened for co-education in 1957. In 1951, the school 
introduced a curriculum on “design”, and in the 1960s became famous for its partnerships with sev-
eral institutes abroad. The %XQND also claimed to be the institute that had invited Dior to Japan in 
1953. All three institutes claimed to be involved with the avant-garde of fashion in the postwar for 
which Dior was a synonym and fashion leader until his death in 1957. In the late 1960s, the %XQND 
EHFDPHIDPRXVIRULWVJUDGXDWHVVXFKDVGHVLJQHU<DPDPRWR<RKMLZKRVKDSHGDQHZVW\OHRI-DSD-
nese clothing in the 1970s.
.XZDVDZD<ǀNRZDVDVWXGHQWRI,Wǀ0RKHLDQGHGLWRURIWKH)XMLQ*DKǀ in the prewar, where she 
already had been involved in the promotion of Japanese clothing which, as she said, had to emerge 
from Japanese everyday cultural life (Tsunemi 1999: 187). Since she was raised in the intellectual 
realm of the German Bauhaus, she opened the Kuwasawa Design School in 1954, which conse-
quently combined “Dress and Living Design”, featuring dressmaking and interior arts as two of the 
PRVWLPSRUWDQWQHZVXEMHFWVIRUFXOWXUDOHGXFDWLRQDVD³OLYHG´GHVLJQ'XHWRKHUIULHQGVKLSZLWK
,VHDQG:DOWHU*URSLXVVKHZDVKLJKO\LQÀXHQFHGE\WKH*HUPDQ%DXKDXVDQGWKH1HZ%DXKDXVRI
WKH&KLFDJR,QVWLWXWHRI'HVLJQ7VXQHPL.XZDVDZD¶VFRGHVLJQHUZDV.DWVXPL0D-
VDUXZKRDOVRDFWHGDVJXHVWOHFWXUHULQRUGHUWRPDQLIHVWGHVLJQDVDVXEMHFWLQJHQHUDOHGXFDWLRQ
&RQVHTXHQWO\WKH'HVLJQ6FKRROWULHGWRFRPELQHUDWLRQDOGHVLJQVDQGHPSOR\HGIDPRXVGHVLJQHUV
DQGFXOWXUDOFULWLFVDVJXHVWOHFWXUHUVVXFKDV.HQPRFKL,VDPX.RQ:DMLUǀDQG6KLPL]X,NXWDUǀ7KH
school also established a “good design corner” in the Matsuya Department Store after the success of 
the 1950 exhibition on good design in the USA and and published their own magazine after 1952, 
the KD News. In the 1960s, the School became famous for creating confections and uniforms for the 
Tokyo Olympics, therefore, her design idea was the closest to the ideals of rationalisation and practi-
cability of ready-made clothes. 
Like Sugino and the other female designers who sold the dream of doremeDQGFXOWXUH8QR&KL\R
former “modern girl” of the late 1920s and founder of the Sutairu magazine (and accused of being 
$PHULFDQLVHGDQG1HZ5LFKEHJDQWRGHVLJQNLPRQRVHDUO\LQWKHVDQGEHFDPHPRUHIDPRXV
as a designer than as the founder of a style magazine. Even if Sutairu was mostly selling American 
fashion, Uno attempted to include a certain amount of Japanese living and clothing style to sell her 
FORWKHV¿UVWE\ZULWLQJDFROXPQDERXW-DSDQHVHFORWKLQJDQGDIWHUUHVHUYLQJVSDFHIRUSKRWR
VSUHDGVRI:HVWHUQDQG-DSDQHVHFORWKLQJ$VPHQWLRQHGLQ&KDSWHU,9PDQ\SHRSOHGRXEWHG8QR¶V
³SHUVRQDOLW\´LQGHVLJQLQJNLPRQRVWRPDNHKLJKFODVVFORWKLQJVHHLQJKHUDVD1HZ5LFKSURSRQHQW
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or criticising her and the taste level of her Sutairu magazine, which mostly revolved around love, 
fashion, and cosmetics that were too Americanised (Kon T. 1958: 279). 
The owners of dressmaking schools, especially the ones who later established the fashion design-
ers’  associations, also had an interest in the national agenda, the more their schools and fashion itself 
became topics of critique. In the postwar years, when the cultural scene and magazines sprung up 
again, dressmaking schools again began to publish their corporate magazines, which provided cultur-
al education and informed readers about the world of fashion. The %XQNDZDV¿UVWWRUHSXEOLVKWKHLU
corporate magazine 6ǀHQ, the '0- published the corporate '0-.DLVKLfor students, and from 1949 
onward the public magazine 'RUHVXPƝNLQJXDQGRWKHUSUHZDUGHVLJQHUVVXFKDV,Wǀ0RKHLPDGH
regular appearances in almost all of these magazines, while also publishing their own dressmaking 
patterns. Many intellectuals as well as teachers and designers contributed with their opinions about 
the schools, fashion and the latest trends. 
(QGǀ0DVDMLUǀKHDGRIWKH%XQND)DVKLRQ&ROOHJHKDGDOVREHHQDFWLYHLQWHOOHFWXDO
LQWKHSUHZDURQWKHGHYHORSPHQWRIDWKHRU\RIUDWLRQDO-DSDQHVHDQGVFLHQWL¿FIDVKLRQLQOLQHZLWK
the efforts of general mobilisation and uniform of Japanese clothing (see Inoue 2001). In the postwar, 
he continued working on these three premises and contributing to the dressmaking boom. He stated 
in 1946 that “clothing of the people is the power of existence”, and therefore was indispensable in 
establishing a new life and new Japanese nation with a proper guidance of dressmaking by emphasis-
ing the name %XQND)XNXVǀWREHSDUWRIWKHQHZFXOWXUHVWDWH(QGǀ07KH¿UVWSRVWZDU
issue of 6ǀHQ combined opinions from social critics such as Nii Itaru and liberal politician Takeuchi 
Shigeyo (1881-1975). The common ground of these intellectuals was to establish a new and far more 
democratic profession in Japanese clothing, a revival of Japanese aesthetics, and the independence 
DVZHOODVIUHHGRPIURP³IRUHLJQVW\OHERRNV´7DNHXFKL1LLDVHH&KDSWHU
These stylebooks were as mentioned before, to a large extent the central focus of critique against 
Americanism, but were also the central tools with which the dressmakers promoted their schools. The 
ZDUWLPHZDVVWLOOFORVHLQWKHPHPRU\DQGDV(QGǀDQGKLVFROOHDJXH2JDZD$\DNRKDGEHHQOHDG-
ers of the promotion and education on clothing (as well as uniform) in the prewar, and so the evident 
calls for a “national” Japanese clothing were combined with the freedom and self-consciousness of 
the “new” democratic nation. The dressmaking institutes established their goals of regarding fashion 
as social communication: as women folklore scholar Segawa Kiyoko (1895-1984) stated in 6ǀHQ: 
“[...]Since the daily clothing is one of the unconscious – and in some cases conscious – common work, the 
FKDRVLQVRFLDOOLIHLVDOVRUHÀHFWHGLQWKHUHDOPRIFORWKLQJ´6HJDZD.
7KHIDFWRUVHVWDEOLVKHGE\WKH0,7,µVLGHDVRIGHVLJQUDWLRQDOLW\DUWVDQGFUDIWVDVZHOODVDQWL
commercialism, the educational and democratic factors were important to establish a new national 
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dressmaking. %XQNDGHVLJQHU0XUDWD.LQEHHGH¿QHGWKHPDNLQJRIDNLPRQRDVDQDUWLVWLF¿HOGRI
aesthetics and freedom, but also as meeting the requirements for a rationalised aesthetics of a cul-
WXUHLQGXVWU\SXUYH\LQJWKHWUXHJRRGDQGEHDXWLIXOUDWLRQDOO\DQGVFLHQWL¿FDOO\VSHDNLQJLWKDGWR
be morally “true”, “good”, and artistically, “beautiful”. In addition, “honesty” meant “knowledge”, 
beauty “emotion”, and virtue “intention” (Murata 1946: 14). In order to be able build a “Japanese 
culture state” during the textile shortage, the Japanese should not forget their modern history, and 
overcome the foreign patterns of clothing. Wearing kimono could express artistic consciousness, 
a  rationality built up by research, and a social moral build by democratic behaviour of dressmakers 
(Murata 1946: 15). Furthermore, beauty was seen as “natural” by all fashion designers and cosmetics 
PDQXIDFWXUHUV7DQDND&DDQGGHVLJQZDVWKXVKDUPRQLFZRUNEHWZHHQDFXOWXUDOGHVLJQ-
er and nature. This was regarded as higher valued than mere colourful or unnatural designs “imposed” 
by other countries, and contributed to the myth of a harmonic and balanced Japanese culture: the most 
important task to make fashion “culture” was to strike a balance between global fashion trends and 
the Japanese social life (Nakahara/Takai 1948: 9). A “harmonic” culture, together with the efforts to 
EXLOGDQHZ-DSDQZDVWRIXO¿OWKHGHVLUHVRIWKH-DSDQHVHFLWL]HQRQWKHEDVLVRIDUDWLRQDODQGLGHDO
FXOWXUHRIGUHVVPDNLQJ(QGǀ06XJLQR<RVKLNRDQG7DQDND&KL\RIRFXVHGPRUHRQWKH
elegant style of Dior and French fashion, while American style soon shifted into their concepts of 
³IXQFWLRQDO´GHVLJQDQGDSSDUHO 1DNDKDUD7DNDL7DQDND,Wǀ+RZHYHUHYHQ
6XJLQRGH¿QHGWKHGLUHFWLRQRIWKHVFKRRODVDQHIIRUWWRPDNHWKH-DSDQHVHFXOWXUHOHDGLQGUHVVPDN-
ing and educate people as to which clothing is appropriate to the Japanese fashion: she declared it her 
responsibility “to establish a new Japanese fashion culture” (Sugino 1947: 17).
$OWKRXJKWKHGHVLJQHUVHVWDEOLVKHGWKH1DWLRQDO'HVLJQHUV&OXEDQGIRFXVHGPRUHFRQVLVWHQWO\
on the national agenda of rationalisation, their efforts and schools were severely criticised because 
RIWKHLU1HZ5LFKFRQGLWLRQV%\SURPRWLQJFORWKLQJDVFXOWXUDOSURGXFWLRQ\HWFRQVROLGDWLQJFRP-
mercialism and thus showing their “lack” of Japanese taste by still publishing dress patterns and style-
books that were seen as “American” hegemony and capitalist mechanism, clothing and fashion pro-
ducers developed into an antagonist theme which shaped borders between the national  t as tem aking 
and the “chaotic” social life of clothing. 
3.2 Dressmaking New Rich
The “Americanisation” factor was important, because after the introduction of Dior’s New Look 
in 1949 and consequently after the doreme-boom, dressmaking schools, or rather, their graduates, 
were criticised from many different sides. As mentioned earlier in this thesis, at the end of the war 
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DQHZFKDOOHQJHZDVH[SHULHQFHGIRUVRFLDOVWUDWL¿FDWLRQVEXWLQWKH\HDUVDIWHUHYHQWKRXJK
the black market was the only centre for consumption and of display for goods, it was not seen as a 
space where the dreams and desires were, or rather could be carried out. The threat to society by the 
very few who could afford to purchase clothes was the danger of social mobility and class, because 
RSHQFODVVVWUXJJOHRQO\UHIHUUHGWREODFNPDUNHW1HZ5LFKDQGZRUNHU¶VVWULNHVDVYLROHQFH1DND\D
1947: 11), but never applied to consumption or inequalities of consumers other than in the sense of 
“balancing” consumption. 
7KH*+45HFRUGVFLWHGDQDUWLFOHE\7RPLWD<XULNRRIWKHMainichi Shinbun on June 8, 1948, 
which highlighted the dilemma between dressmaking as arts or black market industry by asking 
“Who Patronizes Dressmaking Shops? More than 600 exist in Osaka now”:
³7KHZRPHQRI-DSDQVXIIHUWKHVDPHDVWKHLUVLVWHUVWKHZRUOGRYHUZKHQWKH\¿QGVKRSVIXOORIJODPRURXV
displays – the best of materials and latest styles – at prohibitive, even fantastic, prices compared with their 
salaries. [...] The customers who visit dressmaking shops today are mainly dancing girls, and daughters and 
wives of the newly rich class which has sprung up since the war. For the average modern girl and housewife, 
VXFKOX[XULHVDUHDWKLQJRIWKHSDVW´*+46&$3HP\HPSKDVLV
The consumers, but also the producers of dressmaking were clearly delineated as being repre-
VHQWHGE\WKHLUDFFHVVWRWH[WLOHVWKHFXVWRPHUVRIGUHVVPDNLQJZHUH1HZ5LFKDQGEODFNPDUNHW
women who could consume “past” luxuries. The “average” modern girl and housewife could only get 
close to the new look by window-shopping, and although designers had discussions about the ethics 
of consumption and wanted to make fashion “based upon the customs and present needs in Japan”, 
the black market controlled textile distribution and could exert pressure on dressmakers and consum-
HUV*+46&$3H
In 1949, left wing-RVHL.DL]ǀ accused the schools’ graduates of either being too un-specialised 
or too obsessed with copying American style. Some of the female graduates even were or wanted to 
be dancers, and used their newly learnt skills of dressmaking to earn money in this “shady business” 
-RVHL.DL]ǀ)DVKLRQGHVLJQHUVZHUHDFNQRZOHGJHGEXWWKHLUVFKRROVDQGPRVWO\KLJK
collar, graduates were accused of not being well-educated and lacking social interest, cultural capital, 
DQGKDGDTXHVWLRQDEOHOHYHORI³WDVWH´-RVHL.DL]ǀ(YHQLQ.LQRVKLWD.HLVXNH¶V¿OP 
Carmen Comes HomeVHH&KDSWHU,9&DUPHQ7DNDPLQH+LGHNRDQGKHUÀDPER\DQWO\GUHVVHG
friend who “come home” to the countryside are exotic dancers (strippers), and serve as the comic 
theme as well as social critique: 
“With her vibrant scarlet dress complemented by Maya’s yellow and black striped number, the two girls are 
soon turning heads as they wander around the countryside, dreaming of Paris and breaking into songs about 
µ7KH1HZ/RRN¶´6KDUS
200
KATRIN GENGENBACH: SOCIOCULTURAL DYNAMICS OF CONSUMPTION IN EARLY POSTWAR JAPAN
,QDMRXUQDOLVWDSSDUHQWO\XVLQJWKHDOLDV6XJLQR<RVKLRZURWHDQHVVD\DERXWWKH³GUHVV-
making battle” in the gossip magazine 6KLQVǀ, comparing Ogawa Ayako, leader of the “fashion” 
GHEDWHVLQWKHSUHZDU,Wǀ0RKHLDQGWKH%XQND)XNXVǀ to the DMJ. Ogawa’s ideal of her school 
LQ1DJR\DWHDFKLQJ³LQGLYLGXDOEHDXW\KDYLQJVHOIFRQ¿GHQFH´ZDVGLVUXSWHGE\WRRPDQ\RIKHU
VWXGHQWVQRWEHLQJ³ODGLHV´DWDOOKHFODLPHG6XJLQRDOVRDFFXVHG,WǀRIVHOOLQJKLVVW\OHERRNVIRU
more than 150 yen instead of 30 yen, which was the average price for magazines, accusing him of 
³FRPPHUFLDOLVP´DQGVWDWHGWKDW,Wǀ¶VVFKRROLQ7RN\R0HMLURFODLPHGWREHKLJKEURZEXWRQO\
DFFHSWHG1HZ5LFKGDXJKWHUV³EUDWV´ZKRGHWHULRUDWHGKLVLPDJH6XJLQR<$QRWKHU
dressmaking school, the “Ladies’ Dressmaking Institute” would employ “white foreigners” and host 
decadent dance parties in the Mainichi Hall as fashion shows, making fashion itself a part of the New 
5LFKUHDOPEXWDOVROHDYLQJWKHMRXUQDOLVWZLWKWKHGHVLUH³WRKDYHPRQH\´WREHSDUWRIWKLVGHFDGHQW
dream (Sugino Y. 1949: 33-34). Gossip and women’s media repeatedly accused dancers as main 
graduates of the dressmaking schools. Sugino declared that because the '0- took entrance fees, the 
school was above the average dressmaking school, but hosted golf parties and other high-class events 
that clearly made the '0- a target for questioning their participation in a culture industry which pro-
moted the ideology of “overcoming poverty” by equality. He claimed that many designers graduating 
from the '0- went to open low-grade schools themselves, and that the '0- would claim to educate 
³KXPDQEHLQJV´LQVWHDGRIIDFLQJWKHSUREOHPRISURGXFLQJQRWKLQJPRUHWKDQ1HZ5LFKJUDGXDWHV
(Sugino Y. 1949: 34). The only real “enemy” of the '0- was the %XQND)XNXVǀwhich claimed the 
same situational territory of being leader in the fashion world, but the '0- prevailed, because they 
had the “better” sewing machines that the graduates had to buy themselves at local markets, while the 
%XQNDprovided American Singer machines (Sugino Y. 1949: 35). 
This “battle” was also later depicted by a )XMLQ.ǀURQ series on rival companies, by critical left-
ZLQJMRXUQDOLVW$RFKL6KLQWKURXJKRXWWKHLVVXHV$RFKLKDGDOUHDG\UXQDVHULHV
in 1953 in &Kǌǀ.ǀURQ on larger mass producing and media companies, and focused more on the 
women’s realm (as consumer) such as universities, electricity companies and department stores10. 
He also was critical of the second phase of “dressmaking boom” in 1955. Although the series com-
pared all sorts of companies and rivals from a critical viewpoint, it also spread and questioned the 
news of prospering enterprises within the new market mechanisms and the narrative of overcoming 
WKHSRVWZDU7KHFULWLTXHRQFXOWXUDOSURGXFWLRQDQGFRPPRGL¿FDWLRQDQGDGYHUWLVLQJDFWLRQVE\WKH
dressmaking schools rendered them unworthy for the discussions on Japanese culture. For Aochi, the 
RQO\SRVWZDUDFKLHYHPHQWVZHUH1HZ5LFKUHDOPVpachinko and the new “kingdom” of dressmaking 
schools, and he questioned the emancipation and social status of women graduating from especially 
10 The series was published as a book by Kawade Shinsho (Tokyo) in 1955.
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the DMJ, because they were all graduates from the rich upper class belt of Western Tokyo (Aochi 
1954: 193, 198). Dressmaking designers, he concluded, either of the %XQND or the DMJ, were both 
“capitalists” and members of the former black market textile business or sewing machine traders, and 
in reality, their lack of culture was expressed by their being copyists from foreign magazines, not real 
designers (Aochi 1954: 199). 
In 1953, Katsura Yuki (1913-1991), avant-garde artist and intellectual, described the dressmak-
ers Sugino, Tanaka and the %XQND (as institution) as the triangle of “doreme queens” of a kingdom 
of dressmaking schools (GRUHPHQRMRǀWDFKL), which were generally referred to as one of the new 
religious sects that had sprung up after the war and after which many young people were following 
(Katsura 1953: 227; see Kon T. 1958). Katsura not only heavily criticised their artistic claims of being 
GHVLJQHUVEXWDOVRWKHLUDSROLWLFDOFRQVFLRXVQHVVTXHVWLRQLQJZK\GDQFHUVDQG1HZ5LFKGDXJKWHUV
could both be students and customers of a school that claimed to be educating “artists”, not dressmak-
ers, because design meant creation, not mass-produced sketches of dress patterns. The general debate 
about the future of art led by artists, intellectuals, and critics functioned as a mirror to reposition art 
in terms of the nation. But for fashion, Katsura worried, the “vacuum of criticism” in magazines and 
newspapers which placed dressmaking next to serious articles, so that young girls would not question 
the importance of the “design” stars, and the fact that one could raise one’s value as “designer” if one 
only spent some time in Paris, telling the media exactly what one had done and eaten in France, were 
a clear sign of a problematic treatment of  Western dressmaking as arts (Katsura 1953: 230-231). For 
Katsura, the dressmaking schools resembled both the feudal (\DNX]DDQGFDSLWDOLVW1HZ5LFKV\V-
WHP7KHGHSHQGHQFHRQVW\OHERRNVDVDKDYHQIRUGDQFHUV1HZ5LFKGDXJKWHUVDQG³RWKHU´FXOWXUDO
degenerations perverted the ideal of high arts and design with the help of the media, and blurred the 
differences between commercialist dressmaking and creation so much that the “real” thing would 
disappear (Katsura 1953: 230, 228).
Positions did not change much after fashion became a mainstream idea; fashion was often allo-
FDWHGWRWKHLPPRUDOSODFHRIWKHEODFNPDUNHWZKHUHLWVHHPHGWRKDYHHPHUJHGLQWKH¿UVWSODFH
,QDQRSLQLRQE\.RQ+LGHPL¶VEURWKHUDQGDOVRDZULWHU.RQ7ǀNǀLQ%XQJHL
6KXQMǌ on “Dior ladies made in Japan” and their lack of culture, still stated that most of the “deca-
dent” and self-indulging (ji-daraku1HZ5LFKJLUOVJUDGXDWLQJGHVLJQVFKRROVZHUHVDLGWREHUHODWHG
to the black market, pachinko business, dancehalls and clubs: 
³E\FRPPXWLQJWRDQGIURPGUHVVPDNLQJVFKRROV>WKH\@VWHDOWKHPVHOYHVDZD\ZDWFKLQJ¿OPVJRLQJWR
>MD]]@PXVLFFDIpVDQGDWQLJKWVZRUNDWarusaro [art-salons11].” (Kon T. 1958: 282)
11 The arusaro was a cabaret/hostess club with part-time hostesses, mostly students, which were cheaper and more 
DSSHDOLQJWRWKHDYHUDJHDQGOHVVDIÀXHQWPDOHDXGLHQFHVEXWQRQHWKHOHVVVHHQDV³VKDG\´EXVLQHVVHV
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.RQZDVQRWRQO\FRQFHUQHGDERXWWKH1HZ5LFKXUEDQJLUOVEXWDOVRDERXWWKHFRXQWU\JLUOVWKDW
ZRXOGEHFRUUXSWHGE\WKH1HZ5LFKPRQH\VXFKDV6XJLQR<RVKLRKDGFULWLFLVHGWKHGHFDGHQFHRI
the dressmaking schools as mentioned before. Kon was also concerned about the quality of schools 
taking burakuRXWFDVWHGDXJKWHUVDVWKHLUSXSLOVGUDZLQJDVLPLODUOLQHRIPRUDOLW\EHWZHHQ1HZ5LFK
lifestyles, the black trade and unwanted minorities. Therefore, various Japanese female dressmaking 
designers “are neither developing into critics or artists”, and for him, their education was so low that 
they would not even develop any critical personality at all (Kon T. 1958: 281-282). Since country 
girls would be longing for “New Yen”, dressmaking schools were a wrong place to educate young 
women. In addition, this lack of personality and culture of Japanese designers was due to the fact that 
\RXQJZRPHQGHVLJQHUVZRXOGVWLOOHPEUDFHWKHPDVVFRPPRGL¿FDWLRQRI³RYHUGHFRUDWHG´$PHULFDQ
fashionistas, who even monopolised high-culture French fashion such as Dior, but could not come to 
GHYHORSWKHLURZQVW\OHV.RQ77KH¿UVWSUREOHPZDVWKDW-DSDQKDGQR³KLJKFXOWXUH´
such as the French, and secondly, Japan could not establish itself as a country that exported fabric and 
textiles as main goods, due to American pressure, although the Japanese designers had an established 
network with Dior and other manufacturers and institutions (Kon T. 1958: 280). Apart from his praise 
RI)UHQFKKDXWHFRXWXUHZKLFKLQKLVRSLQLRQZDVVDGO\FRUUXSWHGE\WKH$PHULFDQVDQG1HZ5LFK
Kon sided with the idea of a high class kimono as a national standard, and praised kimono designers 
VXFKDVƿWVXND6XHNR12 from the Japanese fraction (“wafuku-ha”) of the NDK that were 
PRUH³VRSKLVWLFDWHG´.RQFRPSDUHGKHUWRWKHµZURQJ¶IRUPRI-DSDQHVHPRGHUQLQWKHJHVWDOWRI
8QR&KL\RZKRDOVRVSHFLDOLVHGLQNLPRQRGHVLJQVEXWZKRPKHFULWLFLVHGDVXQFULWLFDODQG³FRP-
PHUFLDO´LQOLQHZLWKWKHIRUPHUDFFXVDWLRQVRIKHUEHORQJLQJWRWKH1HZ5LFK.RQ7
$VDKL6KLQEXQ&KDSWHU,9$OOWKHVHYDULRXV³GHVLJQHUV´LQ-DSDQKHFRQFOXGHGZRXOG
QRWHYHQNQRZZKRWKHUHDOGHVLJQHUVZHUHEHFDXVHWKHORZHGXFDWHGGHVLJQHUVDQGDSUqVJXHUUH
youth that went to dressmaking schools would transcribe and pervert “real” Japanese taste, culture, 
and education (Kon T. 1958: 284).
Although the head designers of the schools, chief editors of fashion magazines and both designers’ 
clubs were clearly in favour of the national agenda, and supported by the state for introducing good 
social practices, they were always accused, especially by artists and intellectuals, of not only educat-
LQJEXWDOVRHPSOR\LQJDQGVHOOLQJIDVKLRQWR1HZ5LFK,QWKHHDUO\SRVWZDU\HDUVWH[WLOHEXVLQHVVHV
were still in the hands of new zaibatsu, and the distribution channels to the dressmaking schools were 
obviously contested from the beginning of the postwar, because they could receive more fabric than 
the general urban consumer on the market. After the Korean War, when textiles were available for 
the entire population, the public discourse centred around the taste level of the new women designers 
12 ,QƿWVXND6XHNRIRXQGHGDGHVLJQVFKRROIRUNLPRQRWKHƿWVXND*DNXLQLQWKH7RN\R6KLQMXNX:DUG
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in forming a national clothing standard. The noiseRIGUHVVPDNLQJVFKRROVHVSHFLDOO\WKH1HZ5LFK
daughters, dancers, and other degenerations, the question on how to differ between arts and style-
books, were central concerns in the designation of professional designers that could overtake the task 
of national tastemakers in order to change the decadent life-styles of Japanese women. Since they did 
QRWVXFFHHGLQORVLQJWKHLU1HZ5LFKLPDJHXQWLOWKHFORWKLQJUHDOPZDVSDUWRIWKHSRVWZDU
noise in the construction of social spaces and distinction.
3.3 Intellectuals in the fashion realm
3.3.1 Managing national taste between ideals of poverty and the culture 
of New Rich hedonism
&ORWKLQJDQGFRVPHWLFVWRRNWKHUROHRIVHOIH[SUHVVLRQDQGGLVWLQFWLRQZKLOHWKHQHZSURIHVVLRQDO
designers took the role as tastemakers. As mentioned before, housing was a key element of concern 
as well, and played a role in improvement and education campaigns and the implementation of a 
QDWLRQDOWDVWH&ORWKLQJLQSRVWZDU-DSDQZDVDOVRVHHQDVRQHRIWKHWKUHHSLOODUVRIGDLO\OLIHEXWLW
quickly emerged as contested topic of the postwar “new thinking” on good and bad social practices. 
In the aftermath of the postwar, the problems of the three pillars raised awareness of  women’s cloth-
ing, because in an “indigent lifestyle” people would lay extreme attention to style, as the diplomat 
Yosano Shigeru (1904-1971) stated in 1949 on Aloha shirts (Yosano 1949: 56). After a long time 
implementing “uniform” in the prewar, the “clothing problem” and the question on the fundamental 
problem of “right clothing” (tadashii ifukuVHH0RUL.7DQDND&HWFGHYHORSHGLQWR
a symbolic space of staging Japaneseness which could be evaluated on the streets, the (black) market, 
on the streets, in cafés, dance halls and exhibitions. The national agenda of “educating” the female 
consumer, especially in the contested realm of clothing, emerged not only as a fundamental task for 
GHVLJQHUVEXWJHQHUDO LQWHOOHFWXDOVDOVR MRLQHG WKHGHEDWHRQIDVKLRQDQGFRQVXPSWLRQ LQRUGHU WR
educate women to restrain their consumption and “create” a new culture from everyday life.
The ways in which the body is shaped by discursive inscription, as Michel Foucault has described 
it, through the practices of labour and leisure, social practices are actually written on the body as “the 
LQVFULEHGVXUIDFHRIHYHQWV´)RXFDXOWD&ORWKLQJFRPELQHGWKHSUDFWLFHVDQGSURGXFWLRQRI
social space as inscription and repetition: it imposed an ideologically blurred sense of a new cultural 
production under the premise of the master narrative, democracy, on processing textiles and com-
PRGL¿FDWLRQRQQHZZRPHQ¶VZRUNSODFHVEHLQJWDNHQVHULRXVO\DQGRQZRPHQ¶VVHOIH[SUHVVLRQ
that can be distinguished from other social spaces by home or school dressmaking, or hedonist con-
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VXPSWLRQ&ORWKLQJZDVFRQWHVWHG7KHUDSLGGHYHORSPHQWRIERWKJOREDODQG ORFDO IDVKLRQZDVD
phenomenon of freedom and individualism, interspersed with the legacy of Japan’s prewar “past” and 
the social space of the black market. 
&XOWXUDOPHDQLQJFRQVLVWVLQWKHPHDQLQJVDQGYDOXHVDFFRUGLQJWRZKLFKSKHQRPHQDDUHRUJDQ-
ised and categories are segmented in the discourses. These principles also orient actions and ideas 
that shape themselves around this framework and are expressed in everyday life practices. When 
goods show distinction between two segments, they “do so by encoding the principle to which these 
FDWHJRULHVDUHGLVWLQJXLVKHG´0F&UDFNHQVRFORWKLQJLVDOZD\VVHHQDVDV\PERORIGLV-
WLQFWLRQDQGQRWDFRQFUHWHFRQVXPHUJRGLQWKH¿UVWSODFH(YHQLIWKHVKRUWDJHGLGQRWDOORZSHRSOH
to consume many goods, the symbols of distinction in clothing patterns, media fashion sites, and the 
dressmaking stars, could be inscribed into the early postwar by the concepts of “design” and “taste”. 
The supposed cultural principles of science, usefulness, pragmatism and rationalisation that should 
EHFXOWXUDOO\VLJQL¿FDQWIRULGHDOFRQVXPHUJRRGVDQGWKHLGHDOVRFLDOIRUPDWLRQLQWKHVZHUH
DOVRHQFRGHGLQFORWKLQJDQGVLJQL¿FDQWLQDSSURSULDWLRQEXWWKHPRUHWKHPLGGOHPDVVPRGHOWRRN
WKHVWDJHRI³-DSDQHVHFXOWXUH´WKHPRUHWKH¿HOGRIFXOWXUHFRXOGEHPRGXODWHGUHLQWHUSUHWHGDQG
differences newly articulated. Thus, cultural principles of a “Japanese culture” were not only commu-
nicated with the “taste of necessity”, they were also discriminating and excluding extreme clothing 
practices in terms of morality, simplicity, modesty and nationality. However, since neither the goods 
nor the properties of these new social spaces and formations were clear or resulted in a global con-
vergence of the model that was offered, the right “position” in the new global order and social status 
¿UVWRIDOOKDGWREHDUWLFXODWHGLQRUGHUWREHOLQNHGDQGLQWHUOLQNHGLQWRDFRKHVLYHFKDLQ7KHSRVW-
war debates on clothing can serve as example for shaping and excluding class distinctions between 
WUDQVQDWLRQDOVSDFHVFXOWXUDOLQWHUPHGLDULHVOLYLQJVWDQGDUGVWKH1HZ5LFKDVDFHQWUDOFDWHJRU\DQG
OX[XU\7KHGLVFRXUVHRQWKH1HZ5LFKDVWKH³FRQVWLWXWLYHRWKHU´IRFXVHGRQWKHLUHFRQRPLFVWDWXV
and self-expression, and luxury consumption, furthermore the desire for luxuries, was clearly shaped 
by the intellectual elites within the discourse of democratic consumption.
The involvement of intellectuals into the fashion debates on Japanese or Western clothing was 
often interspersed with the same topics as in the late 1920s and 1930s for the changes in modernity 
such as the keywords “decadence”, “hedonism” and $PHULFDQLVP as antagonists for the evolution of 
-DSDQHVHFXOWXUH,QWKHSRVWZDUWKHDWWDFNRQFRPPRGL¿FDWLRQDQGFDSLWDOLVPZDVDOVROLQNHGWRD
³GHJHQHUDWH´$PHULFDQLVPEXWWKLVRFFXUUHGLQRUGHUWR¿OWHURXWRWKHUVRFLDOIRUPDWLRQVGHFODUHGDV
1HZ5LFKQRWFRQVLVWHQWZLWKWKHFRPPRQOLIHVW\OHWKDWWULHGWRPRXOGLGHQWLWLHVDURXQGWKHVRFLDO
formation of domestic values. The problems of the prewar could not easily be dealt with: the “double 
life” between Japanese and Western modernity, especially the consumption of Western clothing, were 
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still ,even by the members of the Imperial Household, declared as “wasteful”, and even “luxuries”, 
ZKLFKZRXOGQRWUHÀHFWWKHSULQFLSOHVRI-DSDQHVHFXOWXUHRI³UH¿QHPHQW´DQG³VLPSOLFLW\´)XMLQ
.ǀURQ
1RQHWKHOHVVFORWKLQJZDVRQHRIWKHPRVWLPSRUWDQW±DQGPRVWYLVLEOH±H[SUHVVLRQVRI¿UVWO\
cultural capital (taste) and secondly capitalist consumer practices (hedonism), so that the debates on 
dressmaking, clothes and style were almost always carried out on a meta-level, questioning society 
and structures of common sense in a whole (Wilson 1985; 2007). Although department stores of-
fered products and life-styles, they only displayed goods that were literally “off limits” – to borrow a 
term of the Occupation Era –  to even most working women, so that female consumers accessed new 
styles of living by means of magazines and books that advised them how to remake these styles with 
recipes and dressmaking patterns. While artists saw design and fashion schools as a menace to the 
KLJKPLQGHGVSLULWRIDUWEXWKDGWR¿JKWDJDLQVWFRQYHQWLRQVWKHSURJUHVVLYHOHIWZLQJLQWHOOHFWXDOV
FOHDUO\UHMHFWHGQDWLRQDOWUDGLWLRQDODUWVDQGFUDIWVE\UHSODFLQJPDQ\³LGHDV´RQWKHQDWLRQDOZLWK
viewpoints on Western clothing, and later European luxury. Either way, repositioning cultural and 
artistic values over dressmaking and design schools that were favoured by the government was one 
very important angle of the problems about cultural politics, industrial arts, and culture.
3.3.2 “Right” fashion between textile shortage, everyday culture, and 
Japaneseness
,QWKH¿UVWSRVWZDU\HDUVDV7DQDND&KL\RUHPDUNHGLQWKH)XMLQ.ǀURQLQRQ³5HDOLW\DQG
GUHDP´SHRSOHLQ-DSDQZHUHVWLOOOLYLQJD³OLIHRIFRQWUDGLFWLRQV³ZKLFKWKHGHVLJQHUVUHÀHFWHGDQG
FULWLFLVHGIURPD-DSDQHVHSRLQWRIYLHZ7DQDND&&RQFHUQLQJWKHQHZ'LRUIDVKLRQRI
long skirts, it was on the one hand a common dream of a new beginning that could even brighten up 
Japanese daily life, but on the other, there were not enough textiles available, so that the only skirts 
women could process were gathered skirts and patchwork materials that had to be home-sewn (Tanaka 
&'XHWRWKHPDWHULDOVKRUWDJHWKHJDSEHWZHHQQHFHVVLW\DQGGHVLUHVGUHDPDQGUHDOLW\
was also widened by the display of American and European clothing in magazines and the privileges 
of the Occupation Forces who could still claim most textiles for supplying the troops if necessary. For 
H[DPSOHIDVKLRQGHVLJQHU7DQDND&KL\RFRPSODLQHGDERXWWKHSUREOHPVRISDWFKZRUNFORWKLQJWKDW
WKHUHZHUHDOVRVXFKVNLUWVLQWKH8QLWHG6WDWHVEXWWKRVHZHUHPDGHIURPWKH¿QHVWFORWKHVDYDLODEOH
in the entire world, being brought home by the American troops as gifts, while in Japan, one had to 
patch yukataFXUWDLQDQGVLONWRJHWKHULQRUGHUWRDWOHDVWSURFHVVRQHVKRUWVNLUW7DQDND&
)RU7DQDND&KL\RWKHRQO\ZD\WREULJKWHQXSWKHOLIHRIWKH-DSDQHVHDQGHQGWKHFRQWUDGLFWLRQV
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ZDVDQLQGLYLGXDOVW\OHE\GRLQJLW\RXUVHOIQHLWKHU:HVWHUQQRU-DSDQHVH7DQDND&EDQG
thus also promoting production and marketing of sewing machines and her own style patterns. %XQJHL
6KXQMǌ claimed in May 1950, that Japanese were not able to sew a yukata because textiles were sold 
QH[WWRWKHGHSDUWPHQWVWRUHVWKURXJKGDUNFKDQQHOVDQGHYHQRI¿FLDOSULFHVIRUDPRQRFRORXUHG
IDEULFVWLOOWRRKLJKIRURUGLQDU\FLWL]HQ&RPSDUHGWRWKHEODFNPDUNHWSULFHVD\HDUEHIRUHWKLVZDV
progress, but the writer still asked  if this years’ yukaka would be made with cheap aloha prints that 
ZHUHIDVKLRQDEOHDPRQJ1HZ5LFKDQGWKH\RXWKLQVWHDGRIKLJKTXDOLW\yukaka fabric and elaborate 
WUDGLWLRQDOSULQWV%XQJHL6KXQMǌ
$VPHQWLRQHGEHIRUH.XZDVDZD<ǀNRIRUPHUHGLWRURI)XMLQ*DKǀeducated and closely work-
ing with the national agenda of the MITI and together with industrial arts designers, claimed in sev-
eral “Dialogues on fashion” with fellow )XMLQ*DKǀGHVLJQHU.RQGǀ<XULNRLQWKDWWKHVHFRQWUD-
dictions between textile shortage, New Look and the lack of fashion sense (or the lack of etiquette to 
dress properly) of the Japanese youth could only be solved by designers providing them with enough 
education on style, good sense, and distinction. For her, the problem lay in the glamour-seeking “ac-
WUHVVHVDQG1HZ5LFK´EHFDXVHWKH\ZHUHDVSHFLDONLQGRISHRSOHDQGQRWSDUWRIWKHHGXFDWLRQRUWKH
FXOWXUDOWDVWHZKLFKKHULGHDORIGHVLJQVRXJKWDIWHU.XZDVDZD.RQGǀDE.XZD-
sawa reinforced her prewar notion of everyday culture (seikatsu bunka), but insisted that the look the 
newspapers depicted had to be taught to the masses by means of an “everyday style” for coping with 
WKHVLWXDWLRQRIVKRUWDJHDVZHOODVWR¿WWLQJLQWRWKHVRFLDOFOLPDWLFDODQGHFRQRPLFDOVXUURXQGLQJV
RIWKH-DSDQHVHSRVWZDU.XZDVDZD.RQGǀE7KHFRQWUDGLFWLRQVEHWZHHQWKHGUHDPV
RI³1HZ/RRN´RIWKH1HZ5LFKDQGWKHLPSRVVLELOLW\RIWKH³ORQJVNLUW´ZHUHDFFRPSDQLHGE\
controversies that reached from critique of the ticket rationing system to  radical ideas on Japanese 
fashion: Japan lacked a cultural standard for clothing, because Western clothing was seen as Ameri-
FDQOX[XU\JRRGVDQGWKHUHIRUHQRWGHPRFUDWLFHQRXJKDVDQDWLRQDOGHVLJQ)XMLQ.ǀURQ
At the high peak of the debate on fashion as commercial mass product in May 1951, when textiles 
IRUWKH¿UVWWLPHFRXOGEHSURGXFHGLQVOLJKWO\ODUJHUDPRXQWVIRUWKHSXEOLF$PHULFDQFRVWXPHGH-
signer Barbara Dean stirred up a debate on Japanese clothing in the $VDKL6KLQEXQ, which was criti-
FDOO\UHFHLYHGE\)UHQFKLQÀXHQFHGDQGODWHUDEVWUDFWSDLQWHU,NRQXPD*HQ¶LFKLUǀDQG
SKLORVRSKHU6KLPL]X,NXWDUǀ'HDQFULWLFLVHG-DSDQHVHZRPHQIRU WKHLU ODFN LQ WDVWH
for the “bad styles” that they interpreted as “Western”, and suggested Japanese women should be-
come more fashion aware by buying themselves a full-length mirror (Dean 1951: 4). While Inokuma 
responded in the general manner of the socialist “Asian” fraction that Japanese should reform their 
HYHU\GD\:HVWHUQFORWKLQJZLWKWKHKHOSRIVWDWHFHQWUHGLQVWLWXWLRQVOLNHWKH&KLQHVHGLG,QRNXPD
1951: 4), Shimizu responded to this article in )XMLQ.ǀURQIURPWKH³VXEMHFWLYLW\´VLGHE\DFFXVLQJ
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Dean of trying to re-install Japanese clothing as a form of suppressing and premodern, feudal Japa-
neseness (Shimizu 1951b: 78). 
He agreed on Japanese women wearing “mismatched and gaudy Western clothes”, but he also 
SURJUHVVLYHO\FULWLFLVHG WKH$PHULFDQVZKR³ZKHQGHVLJQHU7DQDND&KL\RZHQWDEURDG´ WR VKRZ
her kimono exhibition in New York in 1950, would always want to see all Japanese women wearing 
kimono to express their “national pride”, while also criticising the Japanese designers copying and 
mediating styles from Paris and the USA. Shimizu called this thinking under the reverse course a na-
tionalist “escape towards Japanese clothing”, partly by the “Americans” who wanted to impose their 
superiority, and partly by the “Japanese” who were starting to develop nationalist identity politics 
over fashion (Shimizu 1951b: 78). Young women would not deny Japanese clothing, but for work 
“outside the home” and due to the experiences with the “wartime control system” Japanese women 
decidedly wore Western clothing. While monpe, the standard clothing in wartime had been a practical 
invention of the rural working women, but functioned as the wartime uniform for all women. Monpe 
were overall connoted with the wartime control system, and it was understandable that women would 
not want to wear monpe again. Shimizu concluded that due to the wartime politics, “the postwar Japa-
QHVHKDYHQRVHOIFRQ¿GHQFHDQ\PRUH´DQGWKLVVWDWHRIPLQGZRXOGDWWKHVDPHWLPHEHUHJDUGHGDV
a turning into blind followers of Hollywood style “that makes [them] forget the essence and economy 
of the Japanese people” (Shimizu 1951b: 79). Nonetheless, Shimizu made it clear that fashion had 
since the prewar further developed Western styles, and so an ideological return to Japanese clothing 
meant a return to nationalism again. He encouraged women to wear Western clothing for achieving 
VHOIFRQ¿GHQFHMXVWDVWKHZRUNLQJZRPHQEXWHVWDEOLVKLQJOLYLQJFRQGLWLRQVGLIIHUHQWIURP+ROO\-
ZRRGDQG3DULVDQGLQRUGHUWRQRWOHWRQO\WKH1HZ5LFKKDYHVSHFLDODQGLQGLYLGXDOVW\OHVZRPHQ
VKRXOGIRFXVRQ³VLPSOH´DQGVLPSOL¿HGVW\OHVDSSURSULDWHWRWKH-DSDQHVHERG\DQGFLUFXPVWDQFHV
they lived in. A return to Japaneseness should be postponed when the “postwar” condition was over 
and politics were stable enough to not have to rely on an imposed and nationalist Japaneseness any 
more (Shimizu 1951b: 79). 
)DVKLRQLVLQLWVHOIDV\VWHPRIFRGL¿HGPHDQLQJVLWVHSDUDWHVULFKIURPSRRUDQGRUGHUVSRZHU
relations of social spaces. Barbara Dean’s “criticism” of the Japanese premodernity and copying be-
haviour, Inokuma’s reform of Western clothing looking towards socialist Asia, and Shimizu’s denial 
RIQDWLRQDO -DSDQHVHFORWKLQJ LQRUGHU WREXLOGVHOIFRQ¿GHQFHZRPHQ¶VHPDQFLSDWLRQDQGDQHZ
Japaneseness within the postwar condition, describe the main topics of debate why fashion was so 
highly contested. 
&ORWKLQJDQGGHVLJQDOVRUHRUJDQLVHGIDVKLRQLQWRWKHJOREDOFRQVXPHULQGXVWU\DQGFUHDWHGQHZ
markets, especially a mass market following after the American model. Textile consumption could 
208
KATRIN GENGENBACH: SOCIOCULTURAL DYNAMICS OF CONSUMPTION IN EARLY POSTWAR JAPAN
not regain prewar levels as the Occupation Forces left, but by that time, the necessity of textiles had 
already been merged into the necessity of different styles and distinction, as well as traits of debates 
on national clothing, which sociologist Ishikawa Hiroyoshi (1933-2009) described as a state of “eu-
SKRULD´FLWHGLQ.DWǀ+&KULVWLDQ'LRUZKRKDGLQYHQWHGWKH³1HZ/RRN´YLVLWHG-DSDQ
LQHQFRXUDJHGE\WKH1'&WKH-DSDQ)DVKLRQ&RORU$VVRFLDWLRQ-$)&$ZDVIRXQGHGDQG
-DSDQKDGLWV¿UVWSURIHVVLRQDOIDVKLRQPRGHODVVRFLDWLRQIRXQGHGZLWKWKHVXFFHVVRIWKH0LVV8QL-
YHUVH&RQWHVW.DWǀ+6LPXOWDQHRXVO\WKHLGHDORQLQGXVWULDODUWVDVDQWLFRPPHUFLDODQG
“good design” was mostly criticised as less-educated “middle-brow culture” and  a form of depoliti-
VDWLRQ.DWǀ+D7KHJRRGGHVLJQLGHDODOVRH[SRVHGIDVKLRQWRVHYHUHFULWLFLVPLQEHLQJ
exactly the opposite of culture and therefore, un-Japanese: design historian and )XMLQ.ǀURQMRXUQDO-
ist Madamu Masako complained in the same year that the general public had developed doubts and 
FULWLFLVPDERXWWKHVLJQL¿FDWLRQRIIDVKLRQVKRZV)XMLQ.ǀURQ 1953: 194). Even in the late 1950s, 
profound critique on the fashion show business appeared in many magazines, combining the textile 
PDQXIDFWXUHUVDQGWKHIDVKLRQFRPPHUFHZLWKWKH1HZ5LFKGHFDGHQFH,Q0LQDPL+LURVKL
(1928-1989) of the School of Thought argued that the notion for gradually beautifying the everyday 
life with fashion had awakened broadly in the entire nation, and that not only the people who were 
opposed to fashion, but also anyone who did not even have anything to do with it was now drawn into 
these debates (Minami 1956a: 148). Similarly, Mainichi ShinbunMRXUQDOLVW,VKLNDZD.LQ¶LFKL
1959) criticised the need for modern Japanese to be debating fashion so obsessively that it became 
“all-consuming” (Ishikawa K. 1948: 20). The result of this criticism was a profound mistrust in the 
fashion market and the urge to introduce and acquire “good taste”, “bon goût” or the knowledge about 
beauty and arts, in order to develop good manners and traditions and not become Americanised or be 
FRPSDUHGWRWKH1HZ5LFKSURVWLWXWHV)XMLQ*DKǀ
There were many voices stating different opinions on the fashion and taste problem. Yet, there 
ZDVDGLIIHUHQFHEHWZHHQLQWHOOHFWXDOVGHVLJQHUVHFRQRPLVWVDQG¿QDOO\EHWZHHQWKHLQFUHDVLQJO\
gender-segregated spaces of men and women. Women saw fashion as part of the democratic freedom 
from both wartime uniform and the expression of emancipation in male domains such as design. 
Unlike in other occupied or postwar cultures such as Britain, France and Germany, the profession of 
the fashion designer was an almost entirely female work cycle and empowered many women to take 
WKHOHDGLQWKHQDWLRQDODJHQGDDVZHOO,Q%RXUGLHX¶VZRUGVFODVVDQGFODVVL¿FDWLRQRIWDVWHDQGD
SROLWLFDOLQÀXHQFHZHUHPDGHSRVVLEOHE\WKHJHQGHUVHJUHJDWLRQLQFRQVXPSWLRQEXWDOVRZRPHQ¶V
new powerful place in social space. Due to the challenge of these contradictions, social distinction 
was exactly played out within these spaces, since fashion is usually assigned to the cultural categories 
gender, hedonism, commercialism and frivolous hedonism that rendered fashion as neither intellec-
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tual nor arts in the discourses on cultural consumption. These different approaches of self-expression 
and self-restraint make it easy to understand why fashion was thoroughly converted into a debate on 
society as a whole, and why dressmaking schools were questioned in the production of taste. The 
1HZ5LFKDVWKHHVWDEOLVKHGVRFLDOQHJDWLYHIRU³JRRGGHVLJQ´DVZHOODV³JRRGFRQVXPSWLRQ´ZHUH
not only depicted as noise, but also connected to the conditions of poverty and necessity and conse-
TXHQWO\WKHQHHGIRUGUHVVPDNLQJVFKRROVDQGUHÀHFWHGWKHGHJHQHUDWLRQRIWKH\RXQJJHQHUDWLRQWKDW
perverted the social and cultural structures.
3.3.3 Après-guerre youth as committing fashion consumption
&RQVXPSWLRQDOVRSURPLVHGWRRYHUFRPHVFDUFLW\DQGWKHGHPRFUDWLVDWLRQRIOX[XU\ZLWKDQHZ
social formation of the new middle, but since this new middle was not established in postwar society, 
DQGWKH¿UVWFXOWXUDOLQWHUPHGLDULHVZHUHSHUFHLYHGDVDGLVWXUELQJJURXSRIVRFLDOO\PRELOHSHRSOH
FRQVLVWLQJRI1HZ5LFKZRUNLQJZRPHQDQGWKH-DSDQHVH\RXWKZKRWRRNWKHSRVLWLRQRIWKH³SHWLW
bourgeoisie”, of what Mike Featherstone has called the “capacity to broaden and question the preva-
lent notions of consumption, to circulate images of consumption suggesting alternative pleasures and 
desires, consumption as excess, waste and disorder.” (Featherstone 1991: 21) The plurality of taste 
and this consuming practice of wasting, spending and evoking disorder represented a “paradoxi-
cal presence within the productionist emphasis” (Featherstone 1991: 21) of the Japanese capitalist 
VRFLHW\,PDJHVRIH[FHVVZHUHOLQNHGWR¿[VRFLDOVSDFHVORFDWHGRQERXQGDULHVEHWZHHQJRRGDQG
wrong consumption. The “decadent” state of Japanese postwar society made it even more necessary 
to conceptualise social practices as “right” or “wrong” and to create a dominant social space based on 
representations of these practices. 
Sakaguchi Ango’s notion that the birth of the human existence after the defeat were one of a black 
PDUNHWHHUDQGGHFDGHQWEHLQJ6DNDJXFKLZDVSURMHFWHGRQWRWKHVWDWHRIGHVSDLUDQGFKDRV
WKDWZDVH[SHULHQFHGLQDQGUHWUDFHGWRWKH¿UVWSRVWZDU\HDUV3XEOLFLVW$EH6KLQQRVXNHGHVFULEHG
the situation of “decadence (daraku)” also as a time of austerity of the “common sense” (Abe 1949a: 
+XPDQVRFLHW\ZDV¿UVWO\UHSUHVHQWHGLQWKHEODFNPDUNHWEXWDOVRSDUWRIWKHJHQHUDOSHVVLPLVWLF
YLHZRQDVRFLHW\WKDWVHHPHGWREHORVWDVWRKRZWR¿QGLWVRZQVWUHQJWKEH\RQGFRS\LQJRWKHUQD-
tion’s styles to be different. 
$SDUWIURPWKHEODFNPDUNHWLQFLGHQWVRIZLWKWKHDSUqVJXHUUH\RXWKLQYROYHGZKLFKEHJDQLQ
ZLWKWKH³+LNDUL&OXE,QFLGHQW´DQRWKHURI WKHIDPRXVLQFLGHQWVWKDWFKDOOHQJHGWKHLGHDRI
the “good nation” and common sense was “Oh, Mistake”. In September 1950, a young upper middle 
class couple had stolen university funds and spent the entire money on a shopping spree. After being 
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caught, they uttered the words “Oh, Mistake”, and became symbols for the amorality of the postwar 
\RXQJJHQHUDWLRQIDQVRIJDQJVWHU¿OPVQRWNQRZLQJULJKWIURPZURQJIXQORYLQJFRQVXPHUVQHJDW-
LQJ-DSDQWKDWURGHRQWKHZDYHRILQÀDWLRQDQGDKHGRQLVW\RXWKWKDWRQO\FDUHGDERXWPRQH\DQG
their own pleasure (Hirabayashi 1951: 71; Dower 1999: 526-527; SNKK 1951). 
As early as in 1946, social critic Nii Itaru had already described the problematic social situation 
RIJURXSVRI\RXQJVWXGHQWVLQWKH1HZ<HQ/LIHDV³¿QDQFLQJWKHLUHGXFDWLRQE\WKHEODFNPDUNHW´
With this critique, he referred to problems of understanding freedom and equality as responsibilities, 
the lack of social rules and a missing general education based on cultural principles that resulted in 
excessive consumption (Nii 1946b: 105-106). The more the “deviant” youth was related to the New 
5LFKRIWKHEODFNPDUNHWWKHPRUHWKHFULWLTXHVKLIWHGWRYLVXDOH[SHULHQFHVRI³IDVKLRQ´DVDPDUNHU
RIGHJHQHUDWLYHSUDFWLFHV,QWKHIROORZLQJ\HDUVGHEDWHVDERXW³WKHDSUqVJXHUUHJHQHUDWLRQ´DURVH
ZKLFKWDUJHWHG1HZ5LFKFRQVXPHUV\RXWKFXOWXUHV$PHULFDQLVP, and which expressed an augment-
ed nationalism even among former progressive and left wing intellectuals regarding the institution 
RID³QDWLRQDOO\´UHVWUDLQWIDVKLRQVHQVHDVRXWZDUGH[SUHVVLRQ7KHDSUqVJXHUUHJHQHUDWLRQRIWKH
1950s thus had “no feeling of responsibility” for the elder generations, society, or the nation, and chal-
lenged the new institutions of society in a whole by committing consumption: enriching themselves, 
VSHQGLQJWKHLUERQXVHVLQVWHDGRIVDYLQJDQGIXO¿OOHGWKHLUGHVLUHVRIZHDULQJIRUHLJQPDNHXSDQG
buying clothes (Takahashi Y. 1951: 73; Terada et al. 1951: 91-96). Women’s magazines particularly 
appealed to female readers to be the keepers of morals, as political and social tasks to reconstruct the 
QDWLRQDQG¿QGWKHLUSODFHLQDQHZGHPRFUDF\DIWHUWKHFRQVWLWXWLRQJDYHWKHPLQGLYLGXDOULJKWVDQG
DOOHJHGO\OLEHUDWHGWKHPIURPKLHUDUFKLHV(VSHFLDOO\LQWKH¿UVWSRVWZDU\HDUVShufu No Tomo and 
)XMLQ*DKǀ published conservative specials on morals, customs, and etiquette, the latter together with 
fashion suggestions: the moral decline of women who got arrested for theft or prostitution had to be 
“contained” by their education. In )XMLQ*DKǀ the specials revolved around what women should not 
do in order to establish a cultural taste: young women would see the representations of the “American 
ZD\RIOLIH´DVRQO\HQMR\LQJWKHLUGDLO\OLYHVE\ZDVWHIXOO\FRQVXPLQJIDVKLRQWRIXO¿OWKHLUGHVLUHV
Hence young women who consumed would fall into moral decay or become criminal by trying to 
get hold on money or fashionable goods (Akamatsu 1946: 11-12; Shikiba 1946: 14). The purpose of 
making the youth members of the “good” society and likewise rebuilding the nation lay in educating 
the youth, distributing knowledge on social manners and morals, and installing standards and con-
WUROOLQJLQVWLWXWLRQVWKDWFRXOG³OHDG´WKHPWREHULJKWIXOFLWL]HQDQGDYRLGFRQVXPSWLRQ5HFXUULQJ
arguments about the black market as the birthplace for the “postwar” as a space of the Japanese past, 
UHORFDWHGWKHDSUqVJXHUUHLQWRWKHUHDOPRIWKH1HZ5LFKE\FRQWLQXLQJWRSHUFHLYHWKLVDVDVRFLDO
space. Their fashion sense as social noise consequently evoked the fear of not only moral decay, but 
DOVRRIWKHGHFD\RIGHPRFUDF\LWVHOIZKHQLWZDVOLQNHGWRZURQJFRQVXPSWLRQ1DNDMLPD
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Therefore, the fashion “problem” as central category of social deviance had to be solved in order to 
organise social life and maintain order.
4 FASHION AS A MATTER OF NATIONAL TASTE
The fashion cycle of postwar Japan was a modern cycle that responded to the new modes of a 
global clothing cycle of two new market centres, the USA and France, and new market mechanisms 
by branding, marketing and the emergence of ready-made mass fashion (see Kashiwagi 1999). As 
SKLORVRSKHU6KLPL]X,NXWDUǀKDGVWDWHGEWKHQHZ\RXWKJHQHUDWLRQGLGQRWHLPLWDWHD
superordinate style as the modern girl (moga) did in the 1920s, but was dynamically adopting a global 
modern fashion diffusion that had entered the Japanese space of consumption, so that not only eco-
nomic, but also social differences were blurred. The trickle-down-theory of conspicuous consumption 
E\9HEOHQDQG6LPPHOWKDWKDGJRYHUQHGWKH¿UVWSDUWRIWKHFHQWXU\ZDVVWLOODSSOLHGWRGLVWLQFWLRQ
in clothing, although fashion was appropriated over the span of different social positions and status. 
The imitation of upper classes, or superordinate styles, by subordinate groups and the differentiation 
of the upper classes, by inventing new symbols of distinction, was countered by mass marketing 
mechanisms. According to the divided markets between American-style mass fashion and French-
style sophistication, they were adopted differently by different social formations, and crossed by the 
FRPPRGL¿FDWLRQRIGDLO\OLIHVW\OHV7KHLQGXVWU\GHHPHGWKH¿UVW\HDUV³$PHULFDQSKDVH´RIIDVK-
ion, and the “French phase” of fashion which began in the 1950s indicated that although sophisticated 
clothing was produced, the style was available anywhere, and simultaneously associated as an intel-
OHFWXDODOWHUQDWLYHRIDQ³(XURSHDQ´RWKHULQWKHXSSHUFODVVHVVHH&KDSWHU9,5HDG\WRZHDUDQG
marketing mechanisms by large companies and institutions needed dressmakers to imitate the styles 
seen in high cultural fashion shows, and challenged the sophistication of couturiers which clothed 
wealthy customers. In Japan, this imitation by mass production and mass marketing again clashed 
ZLWKWKHDEVHQFHRIDFOHDUGH¿QLWLRQRQ³QDWLRQDOGHVLJQ´LQGUHVVPDNLQJ
The double “imitation” that occurred in the postwar decade was not only limited to social status, 
but also to demographic differences (gender, age) and selective borrowing. It also worked to pre-
serve some qualities of both groups by differentiating “differently”, but not entirely and thus making 
³VHQVH´DVLGHQWL¿FDWLRQSURFHVVDQGEHLQJFRPELQHGZLWKWKHPDVWHUWHUPVRIGHPRFUDWLFFXOWXUH
0F&UDFNHQ%\DVVRFLDWLQJIDVKLRQZLWKGLIIHUHQWHTXDOO\³LPPRUDO´VRFLDOLGHQWLWLHVVR-
FLDOVWDWXVZDVUHVKXIÀHGDQGQHZO\GLVWULEXWHGDORQJWKHSULQFLSOHVRIWKHLGHQWLW\RIWKHQHZPLGGOH
VWUDWD7KH\RXWKHVSHFLDOO\\RXQJZRPHQZRUNLQJZRPHQKRXVHZLYHVGDQFHUV1HZ5LFKSURV-
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titutes, as well as the different concepts of style and imitation, simulated the notion of a new freedom 
in diversity being in transit, but also denying a collective resistance to the effect of imposition of a 
dominant ideal. 
4.1 The meaning of style: oshare as key element of noise
As this chapter argues, in the Japanese discourse on clothing, taste and design were distinguished 
E\DPRUDOGH¿QLWLRQ7KHGH¿QLWLRQVIRU³VW\OH´FKDQJHGVHYHUDOWLPHVZLWKIDVKLRQZRUGVRIWKH
respective year and fashion cycle, but there were moralities inscribed in the differentiations between 
mode (fashion in French), fashion, style, and oshare. The fashion cycle is a temporal cycle, thus 
SURGXFLQJQHZQHVVHYHU\\HDUDVDÀHHWLQJPRPHQWRIWLPH7KHPRUHWKHIDVKLRQF\FOHLVVHHQDV
a temporal, not spatial relation, the more it is integrated into the discourse as a non-artistic, non-
intellectual and non-cultural emblem. Nonetheless, fashion is almost always a symbol appropriated 
onto the body, constructs cultural meaning, and therefore also a sign of cultural creation encoding 
sociospatial relations. 
3RVWZDUSKLORVRSKHUDQGPHPEHURIWKHLQÀXHQWLDO6FKRRORI7KRXJKW6KLVǀQR.DJDNX.HQN\ǌNDL) 
Minami Hiroshi, who specialised on the cultural analysis of leisure, especially American culture, 
compared between manners and customs, and the more mass-related fashion and oshare, to grasp 
WKLV QHZ LGHQWL¿FDWLRQ SURFHVV KH GHWHFWHG LQ FORWKLQJ OLIHVW\OHV DQG WR WU\ WR RUGHU IDVKLRQ LQWR
WKH-DSDQHVHFXOWXUDO¿HOGOshare is a key element of distinction and cannot be translated literally. 
ShareOLWHUDOO\PHDQWIUHHXQFRQYHQWLRQDOSOD\IXOQHVV,WVGH¿QLWLRQVDQGLQWHUSUHWDWLRQVUDQJHGIURP
“being smartly dressed” over “fashion-conscious” to “dandy/fashionista” or “dressing up”. In the 
postwar, oshare or doing oshare (oshare suru), more strongly expressed the leisure character and 
tendency to being overtly fashion-conscious. For fashion magazines such as Sutairu and its follow-
ers, oshareLPSOLHGWKHPHDQLQJRI³FKLF´RU³UH¿QHPHQW´ZKLOHIRUWKHPRUHLQWHOOHFWXDOGLVFXVVLRQV
about fashion as part of Japanese culture, oshare was negatively connoted, mostly taking the function 
of noiseFURVVLQJWKHERUGHUWRGHYDOLGDWHIDVKLRQSUDFWLFHVRI1HZ5LFKFRQVXPHUVOshare exerted 
the function of being stylish, yet morally questionable as well: “What has been liberated after the war, 
DUHFKLOGUHQ¶VHGXFDWLRQDQGZRPHQ¶VFORWKLQJ´6DLWǀE
In contrast to the “Oshare corners” of newspapers and fashion magazine Sutairu which mostly 
referred to designers of  dressmaking schools such as Sugino Yoshiko (Yomiuri Shinbun 1948a: 4), 
7DQDND&KL\RRUWKHGHVLJQHUVRI%XQND)XNXVǀ, The same professional designers themselves seldom 
used the term “oshare” at all, because, as the %XQND often claimed, “in Japan there is the tendency 
that [oshare] is regarded as a vice”, although it also meant that “people take care of their appearance” 
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(Nakahara/Takai 1948: 10). Oshare was the unpredictable part of symbolic appropriation through 
GUHVVEHFDXVHLWLQYROYHGLQGLYLGXDORSLQLRQDQGVLQFHLWVGH¿QLWLRQZDVQRW¿[HGIRUGHVLJQHUVDV
well as for dressmakers trying to sell design patterns, the meaning of oshare meandered in the grey 
zone between expressing a cultured social taste, by knowing how to dress fashionable, and dressing 
up over-extensively Western, which was regarded as “vice” of wrong consumption. 
7DQDND&KL\RLQDWWHPSWWRGHIHQGERUGHUVEHWZHHQIDVKLRQDEOHFORWKLQJDQG³IDVKLRQLVWD´GH-
scribed the fashion cycle as such: “Mode” is the creative works of a designer, a collection. When a 
piece of this collection is bought and worn on the streets, it becomes “fashion”. Trickling down to a 
PDMRULW\RISHRSOHZHDULQJVLPLODURXW¿WVWKDWKDYHEHFRPHDYHUDJHRUVWDQGDUGIDVKLRQEHFRPHV
³VW\OH´7DQDND&$VHOIDWWDLQHGQDWXUDOIDVKLRQVHQVHRUWDVWHZDVWKHUHIRUHD
WKRURXJKXQGHUVWDQGLQJRIIDVKLRQDQGQRWMXVW³DGRSWLRQ´RIWKHVW\OHVRIRWKHUFRXQWULHVRUJURXSV
and their capitalist marketing mechanisms (Tanaka/ Kataoka 1952: 166-167). Such difference was 
also expressed in the circulation of fashion magazines which showed pictures of clothes that were 
exclusively made as order-made piece for the individual customer, in contrast to fashion of ready-
made clothes that could be bought in department stores, and different styles that could be achieved 
DQGFKDQJHGZLWKWKHKHOSRIVW\OHERRNV7DQDND&+RZHYHUWKHH[LVWHQFHRIWKH
dressmaking boom and style-books nurtured the arising debates on the moral aspect of the Japanese 
people’s consciousness for fashion in general. Therefore, “fashion”should be educated by aforemen-
WLRQHGRULJLQDODQG³QDWXUDO´DZDUHQHVVRIUH¿QHPHQW7KHSUREOHPWKHUHIRUHGLGQRWOLHLQIDVKLRQ
when it was regarded as “mode”, but when it became the most democratised and appropriated as a 
style. This, as the intellectuals and designers debated, was the crucial space where creation became a 
mass product and where the consumer had to be educated in taste to choose the differentiating sym-
bols within these styles in order to achieve a morally, culturally and socially legit consumer behaviour. 
Designers and authorities produced a discourse on middle class and cultural living that did not 
include the pre-modern and static Japanese high arts and cultures, but the national standard that was 
HVWDEOLVKLQJLWVHOILQWKH¿UVWSRVWZDU\HDUVLQIDVKLRQZDVVHHQDVDPHUHFRS\RIWKHPRGHOVW\OHV
of foreign countries. This still remained a distinctive problematic in the social space of clothing. 
The more fashion became the central focus, because its democratising effect developed as quickly 
as the classifying practices by choosing oshare “styles”, the unclear distinction between “chic” and 
“overdressed” raised many questions on the right practice of clothing, and produced a broad space of 
noise and uncertainty. Thus, alternative spaces conveyed several meanings, although they were more 
YRUDFLRXVO\PDUJLQDOLVHGE\DQDXWKHQWLFDWLRQSURFHVVRIWKHVLJQL¿HURIFODVVFRQVFLRXVQHVVZLWKLWV
WZRIROGUHSUHVHQWDWLYHVRIZRUNLQJZRPHQDQGKRXVHZLYHV&RQVHTXHQWO\WKLVDOVROHGWRWKHUHMHF-
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tion of certain aspects of American chic when oshare was connoted as culturally meaningless and 
wasteful Americanisation.
4.2 Oshare and stylebooks as imitation and moral decay of the youth
The cycle of mode, fashion and style was on one side implemented thoroughly in the postwar dis-
FRXUVH\HWFRQ¿QHGE\PRUDOVXDVLRQDQGFRQVXPHUSROLWLFVRIXVHIXOQHVVDQGUHVWUDLQW2QWKHRWKHU
exactly this implementation and emphasis on “style” made it possible to erode the notion of equality 
E\GLVWLQFWLYHPHDQLQJVRQFH³FXOWXUH´ZDVGH¿QHGDJDLQVWVHYHUDOERUGHUVGLVWLQFWLRQHPHUJHGLQ
the same space where the desire for national taste and aesthetics had risen as cultural principles and 
categories that were emerging as social noise5HWXUQLQJ WR WKHVXEMHFWSRVLWLRQV WKDWSURGXFH WKH
discourse by producing social spaces, the same groups of postwar “disturbances” occurred as antago-
nistic stances to the populist and nationalist ideal that was growing on the topic of culture and democ-
racy, by the exclusion of those categories and social space whose agents were too mobile and noisy.
In a retrospective of the 1960s, this life of contradiction seemed to have already happened in a 
SDVWHUDVRWKDWPRGHUQRORJLVW.RQ:DMLUǀFDOOHGWKH\HDUDPDWXULQJSURFHVVWKDWVXGGHQO\KDG
WXUQHGDOOWKH-DSDQHVHLQWRZHOOEUHGFLWL]HQH[SUHVVLQJWDVWHLQRQO\¿YH\HDUVWLPH
“Japanese clothes have perished, reused clothing is declining, and today’s sense of materials as well as of 
style are indicating that the notion that this is growing nation-wide.” (Kon W. 1967: 130)
Kon’s statements are representative for the many voices debating the cultural “meaning” of a 
national clothing style when fabric reappeared on the mass market.13 ,Q WKHSRVWZDU.RQ:DMLUǀ
positioned himself in the same group that fostered education of culture by learning about the past in 
the tradition of folk studies, and he mostly published on the history of “cultural forms” from around 
the world, either Japan or Asia, but  most often Western Europe. Despite his fading popularity as 
intellectual for general topics in the prewar, he still was a specialist for the research on everyday life 
(VHLNDWVXNHQN\ǌ). The group of the same name founded a small institute, published several books 
and a magazine to which he also contributed until the 1960s. Due to his research on clothing, he was 
more prominent in those magazines focusing on everyday living and its history, dress, and the his-
tory of rural communities, but his active engagement into dressmaking and design as a well-known 
and well-respected researcher also made him one of the regular guests and visiting teachers of design 
13  Kon was a prewar specialist in cultured living; he founded the school of “modernologio”, which sided with the 
Marxist school for the study of folk (PLQ]RNXJDNX). Kon was one of the most prominent thinkers employed by the state 
to promote “bunka seikatsu” campaigns as campaigns to rationalise and beautify the living spheres of Japanese daily life 
as a habitat for culture and individual happiness. In the late 1930s, however, he partly promoted communitarian ideals 
of the general mobilisation campaign, but still believed in consumption and design as a means of cultural education, and 
therefore, individual freedom. 
215
V. DESIGN AND DRESSMAKING AS TASTEMAKERS
and dressmaking schools, and he published small articles on clothing customs and research in the 
schools’ respective monthly magazines. Furthermore, he was deemed an expert on cultural living for 
rural communities: his articles were published almost every month in Ie No Hikari in both the column 
“Scheming a new way of living (DWDUDVKLLNXUDVKLQRNXIǌ)” (see Kon W. 1949) as well as other arti-
cles on household life. He strongly sided with the “useful rationalism” in the kitchen, but saw it less 
as an emancipation or liberation, but the continuity of a cultured household.
In 1951, he contributed to a debate in 1LKRQ+\ǀURQ on MacArthur’s Japan called in French 
“Japon déformé”. In the article on “Stylebook Nippon”, he harshly criticised the genre of style-books 
that Sugino, Tanaka and other schools as well as almost all women’s magazines were usually publish-
ing quarterly as a negative form of cultural pattern (Kon W. 1951b: 128-130). 
.RQFRQVLGHUHGWKHVW\OHERRNFUD]HDVDQ³DGGLFWLRQ´RI\RXQJDSUqVJXHUUHFRQVXPHUVZKLFK
could have only occurred due to the situation of exhaustion (kyodatsu) in the immediate postwar. The 
SUREOHPVZHUHWZRIROGRQRQHOHYHOLWZDVWKH³MXYHQLOHVWDWHRI>-DSDQHVH@GHPRFUDF\´RQWKHRWKHU
it was a replacement of the self through self-indulgent fashion consumption (Kon W. 1951b: 128). 
Both levels would stimulate hedonism and the loss of morality, retracing the youth generation back 
WRWKHGHJHQHUDWLRQRIWKH1HZ5LFKDQGWKHEODFNPDUNHW.RQVDZWKHSUREOHPLQWKH-DSDQHVHVWDWH
RIPLQG:KLOH-DSDQKDGEHHQVXEMHFWWRDIHXGDOVW\OHERRNRIGUHVVDQGFXOWXUDOFRGHVVLQFHWKH
Edo Era (1600-1898), this style-book was one expression of controlling and regulating the daily life 
of the Japanese people who needed to be taught to develop their own styles. The new fashion style-
books were simulacra, a “copy of copies” that simulated a reality by imposing the global order of 
American-style capitalist consumerist hierarchy, revealing the submissive character of the Japanese 
who went crazy for the new fashion, and apparently had only replaced the old feudalist “style-books” 
RIDV\VWHPRIDXWKRULW\DQGWKHRSSUHVVLRQRILQGLYLGXDOVXEMHFWLYLW\.RQ:E
6LPLODUWR.RQ¶VFULWLFLVP+DQDPRUL<DVXMLHGLWRURIWKHZRPHQ¶VPDJD]LQH Kurashi 
1R7HFKǀ and herself a graphic designer and style-book author, had the same ideal of how the Japa-
nese should live. Her ideal of design was a symmetry in wearing beautiful, light clothing, which 
would be destroyed (NX]XVKLWH) by the way Japanese wore Western clothing (Yasuda T. 2005: 273).
According to intellectual historian Yasuda Tsuneo, Hanamori’s criticism on the Americanisation of 
Japanese culture was well known in her comments throughout the magazine: if people only based 
their everyday lives and which goods to buy on the imitation of style-books after the American model, 
without resistance, this entire culture of “Western fashion” (\ǀIXNX) would become a problem, since 
people would lose sight of the Japanese “essence” (cited in Yasuda T. 2005: 274).
Kon also criticised US-American women, who he had interviewed for his research, to be false role 
models for young Japanese that were absorbed in a style they could never even afford, and blamed 
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these American women for not recognising that their behaviour of wearing and purchasing whatever 
they wanted was morally wrong and politically undemocratic. Young fashion victims would therefore 
not know how to use money or a household plan, and by spending too much money on clothes, they 
“inadvertently are swallowed into the [alluring] gestalt of fashion” (Kon W. 1951b: 129). In this sense, 
fashion was a dangerous interpretation of the idea of democracy and freedom: Kon tried to retrace this 
\RXQJZRPHQ¶VFORWKLQJFRPSHWLWLRQWRDWK&HQWXU\(XURSHDQFRQFHSWRI³YDQLW\´ZKHUHWKHULFK
people tried to express their consumption conspicuously, but the Japanese youth, in his opinion, were 
QRWDEOHWRHVWDEOLVKD³QDWXUDOWDVWH´WRGLVWLQJXLVKWKHPVHOYHVIURPWKHFDSLWDOLVWIRUHLJQLQÀXHQFH
on clothing that did not express vanity but the corruption of culture by fashion. If young people’s 
only “sense of life” was buying clothes from style-books, they could not develop morals, manners, or 
behave according to rules that would enable them to (re-)build social structures, therefore also appeal-
ing to the “essence” of Japanese culture (Kon W. 1951b: 130; Yasuda T. 2005: 274). 
The decadence of the young people was, according to Kon in an article in )XMLQ*DKǀ (1952), a 
legacy of the decadent (daraku) situation of the postwar. While there had been two types of fashion, 
one the gather skirts and second hand fashion of the time when the Social Democratic Party was in 
power, the LDP and liberalist times had favoured the “individualism” of “daughters of families that 
have become rich on the black market” and the pan pan girls that did not need to recycle fabrics, and 
had brought about the revival of “$PHULFDQLVW” fashion style that had been born on the black market 
(Kon W. 1951a: 68). This had evolved into the addiction of style-books, a fashion marketing of goods 
that were “cheap” in taste. Furthermore, the rationalisation of life-styles had revolutionised tradition-
al manners, so that Japanese clothing was on decline, and even men’s wear had devolved into noisy 
(hageshiiDORKDVKLUWVDVDQH[DPSOHIRUWKH1HZ5LFKFRQVFLRXVQHVVDQG$PHULFDQLVW degeneration 
(Kon W. 1951a: 68-69). 
Kon feared that the distinctive traits of expressing cultural taste through clothing would be changed 
by the incessant competition for outward appearance as part of the young people’s consumption as 
“recreation” and leisure. He regarded them as a lack of thought and obedience to the American-type 
culture that embedded shallowness and wastefulness. Moreover, democracy was understood by the 
DSUqVJXHUUH\RXWKDVDIUHHGRPWRGRZKDWHYHUZDVSOHDVLQJZLWKRXWUHVSRQVLELOLW\RUFRQVWUDLQWLQ
fashion, „moral decay“ was manifest and tangible, and needed to be condemned publicly. Kon sug-
gested these problems could be solved with household education, restraint in consumption, and a 
fashion that was not a mere copy of the American, and even a return to Japanese clothing that needed 
“no stylebook at all” (Kon W. 1951a: 69), in order to develop a self-conscious and free society. In 
DGGLWLRQD-DSDQHVHVW\OHZRXOGXQEXUGHQ-DSDQHVHHFRQRP\DQGVRFLHW\KHFRPSDUHGWKHDSUqV
guerre culture with a “ghost ship” (Kon W. 1951a: 69) that could neither land nor play a national role 
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in discarding the transnational contradictions, echoing the thoughts of intellectuals discussing the 
lack of self-consciousness in Japanese culture.
3V\FKRORJLVWV,QXL7DNDVKL,PXUD7VXQHUǀDQG7DNDJL0DVDWDND
MRLQHG.RQ¶VDUJXPHQWVRQWKHUHFNOHVV\RXWKRIWKH³DSUqVJXHUUH´LQWKHIROORZLQJDUWLFOHVRQ
“Deformed Japan”: The new situation of American-type democracy had also brought along psycho-
ORJLFDOSUREOHPVRIVXEMHFWLYLW\DQGKHGRQLVP
“[…] In this environment full of superabundant stimulations, [...] there a many such conditions that are driven to where 
VWLPXODWHGGHVLUHVFDQQRWEHIXO¿OOHG´,QXL,PXUD7DNDJL
$FFRUGLQJWRWKHFRQVHUYDWLYHLQWHOOHFWXDOVWKHVHXQIXO¿OOHGGHVLUHVFRXOGSURYHGDQJHURXVWRVR-
cial order when adopted wrong. All four social critics have a simple conclusion to save the psyche of 
WKH1HZ5LFK-DSDQHVH\RXWKWRSXWRUGHULQWRVRFLDOUHODWLRQVDQGUHJXODWLRQVDJDLQVWWKHDOOHJHG
anarchy of a youth brought up by black market structures. The measure of these social rules or how to 
implement them in society mostly stayed unclear, but the suggestions were established “against” the 
GLVWXUELQJ1HZ5LFKDQGWKH\RXWKWKDWKDGDGRSWHG1HZ5LFKEHKDYLRXU7KHPHDQLQJRIIDVKLRQDV
a psychological „weapon“ had been introduced by the new sociological and psychological sciences 
that the American postwar school of science was developing. However, for most of the intellectuals, 
it was not the new method of psychology that could be applied to the “deviant” youth, but rather the 
IXQFWLRQRIJXLGLQJWKH³SV\FKRORJLFDODUGRXU´.DWVXUDDQGHYRNHG\HWXQIXO¿OOHGGHVLUHV
of the youth towards right and moral social practices (see Kasahara 1946: 9-16). 
4.3 Oshare as creation, commercialism, and noise
:KLOHFRQVHUYDWLYHLQWHOOHFWXDOVVDZWKHDSUqVJXHUUHDVWKHOHJDF\RIEODFNPDUNHWFRPPHUFLDO-
ism and imitation of $PHULFDQLVP, progressive intellectuals, such as Marxist philosopher Shimizu 
,NXWDUǀGHIHQGHGWKHDSUqVJXHUUHJHQHUDWLRQIRUEHLQJ³FUpDWULFH´FUHDWLYHEHFDXVHWKH\ZHUHERUQ
into the special situation of destruction and the feeling of loss by the former dominant classes. As 
mentioned before, he claimed that they were not mere pre-modern girls and modern boys who simply 
followed new symbols, styles and ideologies, but were able to create new social values starting from 
the poverty and chaos the black market had established as a new thinking about morals and freedom, 
and rebelling against moral codes, as it was their right as a new Japanese generation (Shimizu 1951a: 
85, 87). 
These antagonistic concepts of committed consumption versus cultural consumption, debated with 
the concepts of creation versus copying, the ideal of creating a self-consciousness versus the efforts 
WRUHVWUDLQKHGRQLVPE\WKHRYHUDOOSRVWZDUFRQFHSWRIVXEMHFWLYLW\LQRUGHUWRDYRLGVRFLDOGLVWLQF-
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tion actually established borders, constantly re-occured in debates on dressmaking, fashion and style 
and re-inscribed the dichotomies into the discourse. While the designers in the “American phase” 
of fashion of the late 1940s laid emphasis on the conformity of styles and clothing that was not too 
overdecorated because of economic distress, the New Look and the French fashion phase of the 1950s 
which celebrated accessories was clearly favoured by the populace which decided to adopt distinctive 
styles on their own. By introducing the mass market and fashion with the help of the textile industry, 
mass media, education institutions and manufacturers, the debates on Japaneseness in consuming 
fashion shifted to a profound discussion by almost any cultural and social critic of the postwar as a 
general debate on creation, democracy and the nation. 
,QOHIWZLQJKXPDQLVWSKLORVRSKHUDQGFULWLF7DQLNDZD7HWVX]ǀFKLHIHGLWRURI
)XMLQ.ǀURQWULHGWRH[SODLQKLVYLHZRQWKH³GHSWKV´RIGDLO\OLIH&ORWKLQJZDVDSDUWRIFXOWXUHWKDW
actually progressed by creativity, artist interest, and social distinction. But in his opinion as well, the 
emphasis on “Western” thought would be too much drawn on Japanese fashion: people were deny-
ing the Japanese kimono and would culturally “degenerate” by copying styles from other countries 
(Tanikawa 1946: 41). His critique on the “new” clothing was also a part of the postwar progressive 
LGHDRIVXEMHFWLYLW\DQGLQGLYLGXDOLVPWRGHYHORS-DSDQHVHFORWKLQJE\XVLQJ-DSDQHVHWHFKQLTXHVDQG
QRVW\OHERRNV6XEMHFWLYLW\RUshutaiseiKDGEHHQDQLGHQWL¿FDWLRQSRVVLELOLW\WKDWVDZLWVEHJLQQLQJ
in the early postwar years of “chaos” between 1946 and 1948, a mostly literary, but also cultural ex-
pression of modernity and revolution that was pursued by many left-wing and progressive writers and 
critics, such as proponents of the School of Thought, Sakaguchi and the nikutai-writers, and attempted 
to discard essentialism and focus on self-expression within the modern process of democratisation14. 
Tanikawa encouraged the positive aspects of the democratising effect of fashion, but his critique 
centred mainly on three points where fashion could not implement cultural principles in everyday 
life: First, the “new beauty” of young people naturally originated in the poor economic conditions of 
WKHSRVWZDUDQGEODFNPDUNHWEXWWKHFXOWXUHRIWKH\RXQJSHRSOHZDVLQÀXHQFHGE\IRUHLJQVW\OHV
and colours. Therefore, their styles were always “too loud” and too far degenerated from “Japanese” 
essential cultural principles of pragmatism, modest colour, dress, and “creativity” as part of cultural 
production, where style-books could only worsen the development of a “new” Japanese clothing cul-
ture (Tanikawa 1946: 41-42). Nonetheless, these principles of rationality, restraint and modesty had 
been strongly emphasised as “traditionally Japanese” during the 1930s and the general mobilisation 
campaigns, and Tanikawa was not the only intellectual who took the prewar principles for granted. 
%XWWKHGHHSEHOLHILQVXEMHFWLYLW\DQGLQGLYLGXDOLW\DQG³FUHDWLRQ´DVQHZYLUWXHVRIFXOWXUDOSURGXF-
tion were not only interwoven with the continuous beliefs in a timeless tradition, they also questioned 
14 For further elaboration on the political concept of shutaisei, see Koschmann (1996), on the cultural see Igarashi 
(2000), and the most recent study of shutaisei and postwar discourse see Iwasaki et al (2009).
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the procedure of cultural production in a supposedly equal mass society. So second, he had a serious 
problem with oshare. He understood that oshare was a “human thing”, although it expressed “van-
LW\´DV.RQKDGDOVRVWDWHGDQGFRXOGQRW¿QGDEDODQFHEHWZHHQWKH³WKUHHPDLQSLOODUV´RIFXOWXUH
which he saw in science, arts, and daily life (Tanikawa 1946: 40). Oshare was neither functional 
enough nor a work of art, due to the mass production, and the style-book oshare did not emerge from 
the depths of daily life as an individual concept. However, the main issue of oshare was a certain 
social competition “among the people doing oshare [dressing up]”, which would incline a process of 
FODVVL¿FDWLRQDQGLQHTXDOLW\DQGWKHVXEVHTXHQWSUHVVXUHE\WKHVRFLHW\ZKLFKFRPPHUFLDOLVHGWKH
GHPRFUDWLFSURFHVVRIIDVKLRQDVDVRFLRFXOWXUDOLGHQWL¿FDWLRQ,QFRQYHUJHQFHZKDWKHGHVFULEHGDV
most “fearful” were the people doing RVKDUH “which seem to all be traders or merchants” (Tanikawa 
1946: 40). Tanikawa feared that if the new social class of businessmen and black market brokers, that 
had taken over the postwar culture, consumed in the same way than they sold commercial goods, and 
if they only distributed mass fashion, there would be no creative process of making beautiful clothes 
and inscribing taste. Third, this commercialism of traders as consumers embodying a degenerative 
habitus (without cultural background), and the distribution and commercialisation of Americanised 
styles as a mass effect – albeit the pillar of democratisation –, hindered Japan in developing a unique 
leading clothing culture. For Tanikawa, culture started from principles, and oshare was the “wrong” 
cultural principle which was embodied in the noisy properties of clothing styles. This is the reason 
why he proposed fashion to be intellectual work instead of deigning style-books and dressmaking as a 
part of cultural production (Tanikawa 1946: 43), in order to solve questions of class, taste, and social 
mobility. 
The level of importance that the oshare discussion became a general topic in society as a marker of 
both distinction and noise can be found in a special in %XQJHL6KXQMǌ in 1955 on “dream stories” on 
KRZFRPPXQLVPZRXOGORRNOLNHLQ-DSDQOHGE\OHIWZLQJDQGVRFLDOLVWWKLQNHUV0LQREH5\ǀNLFKL
and Nabeyama Sadachika (1901-1979). The participants were ironically mocking communism as a 
control state which was described exactly as the continuation of a fascist state purging its enemies. 
Nabeyama discussed that the state would re-install the system of “luxury is the enemy” and prohibit 
all new “modern” spaces of the postwar as luxury: pachinkos, cafés, bars, cabarets and fashion, by 
“erasing the word oshareIURPWKH-DSDQHVHGLFWLRQDU\´%XQJHL6KXQMǌ)RUWKHSRSXODFH
both social spaces of the black market and oshare were not only luxuries, but the expressions of the 
new democratic freedom that they had gained, although many were still not able to embrace this 
freedom, because it relied on “luxury” consumption. The combination of gambling and fashion were 
both expressions of the new postwar black market culture, and were often combined in excluding the 
1HZ5LFKIURPWKH³JRRG´SUDFWLFHVRIVRFLDOEHKDYLRXUPachinko and oshare nonetheless were both 
attributes of the new part of democracy, but also of individualism, which were paradoxically not only 
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seen as overconsumption, but also products of a global capitalism, adopted differently and uniquely 
DV-DSDQHVH%XQJHL6KXQMǌ5\ǌ
Minami Hiroshi went further to describe the problems between fashion and the followers of style, 
which resembled the critique of the Frankfurt School in the late 1950s. He also distinguished between 
French mode (in his words: U\ǌNǀ), fashion and oshare. According to Minami, manners and customs 
were are set of life-style options (seikatsu no sutairuWKDWZHUHFRPPRQO\DGRSWHGE\WKHPDMRULW\
RIPHPEHUVZKRFRQVWLWXWHDVRFLHW\0LQDPLGHFODUHG WKH OLIHVW\OHDVD¿[HGIUDPHRIFRPPRQ
sense where members of this society mutually agree on the implied institutions (Minami 1956a: 148). 
One motivation of mode was thus the “creation” of something new in the same framework of social 
customs. In other words, the idea of social contract as a basis of democracy and the hegemony of 
common sense (as ordering discourse), were woven into the context of fashion as a part of national 
customs and creativity of “new” societal rules after the defeat. 
For Minami Hiroshi as well, the problems of capitalist intentions in this cycle of creating “mode” 
led to the creation of “fashion”, which only seemed to cut out economic factors that were not made 
in the altruistic sense of social contract and common sense, or on cooperation such as the good de-
VLJQ0LQDPLFRPSDUHVKLVVRFLDOFRQWUDFWWRWKHVRFLDOLVWFRXQWULHVRI&KLQDDQGWKH6RYLHW(XURSHDQ
states, where “fashion (fasshon), or broadly speaking mode (U\ǌNǀ), has no relations to the commer-
cialism that is carried out by business people and fashion shows who serve as sponsors, manufactur-
HUVDQGGLVWULEXWRUV´0LQDPLD&RQVHTXHQWO\WKHSV\FKRORJLFDODQGVRFLDOIRXQGDWLRQRI
GHVLUHIRU³PRGH´ZHUHQRWIXO¿OOHGE\WKHFDSLWDOLVWF\FOHRIPDUNHWLQJEXWLQVWHDGE\DVWDWHUXQ
design institute in the sense of the IAI. The recipients of a state-run fashion design, so Minami, were 
both creating and distributing fashion by accumulated social and cultural capital without having to 
rely on economic capital, as the Japanese would. If commercialism, the accumulation of economic 
capital, could be outsourced, because the fashion of the mass market, dressmaking schools and textile 
manufacturers created a doubtful cultural taste, the “everyday design” which the proponents of the 
national design agenda followed after, could be reached by education, social relations and everyday 
culture. If not, fashion would remain within the spatial relations of the black market, capitalism, and 
commercialism.  
Oshare in Minami’s fashion cycle was the outcome of the psychological factor of capitalism, but 
also the perfect marker for social distinction: fashion was a one-sided attraction which was made vis-
ual in oshare. The capitalist character of oshare was conspicuously played out in society by the youth 
to be recognised and acknowledged by others: the competition of “not being left behind”, which they 
have had learnt in the postwar economic conditions. Although oshare had a negative connotation to 
it, fashion would focus on both public commodity culture and the practice of private consumption, so 
that oshare could also become the motivation for social mobility. But, since it controlled social life, 
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people would not rely any more on the laws and morals that were the foundation of society, but rather 
tried to be both equal part of the group as well as distinguish themselves individually and differently 
(Minami 1956a: 149). 
7KLVEHDXWL¿FDWLRQRIHYHU\GD\OLIHE\IDVKLRQDQGWKHGHYHORSPHQWRIDSHUVRQDOLW\WKURXJKIDVK-
ion could also be phenomena of a social life etiquette; people were becoming conscious of the “crea-
tive” part of society: 
“Oshare is made for people [...] Fashion is not only determining your style (sutairu), but on the contrary, if 
you make fashion your own, you can reach out for individuality on this stepladder.” (Minami 1956a: 149)
6LPLODUWR.RQ:DMLUǀ¶VFULWLTXHRIVW\OHERRNV7DQDND¶VFULWLTXHRI³VW\OH´DVWKHHQGSURGXFWRI
the capitalist cycle, and also Shimizu’s focus on the humanity, Minami saw the essence of fashion in 
creating “society” by designing one’s own styleDQGGHYHORSLQJVXEMHFWLYLW\LQVWHDGRIXQLODWHUDOO\
DGDSWLQJRUFRS\LQJIRUHLJQVW\OHV5HMHFWLQJ$PHULFDQVW\OHPDVVFRQVXPHULVPDQG1HZ5LFKEXVL-
QHVVHVDVWKHUHSUHVHQWDWLYHVRIFDSLWDOLVP-DSDQHVHFUHDWLYLW\OD\LQVXEMHFWLYLW\DQGGLVWLQFWLRQIURP
exactly the same functions they originated. 
6HYHUDO\HDUVEHIRUHMRXUQDOLVWDQGFULWLFRIMainichi Shinbun, Ishikawa Kin’ichi (1859-1959)15, 
who in the transwar had consistently debated luxury and consumer goods such as tobacco and sake as 
well as leisure in form of travelling, expressed a similar moral view on creating society and oshare in 
)XMLQ*DKǀ at the height of the dressmaking boom in 1948, in his discussion on oshare, Oshare dangi.
For him, beauty and aesthetics had to possess a natural balance to be oshare which he explained 
with the English term “studied carelessness”, borrowing the French term of “bon sense/bon goût”, or 
good sense (U\ǀVKLNL) (Ishikawa K. 1948: 20). He compared the clothes from dressmaking stores as 
“prototype” models for a certain representation of citizen class, which in his opinion lacked oshare, 
because they did not develop a natural behaviour from which to create this good sense. The critique 
on models and style-books was “not only about clothing, but also about housing. A completely and 
RYHUFOHDQHGKRXVHWKDWLVGLVSOD\HGOLNH>WKLV@SURWRW\SHPRGHOLVQRWJRLQJWRWRXFKµshare’) the 
heart. People are living their house”, and thus develop an individual character by themselves, by liv-
ing or clothing in harmony with their environment (Ishikawa K. 1948: 21). 
According to Ishikawa, creating good sense was to bear in mind “work and age relations, living 
conditions, and environment”, (Ishikawa K. 1948: 21), in other words, the milieu and society people 
were living in as a social space. This good sense would only be developed after years of learning and 
DSSURSULDWLQJWKHVHVRFLDOTXDOL¿FDWLRQVDIWHURQHFRXOGIRUH[DPSOHHQWHUDQHZZRUNSODFHRUVRFLDO
condition. Farm girls dressing up with new fashionable clothes found in women’s magazines would 
15 Ishikawa Kin’ichi had been studying abroad in the USA in Princeton in the 1920s, correspondent of Osaka 
Mainichi Shinbun in London, and was translator of many American novels and works on the war such as John Hersey’s 
HiroshimaDQG:LQVWRQ&KXUFKLOO¶VERRNV+HDOVRZRUNHGIRURWKHUQHZVSDSHUVLQ$VLDLQWKHV$PRQJKLVRZQ
works in the 1940s and 1950s is for example Tabako dangi (1949, Mainichi Shinbunsha).
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QRWFKDQJHWKHLUFKDUDFWHUWREHEHDXWLIXOFLW\JLUOVEHFDXVH³MXVWLPLWDWLQJRWKHUVZLOOQRWQHFHVVDU-
ily give them suitability” in a new social environment (Ishikawa K. 1948: 21). They would still be 
seen as outsiders, so instead of imitating, they should appropriate the rules of clothing by leading 
a harmonious everyday life accordingly to different situations, implicating that clothing practices 
should be pursued corresponding to the conditions of postwar Japanese society. Therefore, Ishikawa 
severely criticised the urge for social mobility in the early postwar by dressing stylishly after the new-
est fashion:
“I think that oshareLVUHDOO\QRWQHFHVVDU\DWDOO5HFHQWO\\RXQJSHRSOHVHHPWREHZHDULQJFORWKHVWKDWDUH
extremely garish (Vǀ]ǀVKLL). [...] [These clothes] together with their attitude are extremely noisy.” (Ishikawa 
K. 1948: 22)
&RPSDUHGWRWKH³VXSHU¿FLDO´VRFLDOPRELOLW\RIGUHVVLQJXSWKHJURXSRI\RXQJSHRSOHH[SUHVV-
ing good sense were, in Ishikawa’s opinion, the young university students wearing ragged old army 
clothes. Even though these might look as if they were remains of militarism, the only place to buy 
clothes or rubber shoes was the black market, and those young students were not expressing any 
militarist attitude but poverty in form of lack of economic capital. These students were the bearers of 
JRRGVHQVHEHFDXVHWKH\ZHUHDZDUHRIWKHIDFWWKDWFORWKLQJZDVWULYLDOLQD³WUDI¿FKHOO´RIWUDGLQJ
goods, and thus dressed modestly according to their living circumstances, while simultaneously being 
FUHDWLYHZLWKWKHUHPDLQVRIWKHSDVWDQGGHYHORSLQJWKHLULQGLYLGXDOVW\OHDQGVXEMHFWLYLW\,VKLNDZD
.1HZ5LFKZKRFRPPLWWHGFRQVXPSWLRQZHUH WKXVRYHUGHFRUDWLQJ WKHPVHOYHVZLWK
ZURQJDQGWULYLDOV\PEROVRIFDSLWDOLVP&RQVHTXHQWO\WKLVJURXSGUHVVHGLQORZFODVVDQGXQFOHDQ
clothes would build up natural harmony with its surroundings and therefore “maintain a balance to 
the retained (acquired) oshare” (Ishikawa K. 1948: 22). The young students would also be able to 
transcend this cultural capital and sense to other areas, so even if they found themselves going to the 
Paris Opera or the London Savoy Hotel, they would naturally dress appropriately to the new situa-
tion. Good sense, Ishikawa concluded, derived from the invisible beauty and honest intelligence of 
the “heart”, being attentive to the world and learning from the world’s good sense or taste (Ishikawa 
K. 1948: 22). 
In the process of marketing fashion, )XMLQ*DKǀ placed several advertisements for dressmaking 
schools underneath Ishikawa’s article. Most critical articles in )XMLQ.ǀURQ, )XMLQ*DKǀ and Sutairu 
were placed with advertisements for the very topic they criticised, giving both the impression that 
there was a space for critical thinking on fashion, as well as channelling the desires for an “individ-
XDO´FUHDWLYHVW\OHWRZDUGVFRPPHUFLDOLVDWLRQVHHDOVR7DQLNDZD)XMLQ.ǀURQ
In addition, next to Ishikawa’s critique on oshare.XZDVDZD<ǀNRSUHVHQWHGDQHZUDLQFRDWSDW-
WHUQ6KHUHPDUNHGWKDWIDVKLRQ³UHÀHFWHG´DQDWLRQ¶VVWDWHRIPLQG6LQFHGHVLJQHUVKDGWKHWDVNWR
design clothes not after their own taste but after the taste of customers, their livelihood and temporal 
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circumstances, it would only be a question of time when Japanese design would not be modelled 
after the style of “winner countries”. Since Japanese climate was different, and due to their seeking 
harmony with livelihood and environment, Japanese design had already started to gradually become 
“simpler” that the overdecorated “romantic” style of the winners (Kuwasawa 1948: 23). 
4.4 Oshare as everyday culture and classifying practice
Following the hegemonic model of rationalisation and everyday design, Kuwasawa was one of 
WKRVHGHVLJQHUVZKRFRXOGEHVWUHÀHFWWKHFKDQJHVDQGDPELJXLWLHVEHWZHHQ³JRRG´DQGWKH³RWKHU´
styles.  As a dedicated “designer” in the IAI tradition, her concept of everyday culture and education 
RIWDVWHLVGRFXPHQWHGLQDGHWDLOHGGHVFULSWLRQRIIDVKLRQLQRQHRIWKH³(VVD\VRQ&RQWHPSR-
rary Women” (*HQGDL1LKRQIXMLQQR MǌQLWǀ) by Kushida Fuki and Tatewaki Sadayo (1950). The 
article depicted how consumer’s choice was accompanied by certain concepts of “freedom” and pos-
VLELOLWLHVEXWDOVRFRQWDLQHGDFHUWDLQMXGJHPHQWRI³FXOWXUDOFRQVXPSWLRQV\PEROV´ZKHQFRQVXP-
ing fashion. It is noteworthy that the article was published in an anthology by left-wing feminists 
who were trying to actively change the views on women in society which Kuwasawa promoted (see 
7DWHZDNLLQ&KDSWHU,9EXWLVDOVRSURRIIRUWKHDIRUHPHQWLRQHGnoise as process of developing so-
cial and cultural order in the early postwar, where sides and extremes had developed a tendency, but 
were not developed enough and meanings had yet to be negotiated. Echoing the prewar comments 
on “cultural” consumption, “excessive” consumption was still marked by a fear of losing social dis-
cipline, and Kuwasawa contributed to these comments on “Fashion and Practice” in establishing the 
VWUDWHJLHVRIGLIIHUHQWLDWLRQDQGGLVWLQFWLRQDVZHOODVFODVVL¿FDWLRQ,QKHUXQGHUVWDQGLQJ-DSDQHVH
fashion and design had to be democratised, creative, individual and harmonious in order to produce 
an independent everyday life (Kuwasawa 1950: 158-160). 
The clothing practice she described was a custom based on what was possible and what impossible 
to wear: her article described the nuances between poverty and luxury in fashion in different trains 
and at different places: the rush hour, the kaidashi train, and a bus ride around the newly urbanised 
areas. 
Between rush hours, there was a most common change to observe: middle-aged and old women 
with children, wearing monpe or kimono, chatting, carrying luggage, trying to get from one place to 
another or going to the countryside to barter (Kuwasawa 1950: 144-147). The men and women of 
what she described as the shopping train (kaidashi ressha) were partly relics of the wartime past and 
the style which had sprung up due to the shortage of goods. The principle of kaidashi, living only for 
the moment (setsunashugi), and the “uncertainty of life” resulted in the rough style of “Americanised” 
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aloha shirts and regent styles (Kuwasawa 1950: 1948). Kuwasawa claimed that those people without 
enough money earning money for everyday necessities could not need to dress up or decorate them-
selves (IXNXND]DUX), because fashion seemed to be reserved for “special” people, who had become a 
serious problem (Kuwasawa 1950: 145). In Kuwasawa’s ideal of everyday culture, by outlining moral 
roles, she considered that serious work and the realities of everyday life had more weight than the 
fancy dresses and make-up of the girls in commuter trains who would spend their salaries on useless 
OHLVXUH*LYLQJDGHWDLOHGEXWGLVSDUDJLQJGHVFULSWLRQRI1HZ5LFKDQGVWUHHWDQJHOV¶ORRNV.XZD-
sawa called their style “made-up”, but in a rather “tasteless Americanism” (VKXPLQRZDUXL$PHUL-
NDQL]XPX) (Kuwasawa 1950: 145). $PHULFDQLVP had been the enemy of the last two decades since 
the 1930s; excessive and ostentatious consumption was stigmatised by the label “Americanism”, and 
WKLVFHUWDLQO\GH¿QHGERUGHUVRIVW\OHWDVWHFXOWXUDOFRQVXPSWLRQDQGFODVV7KRVH³$PHULFDQLVHG´
were the ones who had no cultural capital, and no education, but obviously economic capital, and 
their backgrounds were clearly articulated by their lack of taste in screaming (dogitsui) or gaudy 
(noisy) (Vǀ]ǀVKLLFRORXUHGFORWKLQJVXFKDVUHGMDFNHWVODFNVUHGOLSVWLFNDQGQ\ORQVKRXOGHUEDJV
.XZDVDZD,VKLNDZD.7KHPDUNHURIGLVWLQFWLRQIRUGH¿QLQJWKH³EDG´JLUOV
ZDVWKHLUQRLV\EHKDYLRXUDQGVRFLDOUHODWLRQVH[SUHVVHGE\WKHLUÀDVK\DQGLPSURSHUPDWFKRIFORWK-
ing styles. Using the metaphor of colours, intellectuals and designers sought to draw lines between 
the cultural and hedonist consumption, and fashion was re-evaluated to put order into social space.
In contrast, by riding the bus between Hibiya and Tokyo, many wealthy people and entrepreneurs 
commuted to their new urban spaces. She observed that the people there not only were able to buy 
accessories at Ginza, but were well-groomed and would choose high class design and even cosmetics 
in a match of both high quality Western and Japanese clothing. Their ideal of a “standard of living” 
was too high, and the “small percentage” of members of this “special class” (WRNXVKXQRNDLN\ǌ) 
of wealthy, educated people. Kuwasawa critically declared that between these people “employing” 
others, and those employed who fought for a minimum standard of living and minimum wages, the 
gap in social and economic differences was enormously large (Kuwasawa 1950: 150). Although the 
wealthy women represented a high amount of taste, Kuwasawa could not support the ideal of “luxu-
ry” during the uncertainty of living and the low living standards of most of the populace which still 
lived in poverty, had to go barter their possessions and who had to still wear monpe.
So, the proponents of “good” fashion were instead working war widows and students as contrast to 
the overdecoration of pan pan girls and the high class couture of the wealthy. Those women were the 
representatives of “real” Japanese society, had to work hard and struggled with earning less, and even 
their make-up could not hide the hardships of everyday life, which she said, was truly Japanese. The 
ZDUZLGRZVZRXOG³FDPRXÀDJH´WKHPVHOYHVDWWKHZRUNSODFHZLWKWKHFRQIRUPLW\RIXQLIRUPEXWLQ
the trains back home wore Japanese clothes. Similar to Ishikawa Kin’ichi’s argument on university 
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students, Kuwasawa depicted these war widows and young student girls, although not having been 
DIIHFWHGE\WKHZDUDVXVXDOO\GUHVVHGLQOHVVÀDVK\FORWKHVZLWKGHFHQWOLSVWLFNVSHUPDQHQWZDYHV
HDUULQJVDQGQHFNODFHV WKXVUHÀHFWLQJWKHFRQGLWLRQVRISRVWZDUVRFLHW\DVQDWXUDODQGHYHU\GD\
Japanese style (Kuwasawa 1950: 147). For Kuwasawa, a decent taste lay in a considerable amount 
of both matching Western and Japanese style, but expressed “differently” in restraint, because they 
did not have enough money to overdecorate themselves, and in a profound education, for which the 
student girls stood as prototype of her ideal of natural taste, quality and design.
Kuwasawa’s observations were certainly attempting to implement a Japanese everyday style, but 
also led by the question of how to match Western and Japanese clothing without falling into the cat-
egory of the (prewar) ideology of “Japaneseness” or looking “too Americanised”, and most people in 
her opinion did, especially those of lesser status or those who lacked cultural education. Nonetheless, 
Kuwasawa’s approach to highlighting both Asakusa and Ginza as appropriate places of cultural taste, 
EXWGLIIHULQJGLIIHUHQWO\VKHDOVRFUHDWHGDGHWDLOHGFODVVL¿FDWLRQV\VWHPRIV\PEROVRIGLVWLQFWLRQ
Although she preferred the more modest workers’ styles and toned down colours, the style of people 
ZKRFRXOGFKRRVHWKHLUDFFHVVRULHVE\FRORXUDQGPDWFKWKHPWRWKHLURXW¿WVXFKDV'LRUFRXWXUH
expressed the possession of a certain amount of money, background, but also the understanding of 
cultural taste. Good consumption, or good clothing, was considered twofold: either it was a match of 
both styles, Western and Japanese, or Western, but not too American in particular. The same could 
be said for make-up: the tasteless people could be singled out by gaudy colours. Lipstick was neces-
sary, but no gaudy red lipstick was allowed, and accessories should be matching and modest as well. 
But, as Kuwasawa described a very rich and luxurious couple on the Ginza, the matching nail polish 
by “Elizabeth Arden” was not only a detail of wealth, but a marker of distinction (Kuwasawa 1950: 
160-162). Since lipstick, nail polish, eye shadow and mascara were part of the “luxury goods” range 
WKH*+4KDGSURKLELWHGIRUWKH¿UVWSRVWZDU\HDUVWRFRQWUROWKHEODFNPDUNHWWKHOHJDOPDUNHWDQG
the national discourse on modesty adapted accordingly. Japanese cosmetics manufacturers such as 
6KLVHLGǀVZLWFKHGWRVNLQFDUHIDFLDOFUHDPVDQGFOHDQVLQJORWLRQVLQWKH¿UVW\HDUVLQRUGHUWRVKRZ
a natural beauty and aesthetics of Japanese women, although they also sold high-priced lipstick and 
nailpolish. The cosmetics women could until then purchase were American-made, such as the brand 
by Elizabeth Arden, who had also been the ideological symbol for the new US-American working 
ZRPHQDIWHUWKH3DFL¿F:DU,QDGGLWLRQWKH-DSDQHVHOX[XU\FRVPHWLFVHQWHUSULVHVVXFKDVShiseidǀ
did not target working women as their customers; their image before the war and soon after the war 
again developed into high class Japanese beauty standards, and glamorous stars such as Takamine 
Hideko or Hara Setsuko were Shiseidǀ¶V³QDWXUDOLVW´HTXLYDOHQWWR+ROO\ZRRGJODPRXUDQGUHODWHG
PHUFKDQGLVH6KLVHLGǀ7RWKDWH[WHQWWKHVSDFHDQGWKHGLVWLQFWLYHPDUNHUVDQGKLHUDUFKLHVRI
consuming luxuries, cultural goods or necessities, was both implemented by the GHQ, the national 
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market, designers, and the general public who articulated these small differences in clothing as forms 
of social class and distinction.
5 CONCLUSION
5.1 Tastemaking between fashion and design
$FFRUGLQJWR6DLWǀ1RULNRZLWKWKHHVWDEOLVKPHQWRIWKHNihon Designers’ Club1'&LQ
DQGWKHOLIWLQJRIWKHWH[WLOHUHVWULFWLRQVZLWKWKH¿UVW*LQ]DIDVKLRQVKRZWKHFOXEKDGKHOGWKH³SDQ
SDQIDVKLRQ´KDGHYHQWXDOO\YDQLVKHGDQGWKHFKDRVSKDVHHQGHG6DLWǀE$VKDVEHHQDQD-
lysed in this chapter, this was not the case. The relations of the textile black market, new transnational 
cultural goods, commercialist fashion and the efforts for gaining equality in the profession of design 
GLGQRWMXVWFHDVHWREHDIWHUWKHLQVWDOPHQWRIWKH1'&7KHSUREOHPVZLWKWKHRULJLQDQGDGDSWLRQ
of goods and the social practices of consumers committing fashion consumption were still the centre 
of attention.
The combination of magazines, media, the mass market and designers struggling for the same 
GRPLQDQWSRVLWLRQLQWKH³JDPH´RIWDVWHPDNLQJXQLWHGWKHLUVXEMHFWSRVLWLRQVDVWKHVDPHSURGXFHUV
of the discourse on Japanese fashion, in order to establish legitimate hierarchising principles. By both 
negating popular materialism as well as using the same mechanisms in the search for a new cultural 
ideal of fashion in a taste of necessity, where only small accessories would reveal high-class taste, 
they could simultaneously establish taste within the concepts of nation and democracy (Bourdieu 
%\UHMHFWLQJFRQVXPSWLRQLQIRUPRI³FRPPHUFLDOLVDWLRQ´DQGLQUHSUHVHQWDWLRQRI
GHYLDQWIROORZHUVRIKHGRQLVWSUDFWLFHVWKH1HZ5LFKDVZHOODVWKHFRQVXPLQJDSUqVJXHUUH\RXWK
could be excluded as social formations and contained within the same historic origins of the postwar 
black market, symbolically restructured along a morality based on the same consuming practices 
committing fashion consumption.
&ORWKLQJVHUYHGDVDPDUNHUIRUDOOWKHVHSUDFWLFHVIURPLPLWDWLQJDQGFRS\LQJVLPXODFUDRIFXO-
ture in form of style-books to translating capitalism into a national form of creativity. The cultural 
categories opened with the “post-war” generation that had been born into a society with no living 
standard and the impact of Americanised culture. Fashion designers as well as fashion consumers 
were not acknowledged until the 1960s when consumption skyrocketed, and the arguments were 
GURSSHGLQIDYRXURIWKHQDUUDWLRQRISURJUHVVDQGRYHUFRPLQJSRYHUW\7KH\FRXOG¿QDOO\SURPRWH
their designs with the same capitalist mechanisms of exhibitions, corporatism and mediatisation the 
national agenda and the MITI had installed. Furthermore, by consistently questioning commercial-
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ism in form of fashion shows, fashion magazines and style-books in magazines, by the media and by 
intellectuals, the certainty was hidden that consumers did not adapt to this taste by education, but by 
the re-inscribing exclusions of noiseLH1HZ5LFKGHJHQHUDWLRQDQGFRPPRGL¿FDWLRQDVIRUPVRI
Americanised capitalism.
Oshare thus was a keyword describing both the bordering of taste and noise: oshare was both 
creative when “naturally” acquired, and destructive when commercially advertised, copied or con-
sumed. The reproduction of the same arguments and symbols by intellectuals from different back-
grounds, tastemakers, producers such as designers, and the media blurs the actual distribution of so-
cial, cultural and economic capital; the ideal of the poor student (who has the knowledge about good 
consumption) represented a taste of necessity according to the poverty of “post-war” conditions, a 
functionalist aesthetic and submission to necessity as a premise for everyday existence. The choices 
the poor student makes, as naturally as he would choose his own fashion style, will all be simple, 
useful, pragmatic and morally correct. Since his notion of taste is also culturally incorporated due to 
his education, he will also succeed in knowing the conditions when to dress up for different cultural 
and social environments.
The search for naked taste and the different approaches to taste by moralising taste of neces-
VLW\HGXFDWLRQDQGRSSRVLWLRQWRWKHH[WUHPH1HZ5LFKSURSHUWLHVKHGRQLVWRUFDSLWDOLVWFRQVXPHU
SUDFWLFHVRIWKHVWLOOQRWHGXFDWHGDSUqVJXHUUH\RXWKDOVRKDVVSHFL¿FSROLWLFDOHIIHFWLQHVWDEOLVKLQJ
VWDQGDUGVDQGWKHVHOIDI¿UPDWLRQRIFODVVGHSHQGLQJRQWKHVRFLDOSODFHRIWKHDFWRUVDQGWKHVDPH
underlying logic. NoiseLVGLVFXUVLYHO\FRQVWUXFWHGDVDGLVMXQFWXUHEHWZHHQWKHJOREDODQGORFDOPDU-
ket mechanisms as well that shaped the appeal for national and moral economy and consumer prac-
tices. As the emphasis lay on cultural capital in form of education and moralistic attempts to establish 
“normality” by different fractions, oshare both served the expression of individual opinion of style as 
well as creation of social mobility and distinction, but it was a contradictory cultural concept. It was 
DOVRDV\PEROLFMXQFWLRQZKHUHERXQGDULHVFRXOGQRWEHHVWDEOLVKHGLQRUGHUWRGLIIHUHQWLDWHH[DFWO\
ZKLFKZDVWKHUHDOPRIWKH1HZ5LFKEHFDXVHWKHLUVRFLDOSUDFWLFHVZHUHDOVROD\HUHGRYHUWKHVDPH
GLVFRXUVHVRQVXEMHFWLYLW\IUHHGRPDQGFUHDWLQJQHZVRFLDOUHODWLRQVDQGZKLFKZDVWKHVHWRIJRRG
practices and differences that could “stay” within the boundaries of the newly produced social spaces. 
Therefore, “noise” indicated antagonistic concepts and social exclusion, but also active participation 
and the challenging of the discourse on standardisation and rationalisation. Noise was the wrong con-
VXPHUSUDFWLFH³LQKHULWHG´E\WKH1HZ5LFKWKHUHEHOOLRQRIWKH\RXWKDQGWRDJUHDWH[WHQWWKHRQO\
space where women were actively participating, not only as female consumers, but also as producers. 
Oshare, usually referred to as chic, and fashion, which was the wrong consumer good for establishing 
“good consumption” in society.
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6LQFHWKH1HZ5LFKDQGWKHDSUqVJXHUUHJHQHUDWLRQVDUHVLPXOWDQHRXVO\DSURGXFWRIWKHV\VWHP
that tries to exclude them as social formations and embodies the same symbolic social structures to 
which they are assigned, fashion consumption and oshare also serve as classifying practices: 
“A class is perceived as much by its being-perceived as by its being, by its [symbolic] consumption […] as 
much as by its position in the relations of production.” (Bourdieu 1984: 483)
7KHZURQJFRQVXPLQJSUDFWLFHVDQGWKHJRRGVLQIRUPRIIDVKLRQZKLFKWKH1HZ5LFKDQGDSUqV
guerre symbolically consumed, were perceived as noise and vulgarity, and retraced back to black 
market and American capitalist practices that the Japanese “nation” was trying to restrain. However, 
in the postwar reconstruction of social spaces “according to their economic condition”, poverty as 
DWDVWHRIQHFHVVLW\1HZ5LFKDQGDSUqVJXHUUHUHPDLQHGDQWDJRQLVWLFFRQFHSWVDQGFKDOOHQJHGWKH
(national) sovereignty over knowledge distributions and cultural taste. 
5.2 A niche for hedonism
Entering debates about art and the ordinary, as well as waste and the right consumption, and where 
WRORFDWHGUHVVPDNLQJLQWKLVQHZFXOWXUDOUHDOLJQPHQWGH¿QHGWKHOLPLWVWRWKHVSDFHRIWKH³RUGLQDU\´
DQGLWVFXOWXUDOYDOXHVZKLOHVLPXOWDQHRXVO\GH¿QLQJD³ULYDOOLQJ´VSDFH
This chapter has dealt with the question why fashion was seen as a problem in establishing good 
consumption, but also attempted to show that the consumption of fashion in the early years was also 
seen as emancipation for especially female producers and consumers. The concepts of noise were 
also a possibility for evading the hegemonic concepts of standardised consumption, and opening up 
a niche for hedonism by the actual consumption of different symbols and images in contrast to the 
Americanised realm of consumption. 
However, the newly implemented taste clashed with former Japanese cultural and upper middle-
class values, and by seeking other models beyond the wasteful American model resulted in a debate 
about what “national” taste really was. The debates about art and the ordinary, as well as waste and 
the right consumption, and where to locate dressmaking framed the space of the “ordinary” and its 
FXOWXUDOYDOXHVEXWVLPXOWDQHRXVO\GH¿QHGWKH³ULYDOOLQJ´VSDFHZKHUHOX[XU\FRXOGEHPDQLIHVWDV
something beyond the ordinary. 
In this chapter, design and dressmaking institutes were debated as national tastemakers. Since taste 
LVDFFRPSDQLHGZLWKFODVVL¿FDWLRQSUDFWLFHVGHVLJQHUVDVZHOODVGUHVVPDNHUVIRXQGHGDQLQVWLWXWLRQ
for everyday life design based on ideals of tradition, functionality, democratisation and modernity. 
The contradictions between not only tradition and modernity, but also between mass cultural produc-
tion/ consumerism and the commercialisation of culture shaped the hierarchies of taste and consump-
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WLRQ LQD VSHFL¿FZD\ WKH\ LQWURGXFHG WDVWHDVDFRQVHTXHQFHRI³QRWRQO\FRQVXPLQJ$PHULFD´
always meandering the margins of the “cultural” after the hegemonic model, and therefore left space 
IRURWKHULQÀXHQFHVDQGORFDOSHUFHSWLRQVRIVW\OH&RQVHTXHQWO\WKHIDFWRURIGHPRFUDF\LQGHVLJQ
DQGFRQVXPSWLRQRIJRRGVZDV¿UVWDQGIRUHPRVWLQLWLDWHGE\WKHGHPRFUDWLVLQJHIIHFWRIPDVVIDVK-
ion and the freedom of individuality accompanied with the identity crisis and the emergence of the 
emancipated consumer. Nonetheless, the early postwar social gap between poverty and luxury made 
DGHPRFUDWLVDWLRQHIIHFWGLI¿FXOW,QRUGHUWRGLVWLQJXLVKEHWZHHQFXOWXUDOFRQVXPSWLRQDQGQHFHVVLW\
– and even further depoliticising the poor and their practices of consumption –, the design institutes 
and dressmaking schools, supported by the government, promoted the national agenda of restraint 
and functionality of goods which, as the economy moved forward, became symbols of “normality” 
and “conformity” of a democratic middle mass where everyone could “differ differently” but not 
beyond “the ordinary”. Furthermore, with the emphasis on cultural consumption as the only “right” 
consumption, the practice of committing luxury consumption should be contained within rules. Those 
rules still authorised consumers to differ, but set the border to what was considered as both wrong 
³FODVVGLVWLQFWLRQ´E\WKHQHZHOLWHVDQGWKH³1HZ5LFK´DQGFDSLWDOLVWEODFNPDUNHWOX[XU\DOWKRXJK
the new “upper classes” were not seen as a threat in form of “tasteless Americanism”. The debate on 
oshare in the fashion cycle, which was the concept the closest to the luxury of the capitalists, soon 
EHFDPHWKHHPEOHPRIGLI¿FXOW\LQFRQVWUXFWLQJERUGHUVZLWKLQWKHDEVWUDFWVSDFHRIFRQVXPSWLRQ
not only because of the abstract capitalism itself, but also because of various social practices by con-
sumers. 
The few people who could consume especially fashion did not care about the borders, and the ma-
MRULW\RIWKHSRSXODFHVWLOOIRXJKWIRUWKHSRVVLELOLW\WRHYHQUHDFKWKH³PLQLPXP´VWDQGDUGRIFXOWXUHG
OLYLQJLQVFULEHGLQWKHFRQVWLWXWLRQ7KH³SRRU´ZHUH¿JKWLQJIRUZDJHVRQWKHVWUHHWVZKLOHWKHULFK
committed consumption. The labelling of committing consumption, as it has already been described 
ZLWKWKHHPHUJHQFHRIWKHEODFNPDUNHWZDVWKHLQÀXHQFHRIFDSLWDOLVPDQGRYHUFRQVXPSWLRQRQWKH
EDVLVRI WKH$PHULFDQFDSLWDOLVWFRQVXPHU¶V UHSXEOLF$PHULFDZKLFKVRRQEHFDPHWKH³REMHFWRI
YLROHQFH´DQGUHMHFWLRQDWOHDVWLQIDVKLRQFRXOGEHVKDSHGPRUHFRQFLVHO\WKHUHLQIRUFLQJ-DSDQHVH
and European high culture forced fashion to develop into two directions, where one was labelled – 
DQGWKXVOLPLWHG±HQWLUHO\$PHULFDQWKH³FDVXDO´DQGWKHRWKHU\HWQRWFOHDUO\GH¿QHGEXWREYL-
RXVO\HPHUJLQJDV³VRPHWKLQJUH¿QHG´
In Bourdieu’s theory of habitus and the spaces of life-style (1984), life-style is a semantic product 
of a structuring habitus which organises practices: it divides the perception of the ordinary world into 
different classes and thus establishes different social positions. These positions are familiarly differ-
ent: a prevalent social condition that is continuously re-inscribed will render a system of matching 
properties, or, the set of goods, language, and education, that are perceived as culturally and socially 
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YDOXDEOHIRUWKHSRVLWLRQLQVRFLDOVSDFH%RXUGLHX7KLVFODVVL¿FDWRU\V\VWHPLVGHVFULEHG
as “taste” as an operator which drives collective action:
“Taste is the practical operator of the transmutation of things into distinct and distinctive signs […]; it raises 
WKHGLIIHUHQFHLQVFULEHGLQWKHSK\VLFDORUGHURIERGLHVWRWKHV\PEROLFRUGHURIVLJQL¿FDQWGLVWLQFWLRQV´
(Bourdieu 1984: 174-175) 
If the body is a representation of social class position, it is possible to map a universe of differ-
HQFHVWKDWERWKFRQVWLWXWHDQGGHULYHIURPDFODVVL¿FDWLRQDQGYDOXHV\VWHP7KHHPHUJHQFHRIWKH
ideal of design as a highly contested model of taste for producing goods, educating the consumers, 
and implementing national mass cultural goods, especially in fashion and dressmaking, were symbols 
for the contradictory situation of a nation which had to re-segment social spaces and positions under 
VXSHUYLVLRQRIWKH$OOLHG)RUFHVDQGDQHZZRUOGRUGHUZKLFKUHVKXIÀHGYDOXHVHGXFDWLRQDQGVRFLDO
realities in order to know how to acquire and appropriate ordinary things. 
Nonetheless, taste is also the source of the system of distinctive signs and the distribution of 
knowledge between signs and social positions, and the factors in fashion and dressmaking led to the 
DGDSWDWLRQRIQHZFODVVL¿FDWLRQVE\WKHZD\SHRSOHLQWHJUDWHGGLIIHUHQWIDVKLRQVW\OHVLQWRWKHLQWHU-
pretation of oshare$VDVSDFHLVFRQVWUXFWHGE\PDQ\VXEMHFWDQGGLVFXUVLYHSRVLWLRQVDQGEHFDXVH
LGHQWLWLHVDUHVKDSHGE\SURGXFLQJDQGDGDSWLQJWRWDVWHRUE\UHMHFWLQJLWWDVWHLVFRQVWUXFWHGDJDLQVW
WKHFROOHFWLYHRXWVLGHRURWKHUDV³$PHULFD´DQGWKH1HZ5LFKZHUHFRPELQHG:KHQHYHUDFKDQJH
in social conditions occurs such as the end of the war, the habitus is put into new conditions as well; 
WDVWHZLOOEH LVRODWHGDQGKDV WREHUHFRQ¿JXUHG WREHHPERGLHG7KHFKDQJH LQVRFLDOFRQGLWLRQV
was determined by the war in 1945; not only the habitus was put into new globalised conditions, 
EXWDOVRDOORWKHUVRFLDOSRVLWLRQVLQWKHFXOWXUDO¿HOG)XUWKHUPRUH WKHH[SHULHQFHRIWKHZDUWLPH
and the situations of exhaustion and despair in the aftermath led to the notion of a bodily experience 
of the “postwar” as a condition itself, expressed by “chaos” and “poverty” which were the key fac-
WRUVWR³UHVKXIÀH´WKHJDPHRIVLJQLI\LQJSUDFWLFHVDQGRIWKHLQWHOOHFWXDOSRVWZDULGHDRIIUHHGRP
DQGGHPRFUDF\DVH[SUHVVHGLQ³VXEMHFWLYLW\´7KLVDOVRSXWWUDQVIRUPDWLRQVRIVRFLDOVSDFHVRQWKH
DJHQGDWKHUHIHUHQFHVWRWKHEODFNPDUNHWDQG1HZ5LFKDVWKHHPERGLPHQWVRIFKDRVDQGSRYHUW\
as a physical threat, were either conservative or progressive forces played into the game, and the more 
WKHNH\HOHPHQWVRI1HZ5LFKZHUHLQVFULEHGLQWR³FRPPHUFLDOLVW´WHQGHQFLHVRIERWKSURGXFWLRQDQG
FRQVXPSWLRQHVSHFLDOO\E\WKH\RXQJJHQHUDWLRQWKHPRUHWKLVSRVWZDUVSDFHEHFDPHD¿[HGKDELWXV
DQGWKHHOHPHQWIRUWKHDFWXDOVLJQL¿HURI³ODFNRI´FXOWXUHGHPRFUDF\DQGWDVWH
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VI. CONSTRUCTION OF SOCIAL DISTINCTION: 
LUXURY AS THIRD SPACE
France in cultural matters and the United States in political and economic affair are 
supreme. […] It is to Paris that the thoughts and dreams of the young Japanese artists 
are directed (Hugo Munsterberg 1953,$UWLQ7RN\R) 
“I really longed for the French confection in department stores. [...] Yes, we had a 
washing machine around 1955 [...], but you know, what I really wanted to have, that 
was a beautiful French gown by Dior.” (Ichikawa 2007)
³,ORYHG¿OP,OLNHGJRLQJWRWKHFLQHPDZLWKDIHOORZVWXGHQWEXW,GLGQRW>OLNHWR@
ZDWFKWKHVH$PHULFDQ¿OPV,XQGHUVWRRGWKDW>WKHLPDJHRI@$PHULFDZDVGHPRFUDF\
DQGVREXWIRU>XV@SRRU-DSDQHVHWKLVZDVKDUGWRJUDVS,OLNHG)UHQFK¿OPVEHFDXVH
they were closer to our realities. Europe was like Japan, the Occupation, the housing 
SUREOHPWKHUHFRYHU\>@ZHKDGDOOWKHVDPHSUREOHPV$PHULFDZDVMXVWDELWWRR
PXFK>@$QGLQWKHV,FRXOG¿QDOO\JRWR(XURSHYLVLW)UDQFHDQGZRUNLQ
Germany [...].” (Sazanami K. 2007)
1 DEFINING LUXURIES, DECENCIES AND NECESSITIES
In the last chapters, consumption has been traced from a levelling effect by constituting poverty as 
equality and thus as a relation to a presupposed “cultural living”. In addition, the agenda of cultural 
living was increasingly questioned by workers’ strikes, political activism and violence, because the 
cultured living marginalised the demands for necessity; materials as well as capital were not equally 
GLVWULEXWHGDQGPRVWRI WKHSUR¿WZDVPDGHE\1HZ5LFKDQGEODFNPDUNHWFDSLWDOLVWV7KXV WKH
connotation of necessities as well as luxuries still related to the notion of “wrong” consumption, as 
soon as the government, industrial arts and fashion industry established an agenda of educating the 
female consumer to choose convenience and rationality over necessity and refrain from overexcessive 
luxury consumption. 
7KHHPHUJLQJKHJHPRQLFVXEMHFWIRUPDWLRQRIWKHPLGGOHPDVVDVDQHVFDSHIURPWKHH[SHULHQFH
of social extremes after the defeat and identity crisis, was seriously challenged as a concept embracing 
society in a whole; the more hegemony is articulated and the more social formations revolve around 
¿[HGFDWHJRULHVWKHPRUHWKHFKDOOHQJHVGHWHUPLQHWKHGLVUXSWXUHRIWKHGLVFRXUVHRUWKHWKLQJVQRW
VDLGE\WU\LQJWR³QRUPDOLVH´WKH¿HOGRIGLIIHUHQFHV7KHWKHVLVKDVVRIDUDQDO\VHGWKH³WUDFHV´DQG
WUDMHFWRULHVRI³SRYHUW\´DQG³OX[XU\´WKURXJKWKHEODFNPDUNHWWRZDUGVWKHGHEDWHRQIDVKLRQZKHUH
this “normalisation” could not be completed yet due to the shortage of goods and social order, and 
where the social spaces instead of clear borders were blurred with social noise. 
After a long wartime propaganda of prohibitions, shortage and slogans around “Luxury is the 
enemy”, the postwar “abolition” of luxury in favour of a democratic consumers’ republic was a 
welcome change. While the implementation of taste tried to establish an aesthetic modernity based on a 
PLGGOHPDVVZLWKUDWLRQDOVFLHQWL¿FDQGGHPRFUDWLFFRQVHTXHQFHVERWKSRRUDQGZHDOWK\FRQVXPHUV
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were forced to choose to not differ as much as they were regarded as extremes, but trying to differ 
differently within the boundaries of “morality”, “normality” and “good” practice, in order to not fall 
into the extreme category of committing “wrong” luxury consumption. In addition, the knowledge of 
luxury and “appropriate” consumption is also always a form of legitimation of social positions in the 
SRZHUUHODWLRQVRIDGLVFRXUVH:KLOHQDWLRQDOWDVWHPDNHUVDVKDVEHHQDQDO\VHGLQ&KDSWHU9DFWHG
as institutions, which tried to implement the “ordinary” and its borders, the goods could still only be 
bought by those who had enough economic capital to consume conspicuously. Luxury taste is mostly 
constructed by those who have legitimising power in the discourse as a dominant class; although the 
dominant class was dissolved, members as well as new social formation used the access to luxury 
as a form of reclaiming sociopolitical spaces. In order to distinguish oneself, consumers of luxury 
FRXOG³¿OO´WKHIUHHVSDFHVZKLFKKDGEHHQOHIWRSHQE\WKHGHEDWHVRQ³ULJKW´FRQVXPLQJSUDFWLFHV
of fashion, with the meaning of critique, restricted knowledge and social agency. 
This chapter thus deals with the arguments in the discourse of connecting European high culture 
with the ideals of Japanese luxury as an alternative way of consuming symbols of distinction in 
HDUO\SRVWZDU-DSDQ$VRFLHW\LQZKLFKWKHPDMRULW\RIWKHSRSXODWLRQLVSRRUEXWZKHUHWKHLGHDOLV
set on the cultural consumption of a middle mass, necessarily (re-)produces distinction and luxury. 
Bourdieu’s discourse of consumption as on not differing from the ordinary, but “differently” by the 
idea of taste, is connected with the spaces and negative representations of poverty, the conspicuous 
FRQVXPSWLRQ RI %ODFN0DUNHW 1HZ 5LFK DV ZHOO DV$PHULFDQLVP DQG WKH LGHDOV RI GHPRFUDF\
freedom and equality. What role did the idea of luxury play into the efforts for this economic restraint 
and the implementation of “overcoming poverty” by consumption? Was luxury a driving force for 
HPDQFLSDWLRQLQ1HZ5LFKFRQWDPLQDWHGUHDOPVVXFKDVGUHVVPDNLQJDQGDVFULWLTXHRIWKHUROHRI
Americanisation in consumption practices and the establishment of good taste? 
7KHGH¿QLWLRQRIZKLFKJRRGVDUHUHJDUGHGDVQHFHVVLWLHVDQGZKLFKDVOX[XULHVLVGHWHUPLQHGLQ
the cultural context. As such, it can give insight into the social order of the early postwar culture, 
as the “social grammar” of the Japanese society and the antagonistic polarisation of poverty and 
luxury (Berry 1994: 37-38). A hegemonic class, even the hegemonic model of the middle, depends on 
alliances with other classes and factions, and thus the relations between different ideals of appropriate 
consumption and social mobility as part of democracy always had to be re-articulated in order to 
establish the logic of the middle mass as modernity against all other social formations which need to 
be regarded as “inappropriate” (Marchart 2007: 102). In addition, the moral economy, the “lower class 
perception” of the New Middle, and the mass production for the democratisation of consumption, 
played into the abolition of “luxury” as the antagonist emblem of social inequality, to prove the point 
of the democratisation of consumption. The more the ideal of equality in poverty and the ideology of 
a socially permeable middle class model seemed to be embraced, while people in the early postwar 
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still experienced shortage and the black market as everyday experiences, even the smallest space of 
agency and possibilities of choice could be claimed as “niches” of distinction. This was not easy, 
because luxuries were often unclear desires: they could be anything, ranging from “all imported 
goods” to “all goods sold in department stores” (Sazanami K./A. 2007; Ichikawa 2007; Yamada S. 
2007).
In addition, the early postwar can be compared to what cultural studies theorist Ina Merkel has 
DQDO\VHGIRUWKHIRUPHU*HUPDQ'HPRFUDWLF5HSXEOLFDVRFLDOLVWVWDWHZKLFKZDVEDVHGRQVKRUWDJH
moral economy and a patriarch distribution system, where “forms of conspicuous consumption were [...] 
morally frowned upon” (Merkel 2003: 222). As Merkel shows, luxury was also seen as individualism 
and independence from norms and values against the public demonstration of consumption (as the 
1HZ5LFKZHUHPDUNHGDQGWKHUHIRUHTXHVWLRQLQJWKHUHODWLRQVRIERWKFRQFHSWLRQVRIQHFHVVLW\DQG
luxury to “normality” itself.: 
³6LQFHWKHFRQFUHWHFRQWHQWRIZKDWLVXQGHUVWRRGXQGHUVFDUFLW\RUOX[XU\LVDOVRVXEMHFWWRDQHQRUPRXV
KLVWRULFDOWUDQVIRUPDWLRQSURFHVVWKLVFRQWHQWLVDOVRGH¿QHGPRVWGLIIHUHQWO\SDUWLFXODUWRFODVVDQGVWUDWD´
(Merkel 2003: 222)
)RUPVRIOLYLQJDQGVRFLDOVSDFHVLQWKHFXOWXUDO¿HOGDUHFRQQHFWHGE\WKHVDPHGLIIHUHQFHVEXW
which are differently articulated and assorted as meaning on different levels of social formations. 
Even if people have the same social practices, they can be regarded differently by different groups 
LQ WKHLU LQGLYLGXDO LGHQWL¿FDWLRQ SURFHVVHVZKLFK%RXUGLHX KDV GHHPHG D FODVVLI\LQJ SUDFWLFH E\
distinction. Luxury is always class-related, and goods always come to revolve around different social 
formations as meaningful properties, such as the electronic appliances around the middle class, 
RUFRORXUIXO$PHULFDQLVWIDVKLRQDURXQGWKH1HZ5LFK7KHPRUHDFRQVWHOODWLRQVXFKDVWKH1HZ
0LGGOHEHFRPHVUHODWLYHO\KHJHPRQLFWKHPRUHWKHRWKHUIRUPDWLRQVZLOOIRUPFRQÀLFWLQJFXOWXUHV
This means that even if the same mechanisms and practices of consumption were conducted by 
ERWKWKH1HZ0LGGOHWKH1HZ5LFKDQGPHPEHUVRIWKHIRUPHUXSSHUFODVVHVDOEHLWWKH1HZ5LFK
only existed as an assignedFODVVL¿FDWLRQDFODVVVSHFL¿FEHKDYLRXUWDVWHDQGSXUVXLWRIGLVWLQFWLRQ
consequentially became evident between the “taste” of “normality” and the knowledge of luxury 
5HFNZLW]
With the material shortage as a fundamental factor of the early postwar luxury in mind, this 
chapter will delineate not only the possibilities of individuality and freedom in the distinction of 
luxury as “niches of hedonism”, but also analyse the underlying social logic of distinctive attributes 
PDQLIHVWHG LQ OX[XU\ JRRGV WKDW $UMXQ $SSDGXUDL KDV GHSLFWHG LQ The social life of things: 1. 
restriction to elites by price or taxation, 2. complexity of acquisition and the notion of scarcity, 3. the 
capacity to communicate complex social messages of distinction, and 4. the specialised knowledge 
RI³DSSURSULDWH´FRQVXPSWLRQ$SSDGXUDL7KHPRUDOTXHVWLRQE\GH¿QLQJWKHVRFLDOORJLF
234
KATRIN GENGENBACH: SOCIOCULTURAL DYNAMICS OF CONSUMPTION IN EARLY POSTWAR JAPAN
RIOX[XU\DVPRUH³DSSURSULDWH´WKDQQRUPDOLW\LVDFUXFLDOWRSLFWRXQGHUVWDQGZK\DQGKRZVSHFL¿F
luxuries were chosen; the luxuries range in the same realm as the goods that are morally frowned 
upon as simple wealth, and therefore, even though it seems contradictory, the manifestation of luxury 
can be found in the space of fashion.
As fashion remained a highly contested space as appropriation of cultural taste, and the more 
WKH³ZURQJ´FRQVXPSWLRQRI1HZ5LFKDQG WKHQHZ\RXWKVHHPHG WREH LQWULQVLF WR WKH LGHDDQG
cultural production of fashion, the attempts of government, media, intellectuals, and designers to 
educate the female consumer in taste amounted in a pressure on consumers to regard fashion as a high 
individual and social competition. On one level, fashion was debated as “legacy of the black market”, 
“imitation”, style-book copies”, and $PHULFDQLVP. So, as one of the central and recurring topics, 
according to Yoshimi Shun’ya, $PHULFD was both resistance and emancipation, but also the symbol 
IRUULFKQHVVDQGVXSHUÀXLW\&RQVXPHUVRIQHJDWLYH³$PHULFDQLVHG´ OX[XULHV WKXVDOVRIRUPHGD
“layered structure of oppositional values within” the symbol, an as such a symbol it exerted power 
DV¿UVW DV FRQQHFWLQJGHVLUH DQGYLROHQFH EXW DOVR FXOWXUDO LPSHULDOLVPDQGKHJHPRQ\ <RVKLPL
2000: 208). The same hegemonic symbol was the $PHULFD that was consumed as “modernity” and 
FRQQHFWHGWRJRRGVWRV\PEROLVHHTXDOLW\IUHHGRPDQGVXEMHFWLYLW\E\FRQVXPLQJSUDFWLFHVDQGWKH
concentration on a mass-related and mass media democracy, shaping “America as heterogeneously 
mixed banality” (Yoshimi 2001: 47). 
On another level, designers tried to implement a form of national (Japanese) everyday taste which 
still resembled prewar discussions on Japanese clothing, although their dressmaking schools were 
TXHVWLRQHGRIHGXFDWLQJKHGRQLVWVDQG1HZ5LFK2QDWKLUGOHYHODVVHHQLQWKHFRQWUDGLFWRU\GHEDWH
on oshare, neither the government, nor the media, nor producers or consumers could clearly single 
out different “taste” from others: fashion styles were too “Western” to be re-nationalised, while the 
fashion industry promoted exactly the conformity of style patterns as democratising. Furthermore, the 
LGHDORIHTXDOLW\DQGGHPRFUDWLVDWLRQRIOX[XU\ZHUHQRWRQO\FKDOOHQJHGE\WKH1HZ5LFKFDSLWDOLVWV
but also by the everyday culture of upper class Japanese consumers, because those classes were the 
only ones who could consume more than only the styles. Thus, as the task of developing fashion 
styles as “cultural consumer goods” partly failed, the space of producing and consuming fashion 
opened up possibilities for social mobility. If the expressive model of consumption for the middle 
was a private consumption of household goods appropriated by the housewife, all other women, even 
WKHSRRUZDUZLGRZVDVZHOODVWKH1HZ5LFKGDXJKWHUVFRXOGGLVWLQJXLVKWKHPVHOYHVHDVLO\ZLWKWKH
consumption of luxury fashion and thus could take a sociopolitical viewpoint.  
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1.1 Democratising luxury: taxation and restriction
In a report on the Shoup Tax Mission in 1949, especially on the consumption taxes, P.E. Malene 
IURPWKH2FFXSDWLRQ)RUFHV(66VHFWLRQFULWLFLVHGWKH6KRXS7D[0LVVLRQRQ&RQVXPSWLRQ7D[HVRQ
tobacco and liquor, with a fundamental understanding of the economic dilemma of luxury: 
³3URI+HQU\6LPRQVFU\VWDOOLVHGWKHLVVXHE\GH¿QLQJOX[XULHVDVXVHGE\SXEOLFZULWHUVJHQHUDOO\µDV
things poor people should get along without but don’t’. […] While not openly admitted, the reason advanced 
E\OHJLVODWRUVIRUWD[LQJWREDFFRLVWKDWLWLVVRPHWKLQJSHRSOHFRXOGJHWDORQJZLWKRXW$FWXDOO\LWLVMXVWD
bit sinful, too.)  Yet we know they don’t. It is one commodity admirably suited as a tax base because of the 
inelastic nature of its demand. Its inelasticity make [sic] it more of a necessity (in any economic sense) than 
many other things commonly considered necessities” (emphasis by Malene 1949: 4)
Malene warned that if certain classes of commodities are taxed as a group, tobacco users for 
example were seen as a class, and thus “equity” could not be attained with a tax on a “necessity” for 
DOOFODVVHV0DOHQH¶VFULWLTXHVKRZVKRZQHFHVVLWLHVDQGOX[XULHVKDGWREHGH¿QHGLQDQHZVLWXDWLRQ
as well as how the idea of democratising luxury towards a necessity could be introduced and was 
carried out as an institution. Luxuries such as tobacco were “a bit sinful” and unnecessary, but taxing 
tobacco for consumers would imply class segregation of rich smokers and poor non-smokers. It also 
meant that luxuries were in the end individually appropriated as luxuries or necessities by consumers. 
In the sense of the new system of equality and the ideal of free enterprise, commodities did not need a 
taxation, because luxuries could not be “regulated”, but rather, taxes should be introduced for wealthy 
LQGLYLGXDOVLQVWHDGEHFDXVHOX[XULHV¿UVWUHVSRQGHGWRSROLWLFDODQGVRFLDOXVHRIWKRVHFRQVXPHUV
and only second to a general economic development with which a luxury tax could be reasoned. In 
the GHQ understanding, luxury therefore should not be marked as luxury by taxes, but “naturally” 
WULFNOLQJ GRZQ DQG LQVWDOOLQJ HTXDOLW\ DQG GHPRFUDF\ZKHQ DQ LQFHVVDQW ÀRZ DQG DYDLODELOLW\ RI
commodities – as a social institution – was guaranteed for the consumers. In this thinking, the GHQ 
did not consider that the availability of imported goods and their very existence as representatives of 
“Americanised” goods also contributed to social distinction, and neither were they aware of relations 
of class that were simultaneously appropriated with the luxury consumption.
7KH$PHULFDQ2FFXSDWLRQXQGHU6&$3DEROLVKHG-DSDQ¶VIHXGDODULVWRFUDWLFWLWOHVGLVVROYLQJWKH
wealth of almost all upper and upper middle class families, who were forced to sell their property 
and belongings to maintain a level of income which had been secured by the wartime government 
EHIRUH:ULWHU'D]DL2VDPXDVZHOODV¿OPPDNHU<RVKLPXUD.ǀ]DEXUǀ
captured this organized impoverishment of the upper classes confronted with complex new forms of 
social behaviour by the 1947 book The Setting Sun (6KD\ǀ'D]DL>@DQGWKH¿OPThe 
%DOODWWKH$QMǀ+RXVH ($QMǀNHQREXWǀNDL) (Yoshimura 1947), describing this social phenomenon 
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and the socio-economic class of “fallen aristocrats” (VKD\ǀ]RNX). The fallen aristocrats in the book 
DQG¿OPDUHFKDUDFWHULVHGE\QRWEHLQJDEOHWRDGMXVWWRWKHQHZWLPHVZKLOHWKHLUFKLOGUHQDVLQ
<RVKLPXUD¶V¿OPDUHHLWKHUGDQGLHVRUKDYHWRPDUU\QHZULFKPRQH\³FRXUWHGE\WKHTXLQWHVVHQWLDO
QHZO\ ULFK YXOJDULDQ´ 0F'RQDOG   ,Q <RVKLPXUD¶V ¿OP WKH KHURLQH SOD\HG E\ +DUD
Setsuko is the stereotype of the moral new woman who has lost privilege, but gained freedom and 
emancipation (Yoshimura 1947).The medial and literary treatment of “fallen aristocrats” contributed 
to the imaginary of equality in poverty. The complex new forms of etiquette of a democratic capitalist 
VRFLHW\WKDWSUHVHQWHGWKHLPDJHRIDPRGHUQLW\ZKLFK¿UVWLPSRYHULVKHGDOOZKLOHSURPLVLQJHTXDOLW\
and freedom, were simultaneously seen as the starting point for a society based on democratic 
consumption. Nonetheless, class divisions did not suddenly disappear with the end of the war and the 
instalment of “equality” by the mostly ineffectual levelling of society envisaged by the Occupation 
Forces. The feeling of loss by the upper and even former middle classes was not only captured in 
books and media, but also seen as a double identity crisisDQGVXEMHFWLYHSHUFHSWLRQRIHYHU\GD\OLIH
the old rich did not only suffer impoverishment and loss of values, but were also bound by frozen 
DVVHWVDQGUHVWULFWHGSURIHVVLRQDOSRVVLELOLWLHVGXHWRWKHLQÀDWLRQDQGKDGWRZLWQHVVWKHULVHRIVRFLDO
DQ[LHWLHVSRVHGE\QHZPRQH\DQG1HZ5LFKZKRWRRNRYHUEXVLQHVVHV$OWKRXJKPDQ\PHPEHUV
RIWKHIRUPHUXSSHUFODVVHVJDLQHGWKHLULQÀXHQFHDQGHFRQRPLFFDSLWDOEDFNVRRQHUWKDQRWKHUVWKH
VRFLDOKLHUDUFKLHVKDGEHHQUHVKXIÀHGLQIDYRXURIDQHZDQGPRUHSHUPHDEOHVRFLDOPRGHORIWKH
citizen consumer. 
$VWKH1HZ0LGGOHDVDVRFLDOIRUPDWLRQJDLQHGVRFLRSROLWLFDOSRZHUWKH.DWD\DPD&DELQHWLQ
GHFODUHGWKDWLQRUGHUWR¿JKWLQÀDWLRQWKHFLWL]HQVKDGWRLQKLELWWKHZHDOWK\IURPFRQVXPLQJ
³OX[XULHV´DVDVRFLDOWDVNDQGWRIRUFHWKHPWRLQYHVWWKHLUHFRQRPLFFDSLWDOLQLQGXVWU\DQGMREV,Q
1957, even New Middle salarymen were still often depicted as having desires for consuming luxuries, 
because they possessed this economic capital with which the Marxist “bourgeoisie” was characterised, 
due to their new employment system and expense accounts (VKD\ǀ)1. However, in contrast to New 
5LFK WKH1HZ0LGGOH VRXJKW IRU FXOWXUDO FRQVXPSWLRQ DGYHUWLVHG E\ WKH QHZPHGLD DQG LWZDV
argued that taxation on this new social formation should be more lenient, but only if salarymen could 
OHDUQKRZWRUHVWUDLQWKHPVHOYHVLQRUGHUWRQRWEHFRPHDV³FDSLWDOLVW´DVWKH1HZ5LFK*DURQ
%XQJHL6KXQMǌVHH&KDSWHU,,,7KLVDQWLFDSLWDOLVWLGHDOVKDSHGWKHIRUPDWLRQ
of the middle as a collection of social practices: the New Middle was characterised by high wages, 
but should not make the mistake of feeling “superior” by their wealth, but by values and patterns of 
distinction, and thus by consuming nationally produced symbols of the bright life.
1 VKD\ǀWKHNDQMLIRUH[SHQVHDFFRXQWV社用) are not to be mistaken for those of  the fallen aristocrats (斜陽).
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The battle against luxury in favour of “democracy” was assisted by the attempt to not restrict the 
ÀRZRIFRPPRGLWLHVRUWD[WKHPEXWLQVWHDGE\UHJXODWLQJFRQVXPHUVDQGFRQVXPLQJSUDFWLFHVWR
install equality. As the general notion of scarcity in the postwar years and the introduction of the 
ideology of “progress” and modernity shifted away from identifying goods as luxuries, the emphasis 
on luxury was laid on the consumption of imported decencies versus nationally produced necessities, 
in order to overcome poverty and re-instate social equality. Furthermore, “appropriate consumption” 
and specialised knowledge were referring to the same third space of Europe beyond the conservative 
LGHDOVRI-DSDQHVHFXOWXUH5XWKHUIRUG+LJKFXOWXUDOJRRGVDUHDOZD\VUHODWHGWRWKH
ways in which cultural goods are consumed, and because luxury is inscribed into the same social space 
as everyday cultural consumption, both need to correspond to the same “information set” (Douglas/
Isherwood 1984: 130). The cultural legitimacy of the luxury discourse in early postwar thus had to 
refer to the same set of democracy and equality in main-streaming and restraining consumption, 
EXWVWLOOFRPPXQLFDWLQJWKHFXOWXUDONQRZOHGJHDQGDHVWKHWLFVRIUH¿QHPHQW$VPHQWLRQHGEHIRUH
FRQVXPSWLRQZDVOLQNHGWRHQULFKPHQWDQGVHO¿VKQHVVRIWKH1HZ5LFKVRWKHFRQVXPSWLRQRIOX[XU\
goods could only be measured relatively to the master narratives of democracy, and to “consumer 
spaces” that shifted from taxed goods towards taxed wealth of “capitalists” and consumers such as 
WKH1HZ5LFK
Therefore, in contrast to prewar Japanese slogans of “Luxury is the Enemy”2, postwar Japan avoided 
the discussion about luxury as part of consumption, except for the debate on the understanding of arts 
and philosophy, because Japan was seen, in the notion of reinventing the tradition of being a cultured 
QDWLRQDVDOUHDG\DPRGHUQFRXQWU\ZKHUHUH¿QHPHQWZDVLQFRUSRUDWHGLQWRHYHU\GD\OLIH:KLOHWKH
years from 1937 until the end of war had witnessed an ideological struggle over scarce goods and 
luxuries by the prohibition of almost all available goods under the luxury prohibition law of 1941 as 
“Luxury is the Enemy” (see Abe et al. 1940), those intellectuals, who had been voraciously discussing 
luxuries in the prewar, were turning silent in the postwar, and left a serious disrupture in the discourses 
on consumption. In the years from 1945 until 1959, there were not even ten open discussions on 
material luxury in general magazines, and most of those were discussing the democratisation and the 
mass-production of luxury goods that supposedly put an end to social inequality. 
Poverty was only debated as a relative problem in contrast to the “negative” aspects of luxury 
consumption, but not as a problem of social inequality. By “overcoming” poverty in this way, 
luxury lost its position of being considered a threat for social order when applied to the “right” 
FRQVXPLQJSUDFWLFHV$VMX[WDSRVHGWRWKLVSRYHUW\WKHZHDOWK\LQGLYLGXDOVDQGWKHLUPRUDOO\FRUUXSW
lifestyle became the centre of negative luxury, but the focus turned away from the goods the New 
2 For a further reading on the implications of “luxury is the enemy”, see Yamanouchi et al. 1998, Garon 2000, 
Inoue 2001, Weisenfeld 2009, Gengenbach 2005.
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5LFKFRQVXPHGDQGLQVWHDGVWDUWHGWRWXUQWKHPLQWRV\PEROVIDVKLRQZDVQRWZURQJEXWWKHVRFLDO
practices, language and demeanour, as habitus of noisy fashion victims, had corrupted society. The 
Japanese discourse inscribed luxury as an extreme elastic word in the sense of the fundamental idea 
of luxury as a social marker: in the new Japanese society, luxury was not only not the enemy any 
more, and the pre-eminence of democracy was seen to deconstruct luxury as class segregation as a 
utopian goal of reconstructing industry, society, and consumer politics. However, the efforts towards 
overcoming social inequalities and poverty by assigning luxury to individuals – and therefore making 
OX[XU\VRFLDOO\WUDQVLHQWG\QDPLFDQG³HODVWLF´±DOVRVKDSHGUH¿QHPHQWPRGDOLVDWLRQDQGVRFLDO
distinction. Luxury was not absolute any more, as it would have been if the goods were marked 
RU WD[HG DV LQ WKH SUHZDU EXW D G\QDPLF DQG UHODWLYH V\PERO WKDWZDV GH¿QHG GLIIHUHQWO\ IURP
different standpoints of attempting to distinguish oneself. While luxury was deemed as “relative”, so 
was poverty, and therefore, the social space of upper classes and its connection to luxury could be 
renegotiated with new meaning. 
1.2 Dual representations of luxury and consumption
In order to further dissolve the meaning of luxury as a form of restriction to elites or by taxation, the 
ideas on of luxury in postwar Japan were strongly connected to the idea of establishing “decencies” 
after Adam Smith. In $Q ,QTXLU\ LQWR WKH 1DWXUH DQG &DXVHV RI WKH :HDOWK RI 1DWLRQV (1776), 
6PLWKGH¿QHGWKHYDOXHRIFRPPRGLWLHVDVDVRFLDOYDOXHRIH[FKDQJHLQDVHOIUHJXODWLQJPDUNHWRI
consumer interest (Smith [1776] 2005: 31). By the division of labour, people produced a surplus of 
goods that could be circulated, while the value of goods was developed by the differences in habitus, 
HGXFDWLRQDQGFXVWRPV7KHXQGHUO\LQJFDSLWDOLVWORJLFRIODERXUDVHTXDOWRSUR¿WDEOHFRQVXPSWLRQ
DOVRH[SODLQHGZK\FRPPRGLWLHVQHHGHGWREHGH¿QHGDVSRVLWLYHGHVLUHVRU³GHFHQFLHV´DVDIIHFWHG
and related to income. For Adam Smith, commodities, or decencies, were either necessities or 
luxuries, but depending on the social customs and morals, the “established rules of decency” could 
also render genuinely luxurious commodities into social necessities by “the lowest rank of people” 
(Smith [1776] 2005: 716). “Decencies” therefore were goods satisfying surplus desires, not needs, 
but still ranged in the realm of “decency” which promised comfort and modesty, and also contributed 
to the accumulation of a nation’s wealth. As John Brewer has mentioned, consumer society provided 
DODUJHDUUDQJHPHQWRIJRRGVWKDWZHUHQHLWKHUQHFHVVDU\IRUHYHU\GD\OLIHQRUVXSHUÀXRXVOX[XULHV
decencies were valued with “convenience” and comfort, with which people could satisfy “desires” 
(\RNXEǀ), not “needs” (KLWVX\ǀ), without consuming “waste” (UǀKL) (Brewer/Porter 1993: 5-6). 
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Between 1945 and 1959, there were only two articles in the popular magazines which argued 
DERXW WKH³GH¿QLWLRQ´RI OX[XU\/X[XU\]HLWDNXDVHFRQRPLVW7DNDKDVKL6HL¶LFKLUǀ
argued in )XMLQ*DKǀLQZDVPRVWO\GH¿QHGLQ-DSDQHVHGLFWLRQDULHVDVwaste (UǀKL): “a good 
that surpasses social status (wealth)”, “a high-value good that is unnecessary, regarding the direct 
effect on everyday life”, or “an extravagance [luxury] that is useless for the daily life of clothing-
eating-living” (Takahashi S. 1952: 61). He also saw luxury as an extreme “elastic” value between 
WKHGLIIHUHQWZD\VRIGH¿QLQJOX[XU\DQGQHFHVVLW\RIFDSLWDOLVPDQGRIVXEMHFWLYHVRFLDOXQEDODQFH
following the idea of Werner Sombart (1863-1971) on the connections between capitalist production 
and luxury. According to Sombart, capitalist production is driven by the female drive to “decorate” 
themselves, and associates effeminate men and lustful women with this concept of consumption 
(deGrazia/Furlough 1996: 13; see also Sombart [1922] 1983). According to the editor of 6HNDL6KǌKǀ, 
0XUDWD7DPHJRUǀDQGRWKHUV³OX[XU\´ZKHQGLVFXVVHGLQWKHHDUO\SRVWZDUZDVDOVR
almost always compared to the styles of living and income in the USA as a continuity of the adopted 
economic system, and thus contributed to the idea of waste. In contrast to the prewar discussions on 
luxury as not only the American enemy, but also as waste, in the postwar, its existence was declared as 
a concept of the master narrative of democratic consumption in convergence with the establishment of 
a higher living standard where some luxuries would automatically trickle-down to become necessities 
for the still poor Japanese consumers (Murata T. 1954: 26-27). 
Particularly this “standard” had already been discussed not only as a constitutional and political 
SUREOHP UHJDUGLQJ SRYHUW\ VHH&KDSWHU ,,, EXW DOVR DV WKH SUREOHP RI LQKLELWLQJ WKH HGXFDWLRQ
RIGHPRFUDWLF WDVWH VHH&KDSWHU9DV ORQJDV WKHUHZHUHFRQVXPHUVZKLFKZHUH ULFKHU WKDQ WKH
average poor consumer. So, in order to democratise luxury and dissolve its meaning as exclusive and 
restrictive, luxury was split into the idea of waste and the model for a future cultured living: luxury 
as waste revolved around the general discourse on consumption centred on restraining imported 
goods (luxuries), combined with the morals of a “constitutional cultural standard”, by producing and 
consuming goods in and for the nation in order to “overcome poverty” (decencies)(Asahi Shinbun 
1953d: 3; Murata T. 1954, see  also Iue 1955). In addition, the debates on luxury also focused on 
commercialism and over-decoration as expressions of wrong consumption. Although both consuming 
practices were driving forces for consumer capitalism and wealth, the commercialism inherent in 
the trade and import of foreign luxury goods naturally clashed with the moral economy sought after 
not only by the state, but also by intellectuals and individuals trying to re-instate order alongside the 
narrative of overcoming poverty by consuming “decencies”. 
6RPHOX[XU\JRRGVEHFDPHSRVLWLYHGHVLUHVDQG³GHFHQFLHV´ZKHQGH¿QHGE\WKHLUFRQQHFWLYLW\WR
the privatisation of goods as social properties, such as the washing machine and refrigerator (Berry 
3KLORVRSKHU&KULVWRSKHU%HUU\VWDWHV,Q7KH,GHDRI/X[XU\ that, with the advent of 
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modernity, the goods that continued “existing tasks” such as doing laundry, cooking, and other 
household activities, were perceived as the ideals of “positive luxury”, or positive pleasure, and they 
thus entered the function of rationality, usefulness and democratic equity (Berry 1994: 23). Similarly, 
the negative pleasures of spending money on cabarets or fashion were dislocated from those existing 
WDVNVRIWKHSUHZDUUHORFDWHGWRWKHEODFNPDUNHWDQGWKHSXEOLFDQGWKHUHIRUHMXGJHGDVQHJDWLYH
SOHDVXUHVDQGVXSHUÀXRXVLWHPVWKDWZHUHH[FHHGLQJWKHQHHGVRIGDLO\OLIHDQGWKHFXOWXUDOVWDQGDUG
7KXV1HZ5LFKDQG³$PHULFDQLVHG´FRQVXPHUVVXFKDVWKHDSUqVJXHUUH\RXWKDQGHVSHFLDOO\VLQJOH
ZRPHQZHUHFRQGHPQHGEHFDXVHWKH\ZHUHQRWSXUYH\LQJH[FOXVLYLW\DQGUH¿QHPHQWEXWVXSHUÀXLW\
DQGZDVWHLQVWHDG/X[XU\KDVDOVRDOZD\VEHHQDSROLWLFDOFRQFHSWVXEMHFW WRPRUDOFULWLFLVPWKH
PRUHFRQVSLFXRXVFRQVXPSWLRQZDVVHHQDVPRUDOO\FRUUXSWLQJ7KHVXEMHFWRIFRUUXSWLRQRIVRFLHW\
by luxuries has transcended into modernity as a commercially assumed innocence of certain luxuries 
against other commodities that were articulated as “temporary desires”, but also ideal cultural goods 
for the society (Berry 1994: 17-23, 40-42). Luxury in the postwar remained within the critique on 
capitalism and commercialism, and was always discussed in contrast with poverty. Both extreme 
states of social inequality were related complexes in the discussions on how to raise the cultural 
OLYLQJVWDQGDUGE\ERWKPHHWLQJQHHGVEXWDOVRE\UH¿QLQJFXOWXUDOJRRGV,PSOHPHQWLQJWD[DWLRQ
RQFHUWDLQJRRGV DV WKHUHZHUHKLJK WD[HVRQHYHU\GD\JRRGV LQ WKH¿UVWGHFDGHDOVR UHLQIRUFHG
inequalities, although it was obvious that taxation on goods was not “rational” until the mid-1950s. 
7KHFRQQHFWLRQEHWZHHQOX[XU\ LPSO\LQJVWDWXVDQGUH¿QHPHQWEXWDOVRPDLQWDLQLQJPHFKDQLVPV
of capitalism and the state of poverty, could have been a highly debated problem in the postwar, 
especially for the welfare state. Nonetheless, it was argued, as mentioned before, that luxury as waste 
DQG H[FOXVLYLW\ZDV DVVRFLDWHGZLWKRQO\ VRPH IHZ$PHULFDQLVHG1HZ5LFKZKRPDLQWDLQHG WKH
negative aspects of capitalism, while other luxuries, locally produced washing machines and radios, 
could be transformed into everyday goods in the near future.
$VGHVFULEHGLQ&KDSWHU,9WKHVHWRIVRFLDOSURSHUWLHVRI1HZ5LFKWUDQVFHQGHGWRWKH³GHYLDQW´
DSUqVJXHUUH\RXWKDQGWRWKHSDUWO\SURIHVVLRQDOUHDOPRIGUHVVPDNLQJZKLFKSURGXFHGIDVKLRQWKDW
per se (as fashion had mostly been seen) was frivolous, distinctive, deviant and tasteless. As already 
DUJXHGWKH\RXWKFXOWXUHVDVZHOODV1HZ5LFKXVHGWKHVDPHV\PEROVRISRZHU³$PHULFDQLVPV´WR
VXEYHUWWKHLUPHDQLQJE\UHVLVWDQFHWRQRUPDOLW\7KHXQHDVHZLWK$PHULFDQDIÀXHQFHVKRZQLQWKH
years of the Occupation by the same Forces that sold “democracy”, also expressed a resistance against 
the over-excessive $PHULFDQLVP7KH1HZ5LFKDVZHOODVWKHLUOHJDF\IRXQGLQWKH\RXWKFXOWXUHV
of the 1950s, were not only new “consumer segments”, but created values that were threatening 
³QRUPDOLW\´DQGVRFLDORUGHUE\EHLQJ³PRUDOO\FRUUXSW´EODFNPDUNHWHHUVSURVWLWXWHVRU1HZ5LFK
By excessively consuming “Americanised” negative luxuries, in the discourse of consumption, the 
“heterogeneously mixed” symbol of America was therefore also consumed and shaped as a “banality” 
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(Yoshimi 2001: 47) or as mundanity:$PHULFDQFXOWXUHZDVPD\EHPRUHUDWLRQDODQGVFLHQWL¿FEXW
DOVRVHHQDVQRWUH¿QHGHQRXJK7KH³HOLWHV´IRUPHUPLGGOHDQGXSSHUFODVVHVIRXQGDQLFKHZLWKLQ
WKLVGLVFRXUVHLQRUGHUWRGLVWLQJXLVKWKHPVHOYHVIURPERWK1HZ5LFK$PHULFDQLVPZKLFKV\PEROLVHG
wasteful consumption, over-decoration and commercialism, and the mundane (America) of mass 
production and shallowness. America as symbol developed into the “culture industry” which postwar 
cultural critics in Japan as well as the Frankfurt School disdainfully attacked as the death of the 
arts. Therefore, this mundane and mass-related $PHULFD, as well as the conspicuously overdecorated 
$PHULFDQLVP, had to be challenged with a different form of Japanese cultural consumption.
1.3  Between New Rich luxury and populuxe
In the early 1950s, this tendency towards positive luxuries as non-Americanised non-luxuries 
became a topic in the discourse on cultural consumption when the $VDKL6KLQEXQ asked: “Who is 
EX\LQJOX[XU\JRRGV"([SHQVHDFFRXQWVDUHLQFUHGLEO\KLJKµ:RPHQRXWVLGHRIWKHKRXVHKROGZKR
run after high-value fashion’” (NǀN\ǌLU\ǀRXNDWHLJDLQRMRVHL)(Asahi Shinbun 1953f: 2). Since life 
VWDQGDUGVKDGLQFUHDVHG1HZ5LFKZHUHQRWWKHRQO\RQHVFRQVXPLQJDQ\PRUHEXWPRUHIHPDOH
consumers had time and money to window-shop at Ginza or other department stores at the small 
shopping districts, which were signs of new wealth, constituted by the “expense accounts” of the new 
employment system. The Yomiuri Shinbun counted three times more women competing with men in 
³EHDXWLI\LQJ´MREVVXFKDVKDLUGUHVVHUVHOHYDWRUJLUOVDQGRWKHUVHUYLFHMREVEXWDOVR³RUGLQDU\´ZRUN
XVXDOO\GRQHE\PHQDQGFLWHGWKHODPHQWDWLRQRIPHQ³µ*LUOVDUHOX[XU\¶´<RPLXUL6KLQEXQ
3). These often single working women were not only competing in the same workplace as men, but 
also perceived as the “wrong consumers” that chose luxuries, such as fashion, over the new decencies 
for private consumption. New consumer practices of the wealthier urban classes who could afford 
cars and shop in department stores also re-evaluated public shopping behaviour; high-end department 
stores such as Mitsukoshi and Takashimaya could regain their customers in the late 1950s, although 
they were still criticised for rigid hierarchical employment structures. Particularly new department 
stores like Seibu expanded in the late 1950s, because the latter targeted the lower classes and new 
consumer segments and was therefore not criticised to the same extent as the prewar department stores 
ZHUHVHH<XL(YHQLQWKH5HDGHU¶VVHFWLRQRIWKH$VDKL6KLQEXQ, readers were referring to the 
new “luxury” as a sign of social inequality and waste: what people were “wasting” as luxury, was time 
DQGIRRGDQGHVSHFLDOO\\RXQJJLUOVZHUHDFFXVHGRIZDVWLQJWKHLUPRQH\RQIDVKLRQ,Wǀ
In spite of acting for the good of the nation by saving or investing into the Japanese consumer market 
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to overcome poverty, young girls indulged into hedonism by going to high-end department stores that 
targeted wealthy customers and bought useless – Americanised yet Japanese-made – fashion. 
In 1953, the government decided to restrain the import of luxury goods, because “on the streets, 
WKHIRUHLJQOX[XU\JRRGVDUHVWLOORYHUÀRZLQJ´DOWKRXJKWKHDPRXQWRILPSRUWVKDGGHFUHDVHG)RU
the “poor country Japan”, “French perfume and Scotch Whisky” were “too much”: and “useless” 
goods  (IX\ǀKLQVKRXOGQRW¿QGWKHLUZD\LQWRWKH-DSDQHVHHFRQRP\QHLWKHUWKURXJKWKHURXWHRI
exclusivity (PX), nor as part of the daily necessities (Asahi Shinbun 1953a: 8).
The “luxury goods” turned decencies that were directly named and discussed in the newspapers 
and some magazines were imported high-value consumer goods. In order to distinguish them from 
the prewar and negatively connoted “luxury” (shashi) and contemporary discussions on arts or the 
SKLORVRSKLFDOFRQFHSWRIOX[XU\ZULWWHQLQ&KLQHVHFKDUDFWHUV]HLWDNX), they were written in katakana 
or hiragana syllables as products (]HLWDNXKLQ)3 (Fig. 15). The katakana luxury as referred to in 
newspapers described consumer goods which had partly had a certain upper middle-class status back 
LQSUHZDUWLPHVDQGZKLFKZHUHSDUWO\GH¿QHGDVWLPHVDYLQJVXFKDVHOHFWULFKRXVHKROGJRRGVEXW
ZKRVHSURGXFWLRQGLGQRW\HWVXI¿FHWKHDYHUDJHGHPDQG6RWKHFRQVXPSWLRQRI³¿UVWFODVV´KLJK
YDOXHOX[XU\JRRGVRIWKHSRVWZDUZKLFKFRXOG\HWQRWEHDWWDLQHGEXWGH¿QHGDGHFHQWOLIHVW\OH
were (American-imported) golf, cars, stimulants, luxury foods or cameras (Asahi Shinbun 1953d: 3; 
Yomiuri Shinbun 1954: 3). The “second class” luxury items that developed into decencies, included 
partly imported, but mostly local  “electric” luxury goods such as refrigerators, radios, and television.
%\WKH1HZ5LFKKDGRI¿FLDOO\EHHQ³UHSODFHG´LQWKHPLOOLRQDLUH¶VLQGH[DQGWKHHOHFWULF
company Matsushita (now Panasonic) had taken over their place at the top. Some 6 percent of 
the population had an income of more than the average of 30,000 Yen per month, and could live 
“culturally” according to the promoted standard, so these few households could, without having many 
children and with a bit of saving, afford goods over 6,000 Yen, for example a 7ǀVKLED television set 
for around 10,000 Yen (Asahi Shinbun 1953f: 2). The narrative of progress and the consumer’s choice 
for quality were also depicted by the graphic visualisation of the development from imports towards 
national production, as a statistical unit showing exactly how many items could be locally produced 
FRPSDUHGWRWKHSUHYLRXV\HDUV,WZDVDUJXHGWKDWWKHÀRZRIFRQVXPSWLRQDQGWKHFKRLFHIRUKLJK
class durables raised the cultural living standard of “some strata” that were able to afford luxuries, but 
ZKRFRQVXPHGIRUWKHJRRGRIDOOVRFLHW\..&>@
The trend, however was such that, in particular, unmarried and mobile working women – without 
a household – more likely bought themselves fashion items and stimulants such as necklaces and 
WREDFFRLQVWHDGRIPDVVSURGXFHGWHOHYLVLRQVHWVRUUHIULJHUDWRUV7KLVZDVRIFRXUVHDPDMRUSUREOHP
3 For a better understanding of the change in writing: shashi 奢侈, ]HLWDNX 贅沢 and the katakana luxury goods ゼ
イタク品.
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Fig. 15: Graphs from the $VDKL6KLQ-
bun from 1953 and 1955 on katakana 
luxury, indicating the comparison be-
tween imports and the rise in nation-
ally produced goods, as well as the 
decline in luxury goods. The graphs 
show both the “democratisation” and 
equalisation” of luxury and the de-
cline in imported luxury, accompa-
nied by an alleged decline in “distinc-
tive” luxury consumption.
7KH¿UVWJUDSKIVKRZVQD-
tionally produced luxuries as (fr. 
OHIW JRO¿QJ HTXLSPHQW PHWDOZDUH
wool and leatherware, cameras and 
refrigerators against their equivalent 
imported goods. 
The second graph (1953e: 3) shows 
the rise of the same imported goods, 
where only cameras are almost 
entirely locally produced, the left 
graph focuses on the rise of leisure 
and amusement, such as pachinko, 
golf, cinema, dancehalls and ryo-
kan.
The last graph (1955c: 4) shows the 
rise of nationally produced goods 
and the remarkable decline of im-
ported goods in 1955. Important 
luxury goods as of 1955 are now na-
tionally produced cars, cameras, and 
declining import and production of 
cosmetics, music recording devices 
and golf equipment. 
244
KATRIN GENGENBACH: SOCIOCULTURAL DYNAMICS OF CONSUMPTION IN EARLY POSTWAR JAPAN
for the electric industry, but also a matter of taste for the cultural discourse: single and working women 
ZHUHUHJDUGHGDVVSHQGLQJWRRPXFKRQWKHWUDMHFWRULHVRIRYHUGHFRUDWLRQDQGZDVWHIXOFRQVXPSWLRQ
They were not fond of the essential “design” principles of function and composition, as the IAI tried 
to implement as philosophy of commodities, because they did not see the necessity to buy household 
LWHPVDVDIRUHPHQWLRQHGXQPDUULHGZRUNLQJZRPHQSUHIHUUHGSLDQRVRYHUZDVKLQJPDFKLQHV)XMLQ
.ǀURQD7KLVZDVDSUREOHPIRUPDQ\ZKRGLVFXVVHGWKHQDWLRQ¶VVRFLDOLQFRPHJDSVLQWHUPV
of consumers being “morally corrupted” or “morally intact”, and therefore, public consumption still 
KDGWKHDWPRVSKHUHRI1HZ5LFKFRPPLWWLQJZURQJFRQVXPSWLRQ([DFWO\WKLVWHQVLRQZDVLPSRUWDQW
for the discourses on the different nuances of luxury and distinction. 
Other pleasures (as luxury was seen as part thereof), such as dancehalls and cinemas were also 
linked to, but rather seen as underlining, the “luxury is waste” phenomenon. A severe moral and 
political problem, as not only $VDKL6KLQEXQ stated, were the undemocratic leisure luxuries that had 
been connected to the black market in the 1940s: cabarets, guest houses, such as ryokans and gambling 
pachinkoV$VPHQWLRQHGLQ&KDSWHU,9pachinkos were debated by some as morally corrupt, since 
they were mostly run by \DNX]D, but some saw it, compared to other countries, as a form of adopted 
capitalism expressing the uniqueness of the Japanese democracy. Leisure activities and the scandals 
of new salarymen and working women using their companies’ allowances and “expense accounts” on 
OHLVXUHZHUHWUDLWVRIDPRUDOO\FRUUXSW1HZ5LFKEHKDYLRXUDQGVLPXOWDQHRXVO\TXHVWLRQLQJWKH1HZ
Middle as a new social formation (Asahi Shinbun 1953d: 3; Kaburase 1955: 17). 
In addition, “leisure luxury goods” were still charged with a “luxury” leisure tax, which rendered 
WKHPHYHQPRUHDV1HZ5LFKOX[XULHV$VDKL6KLQEXQH$VPHQWLRQHGEHIRUHWKHH[LVWHQFH
of luxury goods was a useful argument of the master narrative of “progress” and democratisation, but 
WKHVHOHLVXUHOX[XU\JRRGVZHUHQRWRQO\UHIHUUHGWRDVSURSHUWLHVRIWKH1HZ5LFKKDELWXVEXWPRVWO\
assigned to the youth and especially to young women over-consuming public goods and leisure for 
a life-style, so restraint by taxation seemed to be necessary, in contrast to the GHQ’s plea for equity, 
EHFDXVHWD[HVRQOHLVXUHFRXOGIXQGDPHQWDOO\WDUJHWWKH1HZ5LFKDQG$PHULFDQLVHGFRQVXPHUVDQG
life-styles as ordering measure and institution of disciplining consumption.
In contrast to the images of young men and women as hedonists corrupting society by choosing the 
“wrong” luxuries over the katakana luxuries, the living circumstances of even these groups did not 
UHVHPEOHWKHLPDJHVWKHPHGLDDQGFXOWXUDOSROLFLHVGHSLFWHG$VPHQWLRQHGLQ&KDSWHU,,,DSDUWIURP
the few percent of wealthy income earners, the average income was not enough to make ends meet 
for many households, even less in rural communities. In particular working women were hardly the 
carefree consumers of luxuries, but were confronted with low wages and a minimum of social security, 
were war widows, single mothers and young girls that had to support their families (see the special in 
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)XMLQ.ǀURQD7KHOX[XU\FRQVXPHUVZHUHWKXVDVPDOOSHUFHQWDJHRI\RXQJFRQVXPHUVZKLFK
consumed fashion as symbols that were antithetical. In addition, the katakana luxuries of golf and 
refrigerators were, for most of the Japanese population, also the impetus of unnecessary goods.
But, the choice for katakana luxuries as unnecessary yet tolerated decencies during 1953 and 1954 
can be described as a form of advertising and educating “populuxe”, to borrow a term of Thomas 
+LQH³3RSXOX[H´LQWKH86$ZDVDGYHUWLVHGZLWKWKHGH¿QLWLRQRI³PRUHLVEHWWHU´VRWKDW
even lower middle class and worker households of the suburbs would buy a larger refrigerator to not 
only “keep up” with the Joneses as the ordinary, but to distinguish themselves “differently” (see Hine 
1986; see Wildt 1995). In Japan, “populuxe” was more driven by the positive rewards of democracy, 
function and in particular restraint, which seemed emphasised in consuming “accessories”: small 
luxury articles, such as cameras, hats, or handbags, were showing both distinction, but also a sense of 
social equality in contrast to the negative luxuries and over-decoration. In newspapers and magazines, 
the discourse about poverty shifted towards a “morally intact” poverty coupled with the marketing 
of new brands, meaning for example that even if one possessed for example the newest camera from 
Nikon RQHZDV QRW QHFHVVDULO\ D YHU\ ULFK SHUVRQ .D\D   3K\VLFLVW.D\D 6HLML 
1988)4 asked in 1953 in %XQJHL6KXQMǌif the Japanese were “insensitive towards poverty”, in order to 
explain the “wrong use of money” (heta na kane o tsukaikata). He insisted to buy the right accessories 
LQVWHDGRIWKH1HZ5LFKZURQJFRQVXPSWLRQRI³PRUHLVEHWWHU´LQRUGHUWRGLVWLQJXLVKWKHPVHOYHV
and still be aware of general poverty as the fundamental concept of the Japanese postwar existence 
(Kaya 1953: 48-50). The trends towards “morally intact” luxuries with regard to general poverty 
as their ultimate counterpart was expressed by buying a small (and publicly acknowledged) luxury 
accessory to brighten up one’s life such as (nationally produced) gold or silver accessories, cameras, 
cosmetics, or stimulants (Kaya 1953: 48). Nonetheless, the most important luxury goods that had 
to be “democratised” into decencies were household goods: in 1955, the $VDKL newspaper included 
radios (gramophones) and cosmetics as decencies (or katakana luxuries), by simultaneously declaring 
that luxury consumption for cosmetics was “on the decline” (Asahi Shinbun 1955c: 4). The effect of 
³GHFOLQLQJ´FRVPHWLFVFRQVXPSWLRQZDVDOVRWXUQHGLQWR³SURJUHVV´EHFDXVHFRQVXPHUVZHUH¿QDOO\
FKRRVLQJWKH³ULJKW´YDOXHRIXVLQJFRVPHWLFVDVFRPPRGLWLHVRUDFFHVVRULHVLQFRQWUDVWWRWKHÀDVK\
DQGSURKLELWHGFRORXUIXOPDNHXSRIWKHSDQSDQJLUOVDQG1HZ5LFKLQWKH¿UVWSRVWZDU\HDUVZKHQ
cosmetics were still prohibited. Although the katakana populuxe was a loose interpretation of high-
value goods, the most important factor for decencies after 1950 was the domestic mass production of 
these goods, since the consumers who decorated themselves with luxury proved an unstable source 
4 Kaya had been professor of physics and metallurgy in the prewar and wartime at different renown universities 
VXFKDV+RNNDLGǀDQG7ǀKRNXEHIRUHKHEHFDPHUHFWRURI7RN\R8QLYHUVLW\IURPWRIROORZHGE\ƿNǀFKL
.D]XR+HZDVDVSHFLDOLVWRQVFLHQFHLQWKH8665DQGDSDUWIURPEHLQJDUHSUHVHQWDWLYHRIWKH³SURJUHVV´E\VFLHQFH
he was also involved as editor of the 6FLHQWL¿F5HSRUWIRUWKH)XWXUH for the Expo 1970. 
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for the formation of cultural values. The domestic production should solve the problem of inequality 
and the abolition of images of scarcity and exclusivity, by nourishing the ideal of a mass market even 
IRUVRPHWROHUDEOHOX[XU\JRRGVLQRUGHUWRDYRLGDQRWKHULQÀDWLRQ
Thus, most articles after 1952 were bent on showing the increase of domestic production and 
the decrease of imports, by establishing the idea that all imports were luxury goods, and domestic 
production presented the same goods not only as a matter of taste, but also as non-luxuries any 
PRUH%\EOXUULQJ WKHDWWULEXWHVRI³UHVWULFWLRQ´DQG³H[FOXVLYLW\´ WKDWDFFRPSDQLHG WKHGH¿QLWLRQ
DQGQRWLRQRIOX[XU\LWZDVDOVRPRGL¿HGOLQJXLVWLFDOO\LQRUGHUWRHPSKDVLVHDVRFLDODQGFXOWXUDO
change as well as its dissolution. Luxury therefore was exclusively introduced as commodities, 
neither presenting philosophical, aesthetic or distinctive value, but katakana “populuxe” decencies. 
However, the “luxuries” after 1956 did not include electrical household goods any more, which was 
another indicator that they had never been intended to target upper classes, but indeed the middle 
masses, and next in line followed the katakana luxuries of golf and cars, once the domestic production 
ZDVFDSDEOHRIVXI¿FLQJWKHGHPDQGVIRUFRVPHWLFVJROIDQGRWKHURXWSXWRIWKHOHLVXUHLQGXVWU\
&XOWXUDOJRRGVRI-DSDQHVHRULJLQVXFKDVSURGXFWVRIDUWVDQGFUDIWVDQGFXOWXUDOKHULWDJHHVSHFLDOO\
kimono textiles as aesthetic and artistic matters of taste, had never been regarded as part of industrial 
luxury goods, and were assigned to a static space outside of mass-production, sought by the IAI and 
WKH³-DSDQHVH0RGHUQ´DVQRQOX[XULHVLQWKH¿UVWSODFH&RQVHTXHQWO\DOOIRUHLJQLPSRUWVDVZHOO
as women’s fashion, also remained ambivalent and negative luxuries throughout the entire decade, 
XQWLOSUHPRGHUQYDOXHVZHUHUHLQVWDOOHGLQWKHODWHVWRJHWKHUZLWKWKHH[WHQVLRQRIWKH&XOWXUDO
7UHDVXUHV LQWR ,QWDQJLEOH &XOWXUDO 3URSHUWLHV OLYLQJ DUWLVWV RI WUDGLWLRQDO -DSDQHVH JRRGV ZKLFK
replaced the katakana luxuryZLWKWKHUHYLYDORI-DSDQ¶V³¿QHDUWV´3DQDVRQLF7KLVZDVQRW
a new discourse, as it had been intertwined with the concepts of culture years before, without being 
able to surpass the criticism of Japanese tradition, but could become powerful with the advent of the 
new consumer society and the access to goods. As the GHQ cited the Tokyo Shinbun in 1946, which 
FULWLFLVHGWKH$PHULFDQWDVWHOHVVDQG2ULHQWDOLVWFRQVXPSWLRQRI³&KHDS6RXYHQLUV´WKDWFXPXODWHG
into the failure of goods “made in Occupied Japan” in 1948: “luxury” as art was a measure to educate 
$PHULFDQVWKDW-DSDQKDGPRUHWKDQMXVWDZDUWLPHFXOWXUHDQGZDVLQWKLVUHVSHFWUHYDOXDWHGDVWKH
³HVVHQFH´RI-DSDQ¶VWUDGLWLRQDO¿QHDUWVEHFDXVH³MXVWDVWKHUHLVQRQDWLRQDOLW\LQPXVLF¿QHDUWDOVR
KDVQRIURQWLHU´*+46&$3E
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1.4 Electric companies advertising the ideal of democratic consumption
It was no coincidence that the few who were explaining “luxury” as positive attributes of capitalist 
consumer society as commodities, or “decencies” in the sense of Adam Smith, were the proponents 
RIHOHFWULFFRPSDQLHVVXFKDV,XH7RVKLRIRXQGHUDQG&(2RIWKHQHZ6DQ¶\ǀ(OHFWULF
&R/WG (Sanyo). Sanyo was established in 1950 after producing bicycle lamps, and later focused on 
FRQVXPHUHOHFWURQLFVIRUWKHPLGGOHVHJPHQWVXFKDVSODVWLFUDGLRVZKLFKLQWKH¿UVW\HDUVKDGWR
compete with the black market because commodity taxes were too high for brand name radios. Still, 
SanyoFODLPVWRKDYHSURGXFHGWKH¿UVWHOHFWULFZDVKLQJPDFKLQHDQGWHOHYLVLRQVHWLQ6DQ\R
2010). 
After their recovery from the ]DLEDWVX dissolution law and lenient agreements by the GHQ, Iue 
as well as other electric company presidents, in particular his former employer and brother-in-law 
0DWVXVKLWD.ǀQRVXNHMatsushita Denki, now Panasonic) (1894-1989), were depicted as the self-
made men that were creative, innovative, and put all their efforts into the social welfare of the nation by 
producing Japanese goods for the local market to conduct basic strategies of corporatism. Matsushita 
envisaged a personal and direct involvement into the recovery of the nation by the establishment of 
an institute to address living questions “through prosperity” before the restrictions of materials were 
abolished in 1950 (Panasonic 2010). In doing so, they also published articles on society and culture 
in the general magazines as part of their intellectual rhetoric. 
Iue wrote in %XQJHL 6KXQMǌ on “Luxury is not the enemy – A bright household arises from 
HOHFWUL¿FDWLRQ´ =HLWDNXZD WHNL GH ZD QDL ±$NDUXL NDWHL ZD GHQND NDUD) (Iue 1955), where he 
explained the ideology of democratic consumption, the educational and rational factor of “useful” 
and rationalised industrial household goods, and the rise of locally produced “quality” goods. Electric 
companies had been driving forces for the new consumer society since the 1930s, working closely 
with the state and encouraging consumers to “electrify the home” in order to achieve modernity in the 
household. They were connecting the appliances to modern city life, which now in the early postwar 
were also linked to the establishment of a democratic society consuming electricity as the main basis 
for “modern living” or the “Japanese modern”. In accordance with the achievements the IAI and MITI 
implemented, the collaboration with designers, makers and consumers, and the education as well 
as democratic factors that were installed alongside the discourse on national and local production, 
electric companies such as Sanyo and Matsushita created associations to work together with retailers 
and wholesale stores on a “national” line. Sanyo used big advertising cars, and Matsushita advertised 
LWV³1DWLRQDO´EUDQGRQKLJKFODVVH[WUDSDJHVLQWKHPDVVPHGLDZLWKPXVLFDQG¿OPVWDUVHPEUDFLQJ
the American life in the late 1940s as well as the bright new home of the housewife in the mid-1950s 
(Yoshimi 1999: 156). 
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Equality was not only expressed in advertising for the ideal consumer of the salaried household; 
DOOFRPSDQLHVJUDGXDOO\VKLIWHGWRDGYHUWLVLQJHOHFWULFDSSOLDQFHVDVWKHFRPPRGL¿HGSDUWQHUVRID
housewife establishing a modern democratic household as a form of sociopolitical agency (Yoshimi 
1999: 152-153). It is noteworthy to see that the citizen “consumer” did not yet exist as agent in 
WKHGLVFRXUVHVRUDGYHUWLVHPHQWVRQFRQVXPSWLRQEHIRUHDWDOO LWZDVWKHQDWLRQDOVXEMHFWRU
the national life which consumed national ideals of democracy and freedom, and by promoting 
housewives and consumer cooperatives as citizen consumers, any consumer which did not consume 
for the family and the home was per se “committing consumption”, because they were not seen as the 
LGHDOQDWLRQDOVXEMHFWVFRQVXPLQJRUVDYLQJIRUWKHJRRGRIWKHQDWLRQ
As Iue discussed luxury, he also insisted that mixers, washing machines and toasters were not 
luxury and thus not the enemy. In his opinion, it was the “mentality of the wartime” that had led 
to mistrust into the economy and still encouraged people to save. Iue tried to sell the mixer as the 
ultimate new Japanese appliance by his general conclusion: 
³>@7KHZRUOGLVVWHDGLO\SURJUHVVLQJE\WKHZD\RIHOHFWUL¿FDWLRQ,¿UPO\EHOLHYHWKDWWKHHOHFWUL¿HGOLIH
is the way leading to cultural living.” (Iue  1955: 289)
A mixer was, at least in the mid-1950s, the epitome of a luxury good for the household, but, as 
the katakana luxury was promoted in Iue’s opinion, the story of equality by consumption had already 
begun to be realised. In the new Japanese capitalist modernity, this (positive) luxury would eventually 
trickle down to be massively distributed and consequently affordable for the average Japanese, on the 
principles of democracy, culture, and freedom, as a commodity (Iue 1955: 289). 
Iue had soon climbed the top of the millionaire’s index in 1954 (Mori 1955: 67), due to the success 
of the portable radio. The shift from the “shadows” of the black trade towards electric companies, as 
PLUURUHGE\WKHPLOOLRQDLUH¶VLQGH[DOVRGH¿QHG,XH¶VSRVLWLRQLQWKHGLVFRXUVH6LQFHKLVFRPSDQ\
KDGDOVRVWDUWHG³IURPVFUDWFK´EXWGLIIHUHGIURPWKH1HZ5LFKLQWKHZD\WKDWKHKDGQRWLQYHVWHGLQ
¿UVWVHFWRUEODFNPDUNHWWUDGHEXWLQWRWKHkatakana commodities, he was a prominent spokesperson 
for the new ideal of the democratisation of luxury, by realising the “cultural living” as a narration of 
progress. He assumed the raising of living standards also further implemented the ideology of a New 
Middle buying convenient and “decent” electric goods, not luxury. Hence, Iue, the MITI, and other 
institutions risen in power could declare that luxury as surpassing social status was a matter of the 
premodern and early postwar Japanese past, while electricity and mass production of household goods 
announced the heyday of a new, modern and equally democratic Japan that could compete with and even 
surpass America as a maker and distributor of electronic appliances. Working together with designers, 
makers, and establishing brands advertised by the mass media, could help implement the ideal of a 
Japanese mass society that did not desire luxuries, but acknowledge them as future necessities. As 
OHIWZLQJVRFLRORJLVW0DWVXVKLWD.HLLFKL±DQGHFRQRPLVW0LQREH5\ǀNLFKLFULWLFLVHGLQ
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the “ideology” of the New Middle communicated a culture that relied on capitalism, mass media, and 
the separation of home and the outside, channelled by privatised consumption (Minobe/ Matsushita 
1960: 13-14). The new “Japanese modern” and “modern living” which the leading consumer brands 
communicated through the channels of state, electric companies, mass media and on the civic level 
by associations, and was willingly adapted by consumer cooperatives and housewives’ organizations 
rationalising their households with electric appliances as private consumption for the good of the 
nation. A bright new techno-nationalist life-style that seemed to be classless on the one hand, and 
on the other re-evaluating women’s roles as active and politically acknowledged participants in 
the new nation-building by means of “good consumption”. Nonetheless, this was highly debated 
by intellectuals as a capitalist perversion of democracy and hence a depoliticising process from a 
FLYLOVRFLHW\LQWRDFRQVXPHUVRFLHW\LQVRFLDOFULWLFDQGSXEOLFLVWƿ\D6ǀLFKL±
one of the leading commentators on all cultural and social transformations, ironically asked why a 
society needed all these “principles of freedom” in order to merely “buy a mixer”, showing that the 
connection of democracy and consumption was exaggerated and had lost its cultural and political 
SXUSRVH ƿ\D >@D $ SURIRXQG NQRZOHGJH RI FXOWXUH FRXOG QRW EH UHDFKHG E\ WKH
private consumption of positive luxuries, or commodities, alone.
As the IAI and MITI had begun to construct “taste” for necessities that centred on the manufacturing 
of dreams and the privatisation of consumption, fashion still remained as a product of ambivalent 
VWDWXVEHFDXVHLWFRXOGQRWEH¿[HGDVDSRVLWLYHOX[XU\DQGWKHUHIRUHVKDSHGLGHQWLWLHVWKDWGLIIHUHQWO\
organised people, goods, and ideas around the social space of mass consumption. The bereft former 
XSSHUDQGPLGGOHFODVVIDPLOLHVZKRKDGWR¿QGDQHZPHDQLQJLQOLIHDOVRKDGWR¿QGQHZLGHQWL¿FDWLRQ
possibilities. Luxury therefore remained as an artistic ideal of intellectuals and artists, as a prewar but 
PRGHUQWUDGLWLRQURRWHGLQWKH³(XURSHDQWKRXJKW´RIUH¿QHPHQWZKLOHWKHFORVHGH¿QLWLRQRIOX[XU\
as waste was discarded and retraced back to $PHULFDQLVP. The discursive “non-existence” of luxury as 
DSRVVLEOHVRFLRVSDWLDOUHODWLRQIRULGHQWL¿FDWLRQLQWKHGLVFRXUVHWKHUHIRUHRSHQHGXSWKHSRVVLELOLWLHV
and opportunities to take a different point of critique, especially against the negative connotations of 
VXSHUÀXRXVFRQVXPSWLRQ)RUWKHLQWHOOHFWXDOVWKH1HZ0LGGOH¶VWKUHDWZDVWKHLUHPHUJHQFHIURP
former “proletarian” and “capitalist” classes, as well as their desire to buy “luxuries” as long as they 
were young. By situating the New Middle closer to the “working class”, their desire for what was 
deemed as “cultural goods” was the only symbol which made them differ from workers and New 
5LFKFDSLWDOLVWVDOLNH7DNDKDVKL7VHH(NRQRPLVXWR1RQHWKHOHVVWKHPRUHWKH
ambiguous New Middle was discussed as an intellectual problem for sociologists, elites, artists, and 
cultural critics, the more EuropeVKDSHGVRFLDOWUDMHFWRULHVVXFKDV³HOHJDQFH´³UH¿QHPHQW´DQGDQ
alternative to the “democracy” that was lived and implemented in the early postwar years. It was also 
DQHIIRUWWRQDWLRQDOLVHOX[XU\DJDLQVWWKHLPSRUWHG$PHULFDQLVHG1HZ5LFKZDVWHIXOOX[XU\WKDWQRW
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only threatened the social status of the former upper and middle classes, but also the development of 
a Japanese democratic “culture”. 
2 CONSTRUCTING DISTINCTION: CULTURAL KNOWLEDGE
2.1 European luxury as distinction 
2.1.1 Differentiation markers to “normality”
&KULVWRSKHU%HUU\KDVGH¿QHGOX[XU\JRRGVLQFRQWUDVWWRFRPPRGLWLHVDVVXFK
³DOX[XU\JRRGLVDZLGHO\GHVLUHGEHFDXVHQRW\HWZLGHO\DWWDLQHGJRRGWKDWLVEHOLHYHGWREHµSOHDVLQJ¶
DQGWKHJHQHUDOGHVLUDELOLW\RIZKLFKLVH[SODLQHGE\LWEHLQJDVSHFL¿FUH¿QHPHQWRUTXDOLWDWLYHDVSHFWRI
some universal generic need.” (Berry 1994: 41)
The taste for luxury prefers intellectual and elite thought as a system of taste to order their 
habitus, which is set in a new environment of changing social structures, media, education, family, 
FRQVXPSWLRQDQGLQWKH¿UVWSODFHGH¿QHVVXEMHFWSRVLWLRQVDQGQHZFODVVLI\LQJUHODWLRQVEHWZHHQ
emerging social formations. The possibility for social mobility and distinction is inherent in material 
goods symbolising luxury, because luxury is “elastic”, which means that relations of distinction are 
relative, not absolute. But for the distinction to both negatively connoted luxuries as well as the 
cultured living promoted by NDWDNDQD OX[XULHV it was necessary to acquire the knowledge of the 
³UH¿QHG´FXOWXUHQRWRQO\DVGLVWLQFWLYHPDUNHUVIRUWKHDSSURSULDWLRQRIOX[XU\DV³SOHDVLQJ´WDVWH
of a generic need, but also as a premise of being able to buy clothing as a symbol signifying the same 
progress and democracy as the NDWDNDQDOX[XULHVbut differently. 
In 1952, professor of French language Maruyama Kumao (1907-1984) compared the “skies of 
Tokyo” with the skies of Paris: the latter had “elegant” fashion, but “under the skies of Tokyo, I 
would rather say it is a tragedy of pan pan: there is no arts at all” (Maruyama 1953: 45). For women, 
such as art and avant-garde critic Uemura Takachiyo (1911-1998), Paris was the centre of oshare 
with another meaning: the “beauty and spirit of humanism and democracy” (Uemura 1952:  22). As 
the Yomiuri Shinbun VWDWHGDERXWSDLQWHUDQG¿OPPDNHU-HDQ&RFWHDX$PHULFDKDG
an understanding of “convenience”, but France saw luxury as part of a “free culture”, and Japan 
VKRXOGFRQVLGHUERWKLGHDVWR¿QGDQDWLRQDOLPDJH<RPLXUL6KLQEXQ%XWWKH³-DSDQHVH
HFRQRP\´DQGVRFLDO³FRQVWLWXWLRQ´DFFRUGLQJWR6KLPL]X,NXWDUǀQHHGHGFRQVXPSWLRQDQGIDVKLRQ
to be “simple” and “modest” in order to create this postwar culture (Shimizu 1951b: 78-81). 
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In contrast to the “convenience” American culture promised, the luxury of Europe, especially 
France promised distinction: arts and elegance, oshare aesthetics of democracy, a national culture of 
freedom, and an understanding of simplicity and modesty regarding equality in poverty. These symbols 
were mostly enhancing the aforementioned negotiation and promotion of the image of Japan as a 
WUDGLWLRQDOO\FXOWXUHGVWDWHRIDHVWKHWLFVPRGHVWEHDXW\DQGDUWLVWLFUH¿QHPHQW,NHJDPL
379). The rise of the New Middle mass and privatised convenience consumption were also perceived 
as threat to the prewar middle classes and elites, by their plain mundanity and “degeneration” or 
“deviance”, and the more these realities collided with the ideal of democracy, arts and culture, the more 
the imaginary of Europe as luxury, difference and resistance gained attention by intellectuals, translated 
into women’s magazines as a popular idea and developed into a symbolic property of distinction and 
resistance by those who were accused of committing consumption. EuropeZDVDQHPSW\VLJQL¿HULW
carried as many symbolisations for the mainstream and master narratives as for cultural critique in the 
sociospatial relations that constructed distinctions. It also constructed a simultaneity of contradictions 
WKDWPDGHFKDOOHQJLQJGLVFRXUVHVSRVVLEOHRQWKHVDPHVXEMHFWSRVLWLRQVVXEVXPHGXQGHUWKHLGHDO
of the democratic nation. Europe also reinstalled the emphasis on culture instead on use value and 
science, a tendency which since the 1920s had been frowned upon as irrational
)UHQFKLQÀXHQFHGSDLQWHU,QRNXPD*HQ¶LFKLUǀZKRKDGDOVRGLVFXVVHG%DUEDUD'HDQ¶VLGHDORQWKH
-DSDQHVHNLPRQRDVDQ$VLDQPRGHUQLW\LQ&KDSWHU9RUJDQLVHGDURXQGWDEOHLQDQDUWVPDJD]LQH
LQRQOX[XU\+HGLVFXVVHGWKDWWKHUHQHHGEHDFOHDUGH¿QLWLRQRIOX[XU\FRPSDUHGZLWKWKH
Japanese culture, asking for a luxury that symbolised the “good” and righteousness of arts, because a 
country “without luxury” – as it seemed Japan would develop into – would be one “without culture”. 
Since the emphasis on mass culture was too extreme, and the MITI and electric companies supported 
the ideology of the “American way of life”, Inokuma shifted to France as an example of democracy 
and freedom for how to solve the Japanese problem: 
„[...]In France, although there is poverty and there are poor individuals, even in this situation there is still 
DQH[WUHPHO\KLJKGHJUHHRIFXOWXUH6RWKHSRYHUW\FDQQRWUHDFKRQH¶VKHDUW³*HLMXVWX6KLQFKǀ
Graphic designer and editor of the mass housewives’ magazine .XUDVKL 1R 7HFKǀ, Hanamori 
<DVXMLGHEDWHGLQWKHVDPHURXQGWDEOHWKDWWKHQHZULFK-DSDQHVHZRXOGQRWNQRZDERXWOX[XU\DQ\
PRUHGXHWRERWKWKHODFNRISURSHUHGXFDWLRQLQWDVWHDQGGXHWRWKHLQWHUIHULQJIRUHLJQLQÀXHQFHV
WKDW VXSHULPSRVHG WKHPVHOYHVRQVRFLDONQRZOHGJH&RQVHTXHQWO\ WKHJHQHUDOFXOWXUDOSHUFHSWLRQ
was blurred: 
“Well, people want these things like electric washing machines so badly that there is no competition for 
>UHDO@OX[XU\´*HLMXVWX6KLQFKǀ
+DQDPRUL¶VPDJD]LQHDOVRGLVWULEXWHGWKHVDPHIRUHLJQLQÀXHQFHVVKHDUJXHGDERXWEXWDGYHUWLVHG
the moral treatment of these new life-styles with Japaneseness. Since there “is a difference between 
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OX[XU\DQGZDVWH´RIWKH1HZ5LFKZKRMXVWUDQGRPO\DSSURSULDWHGWKHJRRGVWRIXUQLVKWKHLUKRXVHV
without taste, Japanese consumers needed to be educated on wasteful consumption (or, materialism) 
DQGXVHOHVVJRRGV±LQIDYRXURI-DSDQHVHPLQLPDOLVWDHVWKHWLFVDQGWKHXVHRIQHFHVVLWLHV*HLMXVWX
6KLQFKǀ6KHFRQFOXGHGWKDWHYHQGHSDUWPHQWVWRUHVKDGWREHHGXFDWHGWRVHOODQGH[KLELW
luxury goods, because they would not appeal to the customers at all, as Inokuma compared to the 
French department stores, which displayed even accessories very nicely, in order to “awake desires“ 
*HLMXVWX6KLQFKǀ7KLVSHUVSHFWLYHRIFKRRVLQJWKHLPDJHRI)UDQFH over Americanised 
methods of privatising mass culture were common with the intellectuals and artists constructing an 
alternative viewpoint and exclusive knowledge to their own Japanese culture, adopting their own 
image of Europe, or )UDQFH DV D UH¿QHG HGXFDWLRQ IRU WKHLU RZQ QDWLRQDO V\PEROV RIPRGHVW\
restraint, and Japanese ideals against the notion of “cultural” consumption by consuming electronics. 
2.1.2 France as positive luxury to Americanism
The more poverty was stressed as an ideal to restrain consumption, and the more the “excess” 
and “waste” were exaggerated (as committed) by consumption, the more (luxury) distinction was 
H[SUHVVHGE\XQGHUVWDWHPHQWPRGHVWFRQVXPSWLRQRI³VLPSOH´JRRGV5H¿QHPHQWRU³HOHJDQFH´DUH
necessary to de-qualify the intention to differentiate oneself by committing consumption, showing off, 
and therefore, inscribing negative aspects of luxury. The ideal of commodities instead of luxuries also 
describes the ideology of a consumer society under material abundance that is able to choose goods 
between necessity and luxury, which in the postwar, was embodied between the symbols $PHULFD and 
)UDQFH (see Brewer/Porter 1993: 1-15). 
As Lefebvre and Laclau and Mouffe argue: abstract space and the antagonisms produce, impose 
and reinforce social homogeneity, but also shape the pre-eminence of a “constitutive other”. This 
imaginary of Europe as the “other” in form of luxury shaped a differential space and produced a 
consciousness of critical thinking against the abstract space of materialism and capitalism, with 
ZKLFKWKH1HZ5LFKDQGWKHGHFDGHQW\RXWKZHUHUHODWHGWR6LPLODUO\WKHLPDJLQDU\DOVRIRUPHGD
utopia of unity, which claimed the same situational space of modesty and simplicity as the discourse 
on “normality” and cultural consumption did. The same way as “normality” and proper taste were 
educated as a “natural” and “individual” taste, so needed elegance to be “naturally” achieved, in order 
WRLQVWLJDWHD³FRPSHWLWLRQ´IRUOX[XU\DSDUWIURPWKHPXQGDQHHOHFWULFKRXVHKROGJRRGV*HLMXVWX
6KLQFKǀ7KLVZDVSDUWO\DFKLHYHGE\WKHGLVFRXUVHRQ(XURSHDQLGHDOVWKDWUHVLGHGEH\RQG
capitalism, all the more when positive luxuries such as washing machines and electric appliances were 
centred around the political and economic ideal of the middle which promised to democratise luxury 
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by capitalist (commercialist) mechanisms. The more consumer society converged into the space of 
the middle mass, the more the construction of differences, especially for the production of distinction, 
ZDVFDUULHGRXWZLWKDUJXPHQWVRQUH¿QHPHQWDQGHOHJDQFHWKDWEHFDXVHOX[XU\FRQVXPSWLRQZDV
seen as threat to mass democracy, converged into the discourse of Europe as a differential space of 
social positions articulated around re-territorialised “Japanese” values: elegance, UH¿QHPHQW, modesty 
and simplicity. 
Non-functional and imaginary values shape the image of European countries which were 
particularly strong in postwar Japan, as the postwar state authorities as well as intellectuals searched 
for reasonable models for different politics and measures in order to re-build the nation. The not 
DOZD\V SRVLWLYHO\ H[SHULHQFHG FRQQHFWLYLW\ DQG UHIHUHQFH WR (XURSHDQPRGHUQLW\ VLQFH WKH0HLML
Period served as marginal yet possible resistance against the dominant model of Americanisation 
(see Slaymaker 2002). Yoshimi Shun’ya has also stated in his theory on Americanisation that during 
WKH0HLML3HULRG³)UHQFKVW\OHZDVLQYRJXHZLWKHOLWHVDQGERXUJHRLVZKRJDWKHUHGLQ*LQ]D>«@
6KLVHLGǀ-DSDQ¶VODUJHVWFRVPHWLFVFRPSDQ\SURSHOOHG)UHQFKWDVWHWRWKHIRUHIURQW´EXWERWK%ULWLVK
and French styles were overwhelmed by American consumer culture in the 1930s (Yoshimi 2000: 205). 
Nonetheless, the postwar elites and former upper classes, from the standpoint of loss and distinction, 
favoured marginalised French style, which was interwoven into the process of Americanisation as a 
SRVVLEOHLGHQWL¿FDWLRQDQGFRQQHFWLYLW\WRalternative modernities which could also re-enact aspects 
of Japaneseness. 
Many different European models, such as the British model of austerity which encouraged savings 
and the disciplining of consumption (see Garon 2006), were adopted as cultural images that offered 
a broad spectrum of symbols and ideals how Japanese modernity could be created and negotiated. 
America’s symbols revolved around individualism and democracy, but its negative images of a 
IDLOHGZHOIDUHVWDWHDQGRVWHQWDWLRXVFRQVXPSWLRQPDGH LWGLI¿FXOW WR UHO\RQ IRU WKH LQWHOOHFWXDOV
Thus they turned towards different models of the postwar European states who were situated in 
similar postwar conditions as Japan, and could serve as alternative spaces to solve social and cultural 
problems. Although America as a symbol disseminated violence and desire, the negative aspects were 
accumulated in the consumption and behaviour of a concept which served as the incorporation of all 
“wrong” social practices: $PHULFDQLVP%RWKWKH1HZ5LFKLQFRUSRUDWLQJWKHH[DJJHUDWHGKDELWXVRI
$PHULFDQLVP in shape of perverted capitalism, overconsumption and of the wrong cultural practices 
in Japanese society, and the new youth cultures who used this symbolic $PHULFDQLVP as resistance and 
belonging, embedded the same “wrong” practices into the discourse on consumption as a constitutive 
DQG WKUHDWHQLQJ H[WHULRUZKHQ DUWLFXODWHG DV XQLW\ VHH/DFODX0RXIIH &KDSWHU ,,$JDLQ
the unlimited capacity of “democracy” and “freedom” that was offered and which showed a linear 
tendency towards a homogeneous society in which every antagonistic potential would be dissolved, 
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FRXOG¿[PRUHLGHQWLWLHV LQWRDV\VWHPRIGLIIHUHQFH/DFODX0RXIIH7KHFRPSOH[LW\
was contradictory, and shaped relations of subordination of social spaces under the hegemony of 
America and Americanism, but the growing intervention of nationalist state and moral approaches to 
the consumption of images of these master terms could be challenged in the spaces that had already 
produced antagonisms and social noiseVXFKDVIDVKLRQ7KHSOXUDOLW\RIVXEMHFWSRVLWLRQVDQGWDVWH
as was discussed about fashion and “chic” (oshare) could manifest the imaginary of Europe, and 
especially of )UDQFH as consolidation of Japanese values that were still denied on luxury, as well as 
cultural, consumption. 
2.1.3 Communicating complex “French luxury” in magazines: upper 
class magazines as channels for distinction
The leading women’s magazines which fostered the introduction of European high culture as a 
concept of distinction were )XMLQ.ǀURQ, and to a lower extent,)XMLQ*DKǀ and Sutairu as well. 
)XMLQ.ǀURQ, renown for addressing elite women, intellectuals, and giving space for female artists 
and intellectuals, rather than directly addressing housewives, was not only more frequently trying 
to appeal to all women with columns about consumption, design, and fashion as new cultural 
values, but also exclusively dedicated about ten colour pages of each issue to French haute couture, 
as appeared in Vogue since 1950, when the “French fashion phase” started. This was also due to 
)XMLQ.ǀURQ’s struggle with the image of being a less popular women’s magazine, because its topics 
were too intellectual, and readership always remained limited to a lower place in popularity than 
housewives’ magazines. The fashion spreads were always followed by an explanation of European 
high cultural taste, upper class ideals and fashion history or other famous dressmakers/ historians in 
order to maintain their status of high intellectual quality. )XMLQ.ǀURQ was the most progressive and 
less populist in their ideals on Europe or “clothing”, and published articles by intellectuals criticising 
and shaping culture from different angles and viewpoints, allowing and expressing both critique and 
adaptation. 
Not only women’s magazines, but also some general magazines adopted the prevalent nostalgia for 
Europe, mostly Germany, Italy, and France, but also Eastern European socialist thought. A whole array 
of postwar intellectuals adopted their Europe as a viewpoint of progress and left-wing democracy, 
although there was a vital critique between intellectuals and non-intellectuals. &Kǌǀ.ǀURQ, .DL]ǀ 
and especially the arts magazines such as %XQJHL6KXQMǌ and *HLMXWVX6KLQFKǀ centred on the cultural 
metropolis of Paris and established a framework of “re-discovering” European modernity (<ǀURSSDQR
VDLKDNNHQVHH*HLMXWVX6KLQFKǀ7KHSUHYDOHQWLGHQWL¿FDWLRQZLWKSRVWZDU(XURSHDQWKRXJKW
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FXOWXUHDQGGHPRFUDF\E\PRVWO\OHIWZLQJDUWLVWVLQWHOOHFWXDOVDQGMRXUQDOLVWVDEURDGDQGLQ-DSDQ
VXFKDVUHJXODUFRQWULEXWRUVVFXOSWRU7DNDWD+LURDWVXFRUUHVSRQGHQW6DVDPRWR6KXQML
DQGOLWHUDU\FULWLF.RQ+LGHPLVHH&KDSWHU9VDZ(XURSHDVresistance to the culture 
VWDWHWKH-DSDQHVHDXWKRULWLHVWULHGWRLQVWDOO.RQ+LGHPLDOWKRXJKRQHRIWKHPDMRUSURSRQHQWVRI
the culture state when manager of the arts department at the Ministry of Education from 1945 to 
1946, still reserved a loyalty to French literature and thought in the 1950s as form of critique. Many 
discussions thus focussed on a thorough intellectual comparison with France, connected to the prewar 
LGHQWL¿FDWLRQRI7RN\RDV WKH ³3DULVRI$VLD´ DQGFXOWXUDO FHQWUHRI -DSDQ DV H[HPSOL¿HGE\ WKH
SURIRXQGFRPSDULVRQZLWK6DUWUH¶VDQGSDUWO\$OEHUW&DPXV¶WKRXJKWVRQDWKHRU\RQH[LVWHQWLDOLVP
DQGXQLYHUVDOLW\DVFXOWXUDOFULWLF.DWǀ6KǌLFKLGHVFULEHGZKLFKUHPDLQHGVWURQJXQWLO
WKHUHYLYDORI)UHQFKWKRXJKWLQWKHODWHVVHH.DWǀ6ERRNRQ6DUWUH
7KHGLIIHUHQFHVLQWKHPDJD]LQHV¶SKLORVRSKLHVDQGDXGLHQFHVDOVRUHÀHFWHGWKHVWDWHRIWKH³)UHQFK
phase” as a mass phenomenon:)XMLQ*DKǀ and Sutairu were centred on mass consumption, mostly in 
terms of fashion, but also lifestyle in the cultural metropoles of France and Italy. The reports of )XMLQ
*DKǀUHÀHFWHGZRPHQ¶VWRSLFVVXFKDVHWLTXHWWHIDVKLRQORYHDQGPHQEXWDOVRPXVLFDQGFXOWXUH
of the capital cities, mostly Paris, which were represented by stars and fashion designers studying 
DEURDGVXFKDV IDPRXVFKDQVRQVLQJHU ,VKLL<RVKLNRZKRZDVDSURPLQHQW¿JXUH LQ
articles on the music industry and the way of living in France (see Ishii 1954; 1955; Fig. 16). While 
Sutairu did not delve deeper into intellectual problems, )XMLQ*DKǀ still published critical articles, but 
continuously attempted more to educating housewives. Sutairu in contrast was exploiting the mass 
marketing aspect of the “French fashion phase”, and, as Takata had accused the head of the magazine, 
8QR&KL\RRI³QRWXQGHUVWDQGLQJ´WKH³UHDO´)UDQFHRIIHUHGSRSXODUYLHZVRI)UHQFKIDVKLRQIHDWXUHG
love language lessons ($EHNNX)XUDQVXJR) in 1956, but also accounts from designers and artists to 
and from Paris. Even Asabuki Tomiko (1917-2005)5, besides her upper-class background and feminist 
left-wing ideas on democracy, also introduced presented the newest changes in the fashion designer 
world in these magazines (see Asabuki 1958). 
For artists, novelists and dressmakers, it became fashionable to go abroad to Europe, especially 
WR )UDQFH:KLOH LWZDV FRQVLGHUHG DV DPDMRU ULVH LQ VRFLDOPRELOLW\ IRU ³IDVKLRQ´ GHVLJQHUV RU
dressmakers when they went abroad to France to “raise their value”as “extreme measures” of success, 
as Katsura Yuki had mentioned in her critique on dressmaking (Katsura 1953: 230), the distinguishing 
factor soon also became the difference between only “raising” one’s value and knowing the “real” 
Europe. However, the discourse raised nostalgia by consuming France, from newspapers’ “Paris 
5 Asabuki is well known in France as novelist, friend to Simone de Beauvoir and to Sartre specialist and critic 
.DWǀ6KǌLFKLDQGDOVRWUDQVODWRURI)UDQoRLVH6DJDQ¶V%RQMRXUWULVWHVVH and de Beauvoir’s MémoiresDVZHOODV&KULVWLDQ
Dior’s biography (1953). She served as Sartre’s and de Beauvoir’s interpreter in 1966 during their visit to Japan. In the 
1950s and 1960s, she regularly contributed to arts magazines such as *HLMXWVX6KLQFKǀ on Japanese arts and life in Paris.
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mode” columns over the Paris corresondences, which were 
mostly dialogues between Japanese at home and abroad on life 
and cultural circumstances, towards “Pari” as part of Japanese 
cultural thought and distinction. Many individuals belonging to 
the prewar upper and middle class, but also students and working 
women alike adopted this )UDQFHDVSDUWRIWKHLULGHQWL¿FDWLRQ
process, and consequently many of them also went abroad in the 
late 1950s or 1960s in order to study or live in Europe.
%XQJHL6KXQMǌ’s correspondents such as European-educated 
critic Oketani Shigeo (1910-1983) which had mostly lived in 
France in the prewar, informed its readers very early how the 
French lived their traditional (prewar) French lives, how workers’ 
life circumstances were involved into the intellectual and mass cultural process and resistance, where 
to go, what to read, buy and watch, and what to wear (see Oketani 1949; Nishimura E. 1952a-c). Many 
articles focussed on Japanese artists in France, such as the 1949 “3DULWVǌVKLQ” by Franco-Japanese 
novelist Yamata Kiku (1897–1975) in the mass magazine *XQ]ǀ, and claimed a hybrid identity 
for Japan herself (see Yamata 1949: 13-18).6 This was accompanied by Japanese artists’ success 
stories in France and a re-evaluation of Japanese culture by moving Japanese issues to Europe in a 
broader global scheme of cultural exchange (see Takata H. 1953). The %XQJHL6KXQMǌ correspondents 
also wrote for )XMLQ.ǀURQ and )XMLQ*DKǀ, cultural critic and novelist Asabuki Tomiko (Asabuki 
1950; 1951; 1952), Ishii Yoshiko, and Takata as well. The )XMLQ.ǀURQ also published a written 
FRUUHVSRQGHQFHEHWZHHQ8QR&KL\RDQG7DNDWDZKLFKOHWWKHPDVV³)UHQFKIDVKLRQ´DVFRQVXPHU
good clash with the knowledge and representation of “real” )UDQFH as luxury. The correspondence 
resulted in Takata accusing Uno of seeing France through the eyes of a Japanese woman who had, 
like so many other Japanese, only been to Paris for three weeks. That meant her craving for fashion 
and the ideal of love and freedom, which were only representations of the Japanese image of )UDQFH, 
were disdained by the intellectual Takata. Uno told Takata that she did not understand a word he was 
VD\LQJDERXWH[LVWHQWLDOLVWSKLORVRSK\&DPXVDQGWKHHYHU\GD\OLIHRIRUGLQDU\SHRSOHZKLFKGLG
not resemble the ideal of “luxury” Uno had in mind (Takata/Uno 1951: 116). Both the articles and 
intellectuals’ essentialising and constructing an imaginary space of Europe, as well as the formation of 
a specialised knowledge by “those people abroad” who continually explained to readers the situation 
the Western European countries faced, also fed the discourse of distinction between Marxist political 
6 <DPDWDLVNQRZQLQ(XURSHDVD-DSDQHVHQRYHOLVWZKRZDVIULHQGVZLWK-HDQ&RFWHDXDQGRWKHUKLJKO\UHQRZQ
French novelists. She lived in Paris during the 1920s and 1930s, was shortly imprisoned in Japan during wartime, and 
UHWXUQHGWR)UDQFHLQWKHSRVWZDU)RUIXUWKHUUHDGLQJVHH&DWKHULQH$PHVZKRVWDWHVWKDWVKHSUHVHQWHGKHUVHOI³ERWKLQ
Orientalist mode and in the tradition of French enlightened republicanism” (Ames 2008: 405). 
Fig. 16: Ishii Yoshiko “singing in Paris” 
(Ishii 1955: 72). 
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HQJDJHPHQWHVSHFLDOO\DIWHUWKH5HG3XUJHVLQWKHVDQGWKHJURZLQJ-DSDQHVHFDSLWDOLVP7KH
European goods were scarce, but the formation of “knowing” the right goods, which symbolised 
elegance through the articles and accounts of people abroad, also reinforced the capitalist mode of 
DFTXLVLWLRQ3HRSOHZHUHFULWLFLVHGIRU WKHLU ODFNRI³UH¿QHPHQW´VXFKDV8QRDQGWKH³-DSDQHVH´
visitors to Europe did not “know” the “real” place, the real people or democracy, and therefore, 
exclusive taste within the imaginary of Europe as a social space was created.
2.2 Representations of social phenomena: luxury fashion
Fashion played an important role in  connecting the intellectual thought and mediating it, but 
there was a clear distinction between the “French phase” of mass fashion and the French phase in the 
MXGJHPHQWRI³WDVWH´DVDHVWKHWLFLGHDO$QDUWLFOHRQ(XURSHPRVWO\GLVVHPLQDWHGGHVLUHVDQGGLVWLQFWLRQ
shaped by political ideas, descriptions of life in the reconstructed cities, arts, what magazines to read, 
where to go, and what to wear, so that any Japanese reader could imagine themselves in the place of 
Europe, although most of them would not visit until the 1960s. The knowledge production on France, 
especially Parisian everyday life and the cultural comparison to Japan served to frame an ideal of 
alternative democracyZLWKLQ WKH VDPH VRFLDO LGHQWL¿FDWLRQ RI -DSDQ7KHUHIRUH OX[XU\ DOWKRXJK
understood in consumption, was rather the consumption of an ideal which saw the foreign import of 
European culture superior to general mass-production and $PHULFDQLVP in form of commercialism. 
7KHUHIRUHWKHLPDJLQDU\DQGWUDMHFWRU\RIWKHSRWHQWLDO¿HOGRI(XURSHDQFXOWXUHZDVLQWKHFHQWUHRI
idealising luxury (consumption), which could reinstate Japanese values. 
As mentioned in the beginning, luxury consumption also manages to link the exclusivity of the 
luxury consumption to body, person and personality. Since clothing is always discursively appropriated 
RQ WKHERG\DVVHHQ LQ&KDSWHU9 LW LV UHJDUGHGDVQRQIXQFWLRQDOEXWDOZD\VFRQYH\VV\PEROLF
PHDQLQJ:KLOHOX[XU\QRWRQO\HYROYHVDVDV\PEROLFPDUNHUE\³UH¿QHPHQW´LWDOVRGHYHORSVRXW
of scarcity. Dressmaking designers who taught haute couture, were often the only individuals who 
possessed French haute couture, even though they and their students mostly executed ordinary apparel. 
Their medial and social rise as tastemakers let them disseminate desires, but similarly maintained the 
notion of scarcity of elegant haute couture. The ideal of Europe as an image of scarce luxury also 
transcended into mass culture in the “French fashion phase” of the early 1950s, but exceptional value 
was added as a form of intellectual critique against the mass consumption of the rising New Middle: 
in 1957,)XMLQ.ǀURQ accounted that women went to universities to have the opportunity to lead a 
different life beyond the middle-mass household, as a form of emancipation. On the contrary, 7%6
Radio witnessed the change of New Middle women entering universities as the “social fall” and 
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intellectual decay of female students which, instead of thriving to be intellectuals, only tried to get 
PDUULHGDQGVWXGLHG)UHQFKOLWHUDWXUHWREHLQJDEOHWRFKRRVHDQDSSURSULDWHKDQGEDJWRWKHLURXW¿W
.DQǀ7KHWHQVLRQEHWZHHQH[FOXVLYHDFTXLVLWLRQNQRZOHGJHRIOX[XU\DQGWKHFRQVXPHU
culture were ridiculed, so the discourse of the symbol of )UDQFH as being played out in the game of 
distinction in consumption, was clearly marginalised by the late 1950s. 
Postwar Western Europe was also involved in the global struggle of dealing with a new political 
world order, Americanism and Occupation. While divided Germany reacted differently towards 
the problems of poverty and Occupation, the French cultural politics not only supported the re-
establishment of the high fashion industry, but also an ideology of political and “democratic” 
resistance towards both Occupation and against $PHULFDQLVPDVDEDGLQÀXHQFHRQWKHLUFXOWXUH7KH
USA also reacted towards this European cultural protectionism and declared their “own” style as 
UHÀHFWLQJ$PHULFDQLGHDOV
³µ(OHJDQWGUHVV¶ZURWH(FRQRPLVW7KRUVWHLQ9HEOHQLQLQ7KH7KHRU\RIWKH/HLVXUH&ODVVµVHUYHVLWV
purpose of elegance not only in that it is expensive but also because it is the insignia of leisure.’ But in the 
U.S., the meaning of elegance has changed as much as the meaning of leisure. […] Paris can still claim its 
title as the custom-fashion capital of the world. But the French still design for Veblenesque leisure.” (TIME 
1955)
At the beginning of the century, but especially in the postwar, the US fashion discourse began 
to challenge the dictate (and simulation) of French haute couture and started a crusade to repel 
conspicuous consumption: more and more American designers, as well as general magazines, 
opposed the “ignorant” French luxury fashion and promoted the more casual, consumer-oriented 
American Look. This look was made by designers who mostly represented the nation as women 
DQGPHQIXO¿OOLQJWKH$PHULFDQ'UHDPRIWKH&RQVXPHUV¶5HSXEOLFVWDUWLQJVRPHVPDOOEXVLQHVVHV
which later, due to a practical – but almost always deeply “conservative” – fashion idea, became big 
business (TIME 1955). One of the several TIME articles bashing French fashion after 1950, attacked 
the so-called “fashion dictators” of the haute couture who were faced with upstarts from the USA and 
increasingly ready-made fashion from Italy (TIME 1951). The development of the American mass 
fashion market digressing from the European couture and installing a mass marketing system within 
the ideological concept of democratisation of consumption did not go unnoticed in Japan. Parisian 
haute couture was destined to become isolated from the democratic ideal of mass consumer society, 
EXWE\HVWDEOLVKLQJFRS\ULJKWVEUDQGVDQGODEHOVDQGDSSHDOLQJWRIDVKLRQEX\HUVDQGMRXUQDOLVWV
3DULV¿QDOO\UHHPHUJHGDVWKHFHQWUHIRUWUDGLWLRQDOKDXWHFRXWXUHEHFDXVHWKH\DGDSWHGWR$PHULFDQ
advertising mechanisms (Yamada T. 2000: 102-153).
The 1940s New Look and the “waste” of labour and materials that accompanied the mostly 
conservative style of women’s fashion culture, also set the trend for the expansion of mass marketing 
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and stimulated the “cult” of the profession as designer. The ideal of “high fashion” versus the market, 
which was also pursued by the same stars of fashion and dressmaking, also ensured the reinvention 
RISDUWLFXODUVRFLDOKLHUDUFKLHVDQGFODVVVWUXFWXUHVDOWKRXJKWKHLGHQWL¿FDWLRQRI³FODVV´VKRXOGKDYH
been abolished by the implementation of democracy. 
Nonetheless, the discourse on consumption in early postwar Japan differed from both the USA and 
European adaptations of the New Look. The Japanese discussion on the fashion cycle as an emulation 
of American style-books and imitation of foreign culture severely questioned postwar culture as a 
culture of darkness, and dichotomised consumption patterns between “right” and “wrong” as well 
DVWKHUROHVRI³JRRG´KRXVHZLYHVDQG³ZURQJ´FRQVXPHUV1HZ5LFKZRUNLQJZRPHQ:KLOH
in many postwar European countries, such as Britain and Germany, the high fashion of France was 
UHMHFWHGE\LQWHOOHFWXDOVGXHWRLWVFRQWUDVWWRDXVWHULW\LQ-DSDQYDULRXVFRPSRQHQWVRI)UHQFKFRXWXUH
were adapted and disseminated into the fashion culture as interpretations of the taste for “elegance” 
as a fundamental part of austerity, in harmony with poor everyday living conditions. The emphasis 
of a country that faced the same problems as Japan did, also developed a form of beauty in poverty 
which could be interpreted as an artistic form of democracy. Nonetheless, designers and consumers 
used these components accordingly to social status and political position: every social formation 
adopted different forms of meaning of French fashion and the imaginary of )UDQFH. Nonetheless, 
LQFRPELQDWLRQZLWK WKH UHMHFWLRQRIERWK³OX[XU\´DQG\RXQJ³ZRPHQZLWKRXWDKRXVHKROG´ WKH
FRQVWUXFWLRQRIWKHVLJQL¿HURIEurope, or )UDQFH, as a symbol of distinction and democracy, also 
promised a form of restricted knowledge which could lead to social mobility. 
This idea of equality was criticised by many who saw the contradictory meaning of mass-
SURGXFLQJIRUDQGGHPRFUDWLVLQJFRQVXPSWLRQDVD ODFNRI³UH¿QHPHQW´ZKLFK¿QH-DSDQHVHDUWV
VKRXOGUHÀHFW$OWKRXJKOX[XU\ZDVDVLJQRILQHTXDOLW\LWZDVUDWKHUXQGHUVWRRGDVDVLJQRIFXOWXUDO
innovation and development, while the overconsumption of American “apparel” would lead to the 
decay of Japanese culture. Intellectuals as well as economists feared the American dictate of equality 
by wasteful consumer practices that were established on “commercialism”. The more the US relied 
on its market and centre of global trade beyond the European market, the more Japanese intellectuals 
adopted the image of Europe as an alternative to this increasing global power. For Takata Hiroatsu, 
the factor of American capitalist commercialism was the problem: America was “goods and money”, 
but nothing that was “world’s best” (sekai-ichi), but France sold the image of “culture”, although this 
was criticised by Takata if intellectuals would surrender to the mass marketing of French culture it the 
³WKRXJKWWKDW)UDQFHLVWKHZRUOG¶V¿UVWFRXQWU\RIFXOWXUH´EHFDPHRQHVLGHGE\DOOWKH³GUHVVPDNLQJ
ODGLHV´7DNDWD+7KHUHIRUH(XURSHDQWUDGLWLRQVVHUYHGDVDIDFWRURIGH¿QLQJFODVV
against the Americanised border of the ordinary, as a partly rivalling space within the marginalised 
discourse of “luxury”. 
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American style was perceived as practical, but mundane, and in order to develop a superiority of 
³FXOWXUH´-DSDQHVHLQWHOOHFWXDOVUHF\FOHGWKHLPDJHVRIWKHVDPHPRGHVW\UH¿QHPHQWDQGWDVWHWKDW
were popular emblems as parts of the Japanese thing in the prewar, into their ideal of French cultural 
tradition. The Japanese symbols of their own cultural luxury were overlaid onto the ideals of European 
³FXOWXUH´DQGWDVWHZKLFKZDVHI¿FLHQWLQVHOIFRPSDULVRQZLWK)UHQFKIDVKLRQ(XURSHDQDUWVDQG
ideas of building new states based on alternative models of  democracy and peace. Japanese images 
of culture as consumption lay closely beyond $PHULFD in the Veblenesque leisure and European 
left-wing interpretation of democracy. Glamour magazines like Sutairu, /D%HDXWp, and )XMLQ*DKǀ 
focused on a wider scope of lifestyle behaviour, mostly concerned about American everyday fashion, 
¿OPVWDUV¶OLYHV:HVWHUQVW\OHIRRGDQGWKHOLNHV$FHUWDLQFULWLTXHRIWKH$PHULFDQPXQGDQHVW\OH
arose as soon as 1947, when not only fashion designers writing for the magazines, but also artists and 
intellectual abroad, mostly in France, indicated that there was “something more” than American life-
style centring around good but well-behaved middle class home style: a glamorous traditional and 
often more delicate Europe. 
2.3 Producing exclusivity and distinction
Nonetheless, this imaginary of Europe or )UDQFH within the symbol of $PHULFD was not an imposed 
idea, but a dynamic adoption of many factors of bilateral relations. France regained its idealisation as 
the country of liberal arts not only because of fashion and the re-institution of the couture market, but 
also of an alleged cultural proximity with the defeated nation Japan: the European countries suffered 
under the same conditions that Japan was experiencing: hunger, another American Occupation Force, 
and restoration after an involuntary militarist occupation in wartime. For many upper class Japanese 
who had been born and raised before and in the war, Germany had been the capital of philosophy, 
medicine, and thought, France the one of arts, luxury and fashion, and England a behaviourist Empire 
(Hayashi S. 1957: 218; Sazanami K. 2007).Those images did not vanish as easily as the formation of 
capitalist hegemony tried to impose, because, as mentioned in the beginning, the feeling of loss and the 
urge to re-orientation could be bridged with “imagined” Europe as a link to prewar Japanese cultural 
values in order to re-install social cohesion. The more “American-style” mass media and cultural 
phenomena, for example the cabarets and musicals instead of European style operas dominated the 
scene as formations of mass culture in Japan (see Takata H. 1953), the more criticism and nostalgia 
towards the “vanishing” values of Japan grew by relocating it to the images of European “postwar 
reconstruction”. Thus, this thought was culturally more proximate to properties around the distinctive 
IRUPDWLRQRI³OX[XU\´ WKDQ WKHQHZLGHDOVRIGHPRFUDF\DQGFDSLWDOLVPZKLFKZDVDOVRUHÀHFWHG
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in the taste of individuals: the idealisation of )UDQFH was reinforced into political and intellectual 
thought as well as consuming practices.
The reinvention of Japanese luxury was represented by a distinction of preferences in many cultural 
DQGVRFLDODFWLYLWLHVIRUH[DPSOH¿OP$VPDQ\SHRSOHFRQVLGHULQJWKHPVHOYHVDVWKH³0LGGOH´LQWKH
LPPHGLDWHSRVWZDU\HDUVZHQWWRVHHWKHSURSDJDQGD¿OPVRIWKH86,6DV³VHOIPRWLYDWLQJWRROVIRU
PDWHULDOSURVSHULW\´EHFDXVHPRVWRIWKH¿OPVVKRZHG$PHULFDQDIÀXHQFHDQGFXOWXUDOKHJHPRQ\
(Tsuchiya 2002: 209-210), while others were seldom interested in screenings and did not visit the new 
community citizen centres (where the screenings took place), established by the communities in order 
to decide and educate political and communal issues, install libraries and prepare cultural activities. 
Europe remained as a referential other especially in women’s magazines and cultural thought for 
VRFLDOIRUPDWLRQVWKDWVDZWKHPVHOYHVLQDSUREOHPDWLFSRVLWLRQRIFRQÀLFWLQJSUDFWLFHVZLWKWKH1HZ
Middle of skilled white-collar workers and salarymen. 
,QWKHFLWLHV¿OPVWLOOPDLQWDLQHGDYLVXDOPDVVPHGLDWKDWZDVQRW\HWFKDOOHQJHGE\WHOHYLVLRQ
and therefore many people often went to see (even censored) American, European, and Japanese 
¿OPV0DQ\-DSDQHVHZKRZHUHHGXFDWHGLQWKHSUHZDUKDGDQXSSHUPLGGOHFODVVEDFNJURXQGRU
ZHUH VWXGHQWV LQ WKH SRVWZDUZHUHPRUH LQWHUHVWHG LQ)UHQFK¿OPV ³EHFDXVH WKH\ZHUH FORVHU WR
our realities” (Sazanami K. 2007), so Europe possessed attributes that were easier to integrate into 
the wish for the creation of culture. In the postwar, Japanese of the middle and upper classes felt 
culturally more proximate towards European topics, thought and modernity which they had been 
educated in, and towards postwar realities of defeated and destroyed European countries which 
were comparable to the Japanese everyday life. Although Japan had not established a “vernacular” 
modern culture (Iwabuchi 2002: 107) to Europe yet, Europe as a imaginary itself served as the 
cohesive vernacular modernity towards the superimposition of a globalised American way of life, a 
presupposed shallowness of cultural thought, conformism, and, as the image remained a referential 
other, as alternative critique, and the discourse inscribed itself as a consistent narrative. As Thomas 
5LPHUDQG.HYLQ'RDNKDYHDQDO\VHGIRUSRVWZDULQWHOOHFWXDOVEurope, and especially French and 
German thought that had gained an important position as intellectual viewpoints since the 1920s, and 
in the postwar, this view was increasingly seen as an alternative space of critique on the Japanese 
efforts of culture state and rationalisation. The relations between )UDQFH as an indirect democratic 
other than the “direct other” America developed into a fruitful alternative for intellectuals and writers, 
but also served as an articulation for the lost values of the upper classes and a form of democratic 
nationalism (see Slaymaker 2002; Doak 2002). 
The new generation was a hybrid between adopting European thought and living the American 
way of life, which also was a sign of rebellion against the moralist and nationalist mainstream that 
RUGHUHG HYHU\GD\ OLIH XQGHU WKH VXPSWXDU\ ODZV RI UHJXODWLQJ FRQVXPSWLRQ:KHQ.DWǀ 6KǌLFKL
262
KATRIN GENGENBACH: SOCIOCULTURAL DYNAMICS OF CONSUMPTION IN EARLY POSTWAR JAPAN
developed his thesis on the globalised hybrid cultural identity of the Japanese in the late 1950s, the 
same thoughts were reinforced in his ideals, but re-formulated the condition a national essence of 
Japanese “hybrid” and self-exoticised character (]DVVKǌEXQND.DWǀ,QDGGLWLRQWKHRYHUVHDV
appreciation of Japanese culture and arts by European artists was an important factor of cultural 
comparison, and further elaborated by Japanese artists, who frequently compared Tokyo to Paris 
and wrote about the approval as the “sense” of Paris, such as the self-proclaimed “three musketeers” 
7DNDWD+LURDWVX7RPRH6DWRUXDQG6DVDPRWR6KXQML6DVDPRWR+RZHYHUWKLVDOVRZDV
a factor of critique when appreciation turned into exotisation of premodern aesthetics by respective 
IRUHLJQFRXQWULHVZKLFKZDVRIWHQWKHFDVHIRU-DSDQHVHUHSUHVHQWDWLYHVYLVLWLQJ&DQQHVRUWKH86$
as Takata Hiroatsu claimed in one article title about the “tragedy” of “cultural transfer” (see Takata 
H. 1956). 
Even the IAI reinforced the ideas on separate images of the West and disseminated the alternative 
idea even further into industrial and mass production; the packaging of 6KLVHLGǀ’s Zotos cosmetics 
in 1953 was described as combining “American-style candour and sensitivity”, while another line of 
6KLVHLGǀ (Tisseau) was matching the “European-style taste of elegance”, and other packaging of make-
up resembled several tasteful ideas thereof (shumiteki na aidia) (Shiroi 1950: 6-7). As the intention 
of .ǀJHL1HZV was to show the Japanese modern that could compete with “Western” modernity, the 
small paragraph describing the pictures stated that there were few foreign cosmetics displayed, but 
emphasis was laid on the task of the (Japanese) designer to make good design.  
6KLVHLGǀ had already in prewar and wartime during the luxury prohibition continued to create 
aesthetically beautifying “deluxe” designs, despite matching their advertisement with the national 
mobilisation campaigns instead of promoting luxury. Nonetheless, as Gennifer Weisenfeld states, 
“commercial manufacturers skillfully [sic] balanced patriotic practicality and conservation with 
capitalistic luxury and consumption” (Weisenfeld 2009), and they did not cease to be luxury 
manufacturers in the following postwar, when luxury became the enemy of democracy. The changes 
occurred in the advertising, as mentioned before, alongside the tendency of the “democratic” 
campaigns of the electric companies: by depicting Japanese stars and models for make-up and 
cosmetics campaigns, they increased customer loyalty for national products. The “transnational” 
luxury, with which cosmetics manufacturers and to a certain extent even high-end department stores 
had reinforced their images and brands in the prewar, still served as distinctive marker in the postwar. 
While department stores had to endure more criticism than 6KLVHLGǀ the company’s emphasis on 
“elegance” and “candour” as a timeless, universal ethic of a Japanese “consumer identity” and “goods”, 
ZKLFK ³HQDEOH VHOIIDVKLRQLQJ WKDWZDV QRW VXEMHFW WR QDWLRQDO UDFLDO FXOWXUDO RU HYHQ KLVWRULFDO
limitations” (Weisenfeld 2009), clearly disseminated luxury taste into their design, advertising and 
loyalty campaigns.  
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,Q+D\DVKL6DEXUǀ  IRUHLJQFRUUHVSRQGHQW IRUMainichi Shinbun in Europe, 
in article in %XQJHL6KXQMǌ about “The Paris the Japanese love most”, summarised the key ideas of 
mostly left-wing intellectuals that had been focusing on Europe in the postwar, especially on Paris: 
French humanity, individualism, and self-conscience, alongside a mistrust in party politics, but a 
deep political everyday instead. He introduced his arguments with a very common statement which 
was repeated in almost every article about Europe and especially France: Japanese people who went 
to France thought that Parisian fashion was the same as the one seen at home in Japan, but Japanese, 
like a military group, would all buy and wear the same clothes (Hayashi S. 1957: 220). Japanese 
women’s “uniform style” was almost always compared to the exemplary strong individualism of 
French women who would not care about “mass fashion” even if the shop windows were full of the 
same colours (Hayashi S. 1957: 220). This “military-like” conformist mass fashion of the Japanese 
women and their lack of “style” often found their ideological counterpart with Parisian couture and 
women: French women would never wear what other women did. French women would choose 
different department stores to match their individual styles, and they would not always go to the 
PRVW H[SHQVLYH RQHV +D\DVKL 6   5H¿QHPHQW ZDV HVWDEOLVKHG HOVHZKHUH DV )XMLQ
*DKǀ¶VGHVLJQHUVDOUHDG\VWDWHGLQFRQFHUQLQJWKH)UHQFKWKHLUFORWKHVUHÀHFWHGWKH³PRGHVW´
EXWHOHJDQWO\GDUN3DULVLDQ&KLFZKLFKZDVDSSURSULDWHWRWKHLUOLYLQJFLUFXPVWDQFHVLQWKLVFDVH
malnutritionZKHUHDV$PHULFDQ&KLFZDVGRPLQDWHGE\ LWVZDVWHIXO OLYLQJVWDQGDUGDQGKHDOWK\
RVWHQWDWLRQ,Wǀ0
As aforementioned fashion designers and dressmaking schools were clearly criticised for being 
FUHDWLYH³GHVLJQHUV´ IRUPDQ\RI WKHVHIDVKLRQGHVLJQHUVVXFKDV7DQDND&KL\R6XJLQR<RVKLNR
.XZDVDZD<ǀNR ,Wǀ 0RKHL WKH ZD\ WR OHJLWLPLVH WKHLU RZQ GHVLJQV SULQWV DQG FORWKLQJ DV D
form of artistic knowledge, was to connect Western (European) fashion with a certain “amount” 
RI-DSDQHVHQHVVLQWKHLGHRORJ\RIFORWKLQJ,Q6XJLQRHYHQUHFHLYHGWKH&URL[GH&KHYDOLHU
WKH1DWLRQDO2UGHURIWKH)UHQFK5HSXEOLFIRUKHUHIIRUWVLQWHDFKLQJDQGPHGLDWLQJ)UHQFKFXOWXUH
RYHUVHDVVHH,ZDVDZD,QFRQWUDVWWRDUJXPHQWVRQWKHWDVWHPDNLQJSURFHVV&KDSWHU9
and Tanaka’s complaint that since the new opportunities for women at work had changed, the physical 
constitution of the Japanese body contradicted to “the form of life-style wearing [...] Western clothing” 
(Mainichi Shinbunsha 1956: 195-196), the consumption of French couture instead was regarded as 
unproblematic, also due to the fact that the only people owning haute couture were the designers 
themselves. 
3LHUUH&DUGLQ¶VYLVLWWR-DSDQZKLFKZDVDOVRSDUWRIWKHGUHVVPDNLQJERRPZDVDFFRPSDQLHGQRW
only by the coverage of his marvellous designs, but also combined with his praise of the “uniqueness” 
of the Japanese women’s “body proportion”. According to the couturiers, those proportions were 
most appropriate to French designs, so that Japanese women were naturally destined to wear 
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French couture: Japanese women were “more feminine” and “slender” (sensai) than their European 
FRXQWHUSDUWV6XWDLUX'LRU3LHUUH&DUGLQDQG)UHQFKIDVKLRQZHUHWKHJUHDWHVWV\PEROV
RI³HOHJDQFH´DSURSHUW\DOPRVW¿[HGWRWKHLPDJHRI)UDQFH(YHQIRUPHQ¶VZHDUIDVKLRQMRXUQDOLVW
7DQL&KǀMLVWDWHGLQDFRPSDULVRQRI$PHULFDQDQG)UHQFKVW\OHVWKDW)UHQFKPHQ¶VZHDUZDVVXLWHG
better for Japanese men, because the Americans were too tall, but the French were almost the same size 
7DQL&XOWXUHRQWKH(XURSHDQDQGFDSLWDOLVPRQWKH$PHULFDQVLGHVKDSHGWKHLGHDVRI
fashion by Japanese designers, while the cultural traits of )UDQFH lay closer to Japanese artistic ideals. 
Asabuki Tomiko declared that the “elegance” of French women, due to France being the most natural 
beauty of all foreign (Western) countries, resulted in a “natural and classic” chic (Asabuki 1951: 141-
ZKLOH7DQDND&KL\RLQWKHIROORZLQJFROXPQH[SORUHGWKHLQGLYLGXDOGHVLJQDQGSURIHVVLRQDO
PDUNHWLQJRI$PHULFDQIDVKLRQVKRZV7DQDND&:KHQZRPHQ¶VPHGLDVXFKDV
)XMLQ.ǀURQ started to introduce coloured pages of Vogue France every month since 1950, Madamu 
Masako educated the readers in the subsequent column called “Introduction to fashion” (0ǀGRDQQDL, 
1950; 1951) about the connection of Vogue’s and Harper’s Bazaar’s fashion and key accessories with 
European high arts. Although both magazines were of American origin and merchandise, and Vogue 
France exerted efforts to democratise luxury starting from the 1950s, the Japanese elite magazine and 
its authors re-invented French luxury. Madamu Masako explained high culture with an Orientalist 
view on Europe, such as choosing the right “colour” palette by the example of French artistic works 
like Picasso, the history of fashion, traditional upper class lifestyles, perfumes and luxuries of France 
(see Madamu Masako 1957). Madamu Masako mostly compared Japanese new cultural phenomena 
with the situation in France, such as Akasaka and the upper class Parisian quarters, but comparisons 
to the USA were mostly accompanied with American people’s status and different body shapes which 
were garishly different from Japanese “style” (see also Madamu Masako 1951). 
Madamu Masako, after one of the glossy four-page fashion spreads of haute couture in )XMLQ
*DKǀH[SODLQHGLQWKH¿UVWSDUWRIDVHULHVWKDWWKHE\WKHQDOPRVWRXWGDWHGVW\OHRIhaikara (high-
collar=elegant) was an evaluation of “pure elegance”. The series was decorated with photographs 
on Dior couture and French taste of check and other patterns, stating that it was the young women 
understanding this new phenomenon, but not the old wives over forty that chose “elegance” in a 
dressmaking shop (Madamu Masako 1955b: 199-200). It was the spendthrift, decadent youth that, 
XQOLNHWKHWUDGLWLRQDOLVWDQGIHXGDOPLGGOHDJHGZRPHQZDVFDSDEOHRIJUDVSLQJDQGMXGJLQJQHZ
FXOWXUDO V\PEROV (YHQ LQ )UDQFH 0DGDPX ZDV VXUSULVHG SHRSOH ZRXOG MXGJH RWKHUV RQ WKHLU
“elegance”, but because women of France chose black, their natural elegance was not only enhanced 
by the right accessories and the environment of their historic old Parisian quarters (Madamu Masako 
1955: 196). 
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Apart from the “Frenchness”, Madamu Masako usually introduced the Japanese thing as preceding 
French innovation: in the same article, she introduced check and striped patterns of the Tokugawa 
(UD DQG WKH.DEXNLFKǀ FRVWXPHV WKDW UHVHPEOHG FRQWHPSRUDU\:HVWHUQSDWWHUQV IURP3DULV )RU
Madamu Masako, this was the sign for Japanese creation: if Japanese premodern times were able to 
create patterns that were fashionable now, Japan seemed to be modern before modernity reached the 
West; the patterns which Parisian women declared as “chic” consequently were Japanese-invented 
pattern. Therefore, the “simplicity”of elegance found in Parisian black dress, matched with such 
accessories, was not a new invention, but in fact a nostalgia for the Japanese simplicity as part of 
historicity (Madamu Masako 1955: 197). Elegance, as embodied by French women, thus was re-
invented as a Japanese value which had existed long before modernity. More than that, she remarked, 
this high-collar culture was a civic culture of workers (“shitamachi”), and not one of the feudal or 
imperial court, as the emulation of an early democratic fashion culture (Madamu Masako 1955: 
197). As exemplary for an article on European luxury and Japaneseness, the last topic had to revolve 
DURXQGWKH-DSDQHVH1HZ5LFKUHDOLW\RI$PHULFDQLVP: Madamu Masako “regretted” the fact that the 
postwar youth would grow up without the knowledge about their traditional heritage of elegance, 
but which could be compared to the graciousness of French elegance now, and wished for a better 
education, such as the French had (Madamu Masako 1955: 200). 
The nuances in media coverage and the differentiation between America and Europe turned into a 
special knowledge that could be used for distinction and the “appropriate” consumption of luxury as 
a symbol in social spaces where borders were blurred. Assuming that the ideal of luxury was rather 
the rhetoric and the symbolic means than the goods themselves, the image of )UDQFH provided all 
phenomena of the aforementioned “luxury register” of exclusivity and beyond, especially in fashion 
consumption where the discourse used a moralist tone to establish national clothing. The educated 
readers therefore could understand, by being introduced to European media and style, fashion 
PDJD]LQHVOLWHUDWXUHPXVLFDQG¿OPWKHPRVWLPSRUWDQWIDFWVRIIDVKLRQFXOWXUHDQGWKHUHIRUHFUHDWHG
an image of closeness to the double-bound images of Europe which tended towards distinction.
3 LUXURY AS SOCIOPOLITICAL EMANCIPATION FOR WOMEN
3.1 Appropriate consumption of elegance as empowerment
)XMLQ*DKǀ published a spread on France in living (1955), converging classic music and chanson, 
OLWHUDWXUHDFFRXQWVRIWUDYHOOHUVDQGSLFWXUHVRIWKHPRVWLPSRUWDQW)UHQFKFXOWXUDOLFRQVE\.DWǀ
6KǌLFKLDQGRWKHULQÀXHQWLDO-DSDQHVH$OWKRXJKHYHQPRUHVHULRXVWKHPHVVXFKDVWKHFRORQLHVDV
266
KATRIN GENGENBACH: SOCIOCULTURAL DYNAMICS OF CONSUMPTION IN EARLY POSTWAR JAPAN
Indochina and the petit-bourgeois living of the French was mentioned, the same comparisons of 
equality between poor and rich, high culture, and chic were accounted for. One spread featured “the 
France on Ginza”: where to buy French baguette, which bars and cafés featured the atmosphere, 
and how the Japanese women chose the “Europeanisation” of their everyday lives, mostly clothing. 
Department stores were still not specialised enough, but from the quarters of Yotsuya-mitsuke to 
$NDVDNDPLWVXNHDQGRQWKH6XPLGDJDZD5LYHUWKHLQIUDVWUXFWXUHZDV³)UHQFK´0DUXRND
97). Even newspapers such as the $VDKL6KLQEXQ invited specialist on French haute couture Madamu 
Masako to evaluate the style on Ginza and promote an “effortless elegance” (Madamu Masako 
D5HLQYHQWLQJ*LQ]DDQGHYHU\GD\OLIHE\LWV³(XURSHDQQHVV´ZDVSDUWO\DQDUUDWLYHRI
“catching up” with the “West”, but also inscribed a nostalgic distinction into the discourse: Europe 
ZDVVWLOOSRRUDQGMRXUQDOLVWVDQGFULWLFVFRQVLVWHQWO\UHSRUWHGRQSROLWLFDOVWUXJJOHVDQGSRYHUW\DV
well as equality as the main points of French culture. Where, due to censorship, or other concerns, the 
political problems of Japan, strikes and the colonial discourse were not mentioned, it was possible to 
SURMHFWFULWLTXHRQWRWKLVUHLQYHQWHGEurope.
The Europe or )UDQFH that was discussed and consumed was not the hegemonic “West” that 
KDGRFFXSLHGWKH0HLML(UD,WZDVGLVORFDWHGIURPWKHSUHZDUWRVHUYHFRQVWUXFWLQJDQalternative 
viewpoint of an imagined “Western” space within the narrative of capitalist modernity, in order to 
be able to openly criticise the state, nationalisation, and Americanisation. Europe was a part in this 
social imaginary of democracy, but it could be paired with a Japanese form of essentialism which 
made it more real than the all-too-close master narratives of $PHULFD, and shaped a space for action 
WKDW FRXOG FULWLFLVH DQG UHVLVW 2FFXSDWLRQ DQG$PHULFDQLVDWLRQ WKURXJK D ¿OWHU 1RQHWKHOHVV WKH
(XURSHDQWKRXJKWZDVQRWDPHUHXQLGLUHFWLRQDOLQÀXHQFHRQ-DSDQHVHLQWHOOHFWXDOVEXWZDVFUHDWHG
DVDVRFLDOVSDFHRIGLIIHUHQFHVKDSHGLQDQ2ULHQWDOLVWIRUP6LPLODUO\WKH³MDSRQLVPH´E\SRVWZDU
French intellectuals and American mass consumerism, was captured as “Japan boom” in 1956 and 
7DNDWD FULWLFLVHG WKLV ERRPZKHQ WKH81(6&2 HVWDEOLVKHG D FXOWXUDO WUDQVIHU RI -DSDQHVH
Kabuki and Noh play and favoured the “return” to what he regarded as premodern traditions. At 
WKHVDPHWLPHWUDGLWLRQDOLVWNLPRQRGHVLJQHUƿWVXND6XHNRKLJKO\HQFRXUDJHGWKHERRPFDWDO\VHG
by the representation of prewar fashion icons, such as surrealist Elsa Schiaparelli (1890-1973) and 
others, who re-evaluated Japanese kimono as the ultimate Japanese aesthetics, a situation that was 
DOVRHYHQWXDOO\VXSSRUWHGE\WKLQNHUVVXFKDV6DUWUHDQG5RODQG%DUWKHVVHH7DNDWD+ƿWVXND
1957; Hokenson 2004). Schiaparelli, whose over-excessive and colourful creations were not regarded 
as fashionable after the war, had to close her studio in 1954. Her praise of colourful and labour-
intensive kimono can be regarded as a rediscovery of her individual work aesthetic, and less as the 
reinvention of tradition. This was crucial, since the reassurance of invented Japanese traditions was 
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regarded dangerous by all those Japanese intellectuals and artists who used the symbol of )UDQFH as 
the re-invented form of critique of Japanese authorities, nationalism and society. 
6DVDPRWR6KXQMLFRPSDUHG3DULVWR7RN\RVWDWLQJWKDWWKHOHDGLQJFXOWXUDOFULWLFVVXFKDV3DXO
9DOpU\UHPDUNHGWKDWLQRUGHUWREXLOGDFXOWXUHVWDWHRQVXEMHFWLYLW\DQGIUHHGRPWKH-DSDQHVHSHRSOH
needed to rethinkWKHLQÀXHQFHVRIRWKHUIRUHLJQFXOWXUHVLQRUGHUWREHXQLTXH(YHQLQWKHDEVWUDFW
comparison, the appropriation of fashion symbolised the high postwar culture of France, because it 
ZDV³KDUPRQLRXV´HYHQLQ³GDUNWLPHV´SHRSOHHQMR\HGWKHLUOLYHVDQGDGDSWHGWKHLUPDWHULDOFXOWXUH
to the circumstances of shortage and reconstruction by “wearing black” (Sasamoto 1950: 183, 188-
190). Japan therefore had to re-discover its creativity and harmony again; by adapting an individual 
image of )UDQFH which conveyed the meaning of freedom, arts, and democracy, Japan would neither 
ULVNWREHFRPHWRR(XURSHDQLVHGQRUZRXOGWKH³MDSRQLVPH´RIRWKHUFRXQWULHVFRQWDLQ-DSDQLQWKH
premodern tradition. 
The information set of nostalgia for French democracy, style, and culture could therefore adopt 
the structures that were shared by the cultural achievements of the 1940s, but could also interact with 
the former Japanese ideals on luxuries. It shaped distinction towards the new social formations the 
SRVWZDUKDGEURXJKWDORQJ7KH\HVWDEOLVKHGDQDOWHUQDWLYH¿HOGRIGLVWLQFWLRQDQGPDUNHUJRRGVWKDW
provided “constant”, “effortless” and “eternal” values, which made them especially interested into the 
Parisian haute couture and European high cultured way of living. These eternal values which had been 
discarded as “premodern” stirred up the nostalgia for a nationalised image of )UDQFH: the keywords of 
French elegance as part of a Western modernity, and the properties of modesty, historical knowledge, 
and forms of resistance served not only the purpose of criticising $PHULFDQLVP and the New Middle 
and reinstated Japaneseness as a form of alienated uniqueness, found in a cultural proximity towards 
the consumption of Europe as a symbol. 
&XOWXUDOFRQVXPSWLRQFRXOGDQGVKRXOGEHFDUULHGRXWSXEOLFO\EXWWKHLPDJHRIUHDOOX[XU\ZDV
instead characterised by its aesthetics, and its consumption therefore highly private. Visible high-end 
FRQVXPSWLRQZDVVHHQDVFRQVSLFXRXVVXSHUÀXRXVDQG WDVWHOHVVE\HLWKHUDIÀXHQWRUQRQDIÀXHQW
classes, since existing economic and consumer attitudes still had to maintain a certain level of 
modesty. This modesty was explained as the simplicity and beauty of the European cultural life. 
French people of the early postwar wore “modest” clothes, mostly in black, because their living 
conditions were as “dark” as the Japanese. In the following years, they wore black because they had 
a cultural consciousness and acquired understatement, being chic and wearing elegant clothes that 
ZHUHQRWSUHWHQWLRXVRUÀDVK\DV WKH-DSDQHVHZHUH)UHQFKHGXFDWHGSKLORVRSKHU0DHGD<ǀLFKL
(1911-1987) called the French life-style harmonious, while psycholosigst Miyagi Otoya (1908-
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2005) insisted that even if “the Germans are also oshare, the French are [even more] modest (chimi)” 
%XQJHL6KXQMǌ
Although it seemed that the discourses on France as a democratic alternative were led by male 
intellectuals, the critical point in which women positioned themselves, were the debates on fashion 
and dressmaking, and aforementioned contrast of the two leading fashion centres, USA and France. 
For the dressmakers and designers who underwent such a profound critique on their production 
DQGFRQVXPSWLRQSUDFWLFHVE\DOPRVWDQ\FXOWXUDODQGVRFLDOFULWLFDVDQDO\VHGLQ&KDSWHU9WKH\
consequently needed to distinguish themselves precisely by appropriating the distinctions between 
American(ist) style and French style in fashion in order to create Japanese style. As these comparisons 
between $PHULFD and )UDQFH also occurred in terms of philosophy and arts; and while $PHULFD was 
symbolised by market mechanisms and the need for rationality, )UDQFH still was symbolised as a 
IRUPRIUH¿QHPHQWE\HOHJDQFHHTXDOLW\DQGGHPRFUDWLFUHVLVWDQFH&RQVXPSWLRQRIWKHUHVWULFWHG
knowledge of the real )UDQFH as luxury therefore established a challenging layer of discourse which, 
even though not disconnected from the master narrative of the symbol $PHULFD, created a space of 
identifying with resistance towards the privatisation and mundanity of cultural goods. 
)UDQFH VHUYHG DV WKH FRQMXQFWLRQ EHWZHHQ UH¿QHPHQW DQG SURJUHVV EXW DOVR IRU WKH ZRPHQ
designers in the fashion industry as well as consuming women as an imaginary to legitimate their 
contribution to Japanese culture. Distinction became manifest, as the middle developed in the 1950s, 
in the accusation of the New Middle as pretentious and ideological, perceived as lower-educated, 
and since in particular upper and middle class “women without a household” did not entirely identify 
with the middle class housewife as the ultimate ideal and longed for luxuries instead. The image 
of )UDQFH remained strong as a cultural attitude of higher taste, even though most of those women 
striving for higher mobility were still relatively poor: almost all single working women had incomes 
that ranged around the poverty line, and this included the so-called impoverished upper class women. 
7KHLPDJHRIOX[XU\QRQHWKHOHVVZDVVWURQJHUIRUWKRVHZKRUHMHFWHGWKH³PLGGOHPRRG´DVJHQGHU
segregating, discriminating, and undemocratic in the workplace and sociocultural environment. The 
strong urge for building a “culture state” was still individually appropriated: the more the Japanese 
state institutionalised the IAI idea of cultural goods, the more consumers, but in particular the women 
in the fashion sector, adapted symbols of distinction as “appropriate” consumption. Accordingly, 
this pattern of thinking was also connected to the 1960s, when it became possible to go abroad to 
(XURSHIRUHGXFDWLRQDQGFXOWXUDOH[FKDQJH7KH\ZHUHQHLWKHU1HZ5LFKQRUSXUHGUHVVPDNHUVQRU
antisocial public consumers, but women claiming their situational territory of the “early postwar” as 
empowerment precisely where they were denied access by the hierarchising principles of Japanese 
democracy. 
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France was also seen as the country of women’s emancipation, which was especially important 
for women who were socially mobile, working women and especially female intellectuals, artists and 
designers, which were not taken as seriously as their male counterparts.  
As gender theorist Mire Koikari has recently shown:
³-DSDQHVHPLGGOHFODVVZRPHQ HQWKXVLDVWLFDOO\ZHOFRPHG WKH RFFXSLHUV¶ UHIRUP SURMHFW DQG HPEUDFHG
American discourses of democracy and gender equality, while also re-circulating prewar and wartime 
GLVFRXUVHV RI ZRPHQ IDPLO\ DQG QDWLRQ LQ RUGHU WR UHDVVHUW WKHLU RZQ UHVSHFWDELOLW\ DV µ-DSDQHVH
women.’[sic]” (Mire 2011)
Mire shows that women both reinforced and undermined social hegemonies and dynamically 
negotiated with power (Mire 2011), but the middle class ideal, although partly adapted, was also 
criticised by the aforementioned working women and artists, striving for a different social mobility 
and freedom than the domesticity of family and home provided. As a consequence, many of these 
women became more indulged into learning foreign languages, travelling abroad in the early postwar 
years until the 1960s, and appropriating the “realities” of Europe as a critique on their own culture. 
This also shaped their everyday practices, socially constructed by the acquisition of cultural capital by 
consuming Europe and by legitimating sense in the context of “intellectual thought”. 
However, these strategies of resistance also responded to the mainstream and $PHULFDQLVP 
in form of consuming fashion and images; in the context of the discourses, the Orientalism and 
power relations found in both images of American and European democracy overlapped each other, 
but created distinguishable markers between the middle-class and American ideal of equality and 
women’s strive for democratic freedom. Anthropologist Karen Kelsky has also captured the fact that 
during the Occupation, the symbol $PHULFD also corresponded to the critique by middle-class females 
on gender segregation (see Kelsky 2001), but as the Occupation ended and nationalism grew, Europe 
developed into a profound critique towards both Japanese and Occupation hegemonies of culture as 
VRFLRSROLWLFDOFRQFHUQVRIPDQ\PRUHWKDQMXVWPLGGOHFODVVIHPDOHV7KHZRUNLQJZRPHQDQGIHPDOH
intellectuals dis-embedded from their local contexts by their professional ambitions and consuming 
SUDFWLFHVRIOX[XULHVHPEHGGHGWKHPVHOYHVLQWRQHZLGHQWL¿FDWLRQSURFHVVHVDQGVHJPHQWDWLRQV
FUHDWLQJGLIIHUHQWFOXVWHUVRINQRZOHGJHDQGUHÀH[LYLW\)UDQFH as symbol had long been embodied as 
political criticism in prewar Japan, but in the postwar, this also shifted into an element of distinction by 
consumption. Accordingly, the French phase of clothing helped circulate ideas to the masses as well, 
making this sense of “luxury” a part of the concept of “differing differently”, shaping the plurality of 
taste through consumption. 
The knowledge about French high culture within the realm of mass clothing for female designers 
and consumers converged into the concept of “elegance”, which also had an impact on the concept 
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RIOX[XU\RI³9HEOHQHVTXH´OHLVXUHWKDWFRXOGEHSOD\HGRXWDVUH¿QHPHQWZLWKRXWGHFODULQJLWDVD
IRUPRI$PHULFDQLVWDQG1HZ5LFK³OX[XU\´V\PEROLVLQJZDVWH)UDQFH also developed as a strong 
image, because it could combine both arts and the mundane for men as well as women, while the 
image of Germany or Italy could not appeal directly to women as a comparison. The philosophy 
RI³VXEMHFWLYLW\´ZKLFKKDGDFFRPSDQLHGWKHSRVWZDU\HDUVDQGZKLFKUHOLHGRQDQHPERGLPHQWRI
sensitivity and emotion played a role in connecting Japanese ideas to the ideas of French existentialism 
and commodifying Europe6RFLDOFRPPHQWDWRUƿ\D6ǀLFKLKDGUHPDUNHGLQKLV³0DQLIHVWRRIWKH
Non-Ideological” in 1955 that not only were the Japanese intellectuals using the philosophies of 
democracy and Marxism as anti-antithetical “accessories” like women consuming “added value”, 
but they also adapted the “New Look” of imported French existentialism not only as intellectual 
DFFHVVRU\EXWDVDQ³HQWLUH'LRUIDVKLRQVKRZ´ƿ\D>@F7KHVWURQJRSLQLRQVDQG
comparisons with Europe did not disappear in the 1960s, but remained a strong reference point of the 
postwar educated and intellectual generation.   
6XEMHFWSRVLWLRQVDUHFRQVWLWXWHGGLVFXUVLYHO\EXWWKHUHDUHFRQÀLFWVDPRQJGLVFXUVLYHV\VWHPVDQG
FRQWUDGLFWLRQVLQWKHVWUXJJOHIRUKHJHPRQ\6XEMHFWVKDYHDJHQF\³FUHDWHGWKURXJKVLWXDWLRQVDQG
statuses conferred on them”, and these contradictions enable, but also shape limited choices (Scott 
1991: 793). These limited choices could turn into critique, once applied to a highly debated concept 
in society as a form of critical viewpoint. A hegemonic discourse has to marginalise others, where 
agency can occur. The potential of women’s agency also gives shape to imagined worlds, networks 
of consumption and political statements, since the prewar culture and nation were still not be spoken 
fondly of in the new global world system.
3.2 France as alternative viewpoint of criticism
Paris was a virtual place where Japanese media and individuals could openly criticise the US-
$PHULFDQLQÀXHQFHRQFXOWXUDOFRQVXPSWLRQ7DNDWD+LURDWVXFULWLFLVHG-DSDQ¶VHIIRUWVRIFUHDWLQJD
“culture state” on the basis of “American culture housing and kitchen” style (Takata H. 1953: 234). 
Takata was well aware that culture was a construct, and he criticised the Japanese authorities and 
intellectuals for creating images and symbols that were constructed on American capitalism. High 
culture France was trying to regain the prewar status as a land of aesthetic beauty and high developed 
OX[XULHVLQHYHU\-DSDQHVHUHSRUWWKLVZDVUHÀHFWHGLQJLYLQJWKHLPSUHVVLRQRI3DULVDVWKHZRUOG¶V
leading centre of high arts and crafts. In one of their numerous musketeer dispatches (WVǌVKLQ) in 
WKHMRXUQDO.DL]ǀ3DULVLDQMRXUQDOLVW6DVDPRWR6KXQMLDQG7DNDWDVWDWHGWKDWLQ3DULVGHVSLWHWKHLU
poverty, every woman was aware of her charms, but also of her elegance as “accessoire”, which could 
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be similar to the consumption of appropriate “luxuries” debated as practices of “right” consumption 
7DNDWD7RPRH6DVDPRWR(YHQ.DWǀ6KǌLFKLHQGOHVVO\UHSHDWHGWKDWGXULQJKLVVWD\LQ
France, it was possible, even in poverty, to stay mobile and culturally active:
³>+@DYLQJEDUHO\HQRXJKPRQH\IRUDURRIRYHUP\KHDGDQGIRRGWR¿OOP\VWRPDFK,FRXOGGLUHFWP\
interest to things I didn’t have to pay for – social and political conditions, the French language, love, art 
museums, and churches. Beyond that, I saw in France a society in which art in its various historical forms 
ZDVLQWLPDWHO\LQWHJUDWHGDVDVLJQL¿FDQWSDUWRILWVRYHUDOOLQWHOOHFWXDOPDNHXS´.DWǀ6
The French art de vivreHQMR\LQJOLIHZKLOHEHLQJSRRUEXWDOVREHLQJSROLWLFDOO\DQGFXOWXUDOO\
FRQVFLRXVDQGFKLFZDVDOVRDQRIWHQUHSHDWHGQDUUDWLRQRIWKH)UHQFK³FKDUDFWHU´%XQJHL6KXQMǌ
:KLOH+D\DVKL6DEXUǀZURWHDERXWRWKHUWRSLFVFRQQHFWHGWR)UDQFHSROLWLFDOSDUWLHVDQG
especially workers’ strikes as “self-assertion” and sense of resistance in French society, he insisted 
that the Japanese uniform way of living, “a mental tonarigumi”, would hinder originality and freedom 
(Hayashi S. 1957: 222). The comparison with a tonarigumi, a neighbourhood association, was a 
severe criticism of Japanese nationalism and wartime continuity. The tonarigumi had been used by 
the militarist government as the smallest units of spiritual national mobilisation and sustain social 
order by participating in propaganda and patriotic organisations7. Although the tonarigumi also took 
over important functions of everyday life as systems of mutual help, Hayashi saw the problem that 
people were subsumed under an intellectual and cultural system of uncertainty and conformism. 
Hayashi was not the only one; intellectuals frequently compared the lack of Japanese taste and 
culture with either the profound political or cultural consciousness of French society. In addition, 
the aforementioned critique on Americanised “style-books”, as a form of simulacra of a system of 
DXWKRULW\DQGWKHRSSUHVVLRQRILQGLYLGXDOVXEMHFWLYLW\&KDSWHU9FDQEHVHHQDVRULJLQDWLQJ
from the same argument, but with a different outcome: if people could adapt the image of )UDQFH as 
an alternative to the Japanese democracy, the intellectual state of “imitation” and “uniform” could be 
overcome. The symbols of )UDQFH and $PHULFD were organised as both contrasting images of style-
books on democracy and individualism, as well as complementing each other within these discourses. 
&XOWXUDOFRPSDULVRQVHUYHGIRUFXOWXUDOSUR[LPLW\EXWDOVRDVGH¿QLQJVSDFHVLQEHWZHHQWKHEOXUUHG
boundaries of social and cultural segmentation. The „shared experience“ of Occupation and postwar 
was emphasised not only in the minds of the people, but also in several articles which also revealed 
the alternative critique on the current Japanese system. Takata Hiroatsu captured this critique when 
KHDUJXHGWKDW³LQ¿OPSOD\DQGDUWVFRPSDUHGZLWK)UDQFH$PHULFDLVULGLFXORXVbakabakashii)”, 
but one should not forget that, similar to Japan, the French economy was also controlled by the 
“American system” of capitalism (Takata H. 1956: 148). The knowledge on European culture was 
7 For further reading on the impact of the wartime system, see Yamanouchi 1998, Dower 1999.
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mediated as open to everyone, but seemingly restricted in the appropriation of cultural symbols 
belonging to the imaginary of )UDQFH as distinction. In 1949, )XMLQ*DKǀ ran a three-page special, 
told by a foreigner whose occupation was not mentioned, Pierre Deupon, who informed readers on 
“postwar Parisiennes”, meaning “fashion, occupation, household, and women of the black market 
(yami no onna)” (Deupon 1949). The topics chosen were typical for the both amounts of comparison 
DQGFULWLTXH¿UVWLWZDVDUJXHGWKDW-DSDQKDGDVPDQ\IDVKLRQPDJD]LQHVDV)UDQFHDQGWKDW)UDQFH
VXIIHUHGLQÀDWLRQEXWZDVDERXWWRUHFRQVWUXFWWKHFDSLWDOPRUHEHDXWLIXOWKDQEHIRUHZKHUHIDVKLRQ
DQGOLIHÀRXULVKHG$VWKH1D]LRFFXSDWLRQZDVRYHUWKHKLVWRULFDOFRQVFLRXVQHVVRIDHVWKHWLFVDQG
arts of all citizen could be re-enacted again. The reasons of the attraction of Paris were therefore the 
young women’s chic based on this knowledge, and the rebuilding of Paris as the centre for fashion 
(Deupon 1949: 52). Second, Paris was compared to Japan in terms of reconstruction, such as the 
KRXVLQJSUREOHPRUHYHQSURVWLWXWHVDQGWKHDSUqVJXHUUHJHQHUDWLRQWKDWFKDOOHQJHGFRQVHUYDWLYH
voices, and thus even closer to Japanese culture than any other postwar culture (Deupon 1949: 53-54). 
A roundtable on Paris in )XMLQ.ǀURQ in 1952, led by Asabuki Tomiko, Ishii Yoshiko, painter Ogisu 
Miyoko (1921-2007), wife of painter Ogisu Takanori (1901-1986), opera singer Sunahara Michiko 
DQGDEVWUDFWSDLQWHU0ǀUL0DPLGLVFXVVHGWKHTXHVWLRQKRZ-DSDQHVHZRPHQDEURDG
spent their life in Paris, since it was the city of young girls’ longing. Ishii, who had stayed in the USA 
before, stated:
“I have the feeling that France has come to be a country that has been taunted by the war, a common feeling 
WKDWLVDOVRH[SUHVVHGHYHU\ZKHUHLQ-DSDQ´)XMLQ.ǀURQ
The question of why Japanese came to Europe and felt at ease was explained as the lack of “racial 
SUHMXGLFH´DQGHTXDOLW\$VDEXNLVWDWHGWKDW³DOWKRXJKWKH\>WKH)UHQFK@DUHVRFLDEOHWKH\DUHLQWKH
¿UVWSODFH WKHJUHDWHVW LQGLYLGXDOLVWV$V LQGLYLGXDOV WKH\FDQEHXQFRQGLWLRQDOO\SROLWH >@7KDW
LVZK\WKH\GRQRWGLVGDLQSHRSOHZKRDUHUDFLDOO\RUVRPHKRZHOVHGLIIHUHQW´)XMLQ.ǀURQ
149). For women living abroad, this factor was even more important, because Japanese women could 
FRQVLGHUWKHLUOLYHVDVHTXDOZKLOHSURMHFWLQJWKHLUKRSHVLQWRWKLVLPDJLQDU\)UHQFKZRPHQZRUNHG
hard, were political and had fashion sense, and social status of women was generally almost as equal 
as men’s, although, as Deupon noticed, there was a movement that wanted women to return to the 
household (Deupon 1949: 53). Even men who had lived abroad, such as theoretical physicist Watanabe 
Satoshi (1910-1993) and psychologist Miyagi Otoya, were fond of the public opinion in France, as it 
was not a “male world” as in other European countries: women were active in discussing arts, and not 
bound to feudal home and household as in Germany or Japan, and could therefore develop a notion 
RIVXEMHFWLYLW\%XQJHL6KXQMǌ
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The rigid structure of the French class culture was also noticed, but both the simple and reserved 
(tsutsumashiyaka) middle-class and the elegant upper class households had the same “humane” living 
structures: they did not overdecorate their homes, and the family was based on education and equal 
WUHDWPHQWDFFRUGLQJWR0ǀUL0DPL)XMLQ.ǀURQ
“So to say, it is important to notice here that there is a common sense of love and respect for the arts 
which equally penetrates all classes, poor people as well as middle, upper and other classes. The French 
everywhere have the same attitude towards the arts that does not differentiate between rich or poor; every 
Frenchman possesses, with a naked attitude, you could say, the love for the arts, the honesty, and the 
LQWHQVLW\VWULFWQHVV>@´)XMLQ.ǀURQ
Housewives in Japan were seen as diligent as the French women were, but Ogisu Miyoko insisted 
that being active as a woman was a fundamental democratic feature missing in Japanese society: 
“[W]omen [in Paris] who work outside also work on Saturdays, and they still clean the house and polish 
WKHÀRRUV7KH\DOVRJHWXSLQWKHPRUQLQJDQGGRWKHKRXVHZRUNEXWLWLVLPSRUWDQWWRHGXFDWHWKHPVHOYHV
all the time. They spend a lot of effort on demonstrating in the highest possible way that they can also be 
allowed in the sphere of the oshare people. In order to preserve their coquetry, French women pay a lot of 
HIIRUW´)XMLQ.ǀURQ
France therefore had already reached an equality in the adoption and creation of “naked taste”, 
which should be achieved by education and information of selected “right” goods, “right” models 
of consumer behaviour and restrained practices of consumption in Japan on the basis of general 
poverty. Women in France were agents of power: they could act within an out of the “woman’s 
ZRUOG´ZKLFK7DWHZDNL6DGD\RDVPHQWLRQHGLQ&KDSWHU9, UHJDUGHGDVFUXFLDOIRU WKHFXOWXUDO
and social revolution of hierarchies ad classless society, because the structures in which women felt 
comfortable could serve as framework for change, and thus did not all of a sudden alienate women 
from the general discourse. 
Almost all accounts from abroad coincided in the strong opinion that the urban Parisiennes were 
seldom full-time housewives, but still better and higher educated, and similarly not restrained in their 
consumption: they worked by wearing chic clothes, even if they were poor. Deupon and Asabuki 
remarked that because France had no gender-segregated education magazines for women, they would 
read the same as men did and therefore were more integrated, accepted, and could pursue freedom 
and political activism. Deupon additionally stated that French women loved literature, especially 
Sartre and the French cinema, and supported nationally produced goods, no matter from which class 
they originated (Deupon 1949: 53). Although French life was regarded as more “materialist”, Asabuki 
called this view on arts and philosophy “a rational way of seeing things” and a spirit of critique by 
empowerment, thus responding to the pragmatist attitude of the reconstruction of a culture state,   and 
DWWKHVDPHWLPHRSHQWKHVSDFHIRUFULWLFLVP)XMLQ.ǀURQ
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The most cited ideas by Japanese women which )UDQFH embodied were thus an equivalent chain 
of “emancipation”, “cultural taste”, “higher education”, “gender equality” and “racial tolerance”. 
The women of the roundtable laid emphasis on the education system and were mostly “envious” 
DERXWWKH)UHQFKVFKRROJLUOVZKRZHUHDOORZHGDQGHQFRXUDJHGWR³GHYHORSWKHLURZQRSLQLRQ´)XMLQ
.ǀURQ7KLVVSLULWRIFULWLTXHZDVFUXFLDOLQFODLPLQJVRFLRSROLWLFDOVSDFHLQWKH-DSDQHVH
postwar society, and particularly in passing criticism on the model of the housewife as representative 
for cultured living and the gendered way of consuming goods. While women were gradually 
removed from the workplace as a direct competition to men since the mid-1950s due to gender 
discrimination from employers and the government policies (Broadbent 2008: 158), the “luxury” 
RIZRPHQFRPSHWLQJRQWKHMREPDUNHWDOVRSOD\HGLQWRWKHGHYHORSPHQWWKDWIHZZRUNLQJZRPHQ
taking French women and )UDQFH as their viewpoint. The image of )UDQFH and the imposed reality 
by Japanese women emulated an alternative viewpoint of critique, from which not only women could 
UDLVHKRSHVRQVRFLRSROLWLFDOHPSRZHUPHQWDQGSURMHFWWKHLUFULWLTXHRQWKH-DSDQHVHFXOWXUHVWDWH
by creating a WKLUGVSDFH due to their status as “educated” citizens. In particular around 1951 and 
1952, when the “French fashion phase” started and Japanese discourse on culture turned towards 
a stronger nationalism and against Americanism, )UDQFH provided an escape. Together with the 
profound critique on mass fashion and uniformity (in shape of style-books) that had developed in the 
Japanese cultural discourse by both progressive and conservative intellectuals, in particular women 
of higher education, designers and artists who tried to escape this prevalent view of their “world”, 
the appropriation of )UDQFHproduced not only the notion which goods to buy to distinguish, but 
also how to produce and reproduce the notion of scarcity by being able to see )UDQFH as the cultural 
space where they could exert power. This also served as the construction of restricted knowledge and 
the complex forms of “appropriate” luxury consumption: )UDQFH consumed as a symbol of luxury 
provided not only a morally intact consumption, but also individuality and independence from social 
KLHUDUFKLHVZKLFKLQWXUQUHQHJRWLDWHGGLVWLQFWLRQDQGFODVVL¿FDWLRQSUDFWLFHV7KLVZDVQHFHVVDU\
as the style-books and dressmakers were also ridiculed in comparison with high-culture France: Kon 
Hidemi and Shishi Bunroku amused themselves on the topic that “dressmakers, restaurateurs and 
beauticians” who went to France – or desired to go, once they had “collected enough money” – to 
hunt fashion, still consumed “wrong” cultural attributes (Shishi/ Kon 1953: 183):
Kon: I think the designers and others are taking abuse of the ignorance of the Japanese yearning for the 
Parisian air and of the [Japanese] inferiority complex [towards the „West“].  
>«@7KH3DULVLDQSHRSOHDUHQRWKXQWLQJDIWHUWKHODWHVWIDVKLRQXQWLOWKH\DUHVDWLV¿HG3DULVLVGLIIHUHQW
>«@,¶YHQHYHUVHHQDQ\RQHRQWKHVWUHHWVZHDULQJWKHVHRXW¿WV1RWHYHQZKHQJRLQJWRWKHRSHUDZKHUH
could you wear those anyway? 
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Iwata [Shishi]: Their goal is rather the buying, not the wearing. […] But yes, those [Japanese] are people 
that have no  relation to the life of normal citizen (PLQVKǌVHLNDWVX) at all.  (Shishi/ Kon 1953: 188-189).
The access to the “right” attributes of French culture and the understanding of this knowledge was 
the key component of articulating social power. As the consumption of fashion became the impetus 
of political critique on postwar culture, the image of Europe as another image for luxury consumption 
arose as an alternative viewpoint towards discrimination and nationalisation, mostly from producing 
DQG FRQVXPLQJZRPHQZKRZHUH SUHVVXUHG WR GR VR EHFDXVH RI WKHLU LGHQWL¿FDWLRQZLWK VHYHUDO
FRPSRQHQWVRIIDVKLRQDVVRFLDOPHDQLQJ&RQVXPLQJ)UDQFH therefore not only meant physically 
visiting Europe or buying French clothes (which was only attainable for the rich), but consuming 
V\PEROVRIGLVWLQFWLRQE\³GRLQJOLNHWKH)UHQFKGR´DQGGHYHORSLQJRQH¶VRZQVXEMHFWLYLW\FXOWXUH
and distinctive style by knowing elegance from gaudy and noisy consumption of European goods, as 
a form of social mobility. Where the department stores in the prewar had functioned as educators of 
JRRGWDVWHWKHEODFNPDUNHWDQGWKH1HZ5LFKKDGHURGHGWKHIRUPHUVLWHVRIGLVWLQFWLYHFRQVXPSWLRQ
Therefore, by depicting French women as having developed knowledge and their own “style” to buy 
high-end goods in department stores by “naked” taste, without using the stores as cultural mediators, 
Japanese women readers were not only educated in the knowledge of taste, but also encouraged to 
criticise.
The French revolution, French conduct of democracy as well as French food and attitude were 
mostly compared to the USA as a cultural matter of fact (see Sugi 1946; Shishi/Kon 1953: 188). 
French resistance against the Nazi regime as well as against “Americanisation” in many forms was 
an important factor to criticise Japanese culture: a mass-producing capitalist state would not be the 
highly advertised culture state, but a political problem. Women who worked, as well as intellectual 
women, felt the pressure of the state and society that they had to give up their work. The critique on 
their professional, political and leisure realm, in dressmaking and fashion consumption which had 
been established as their “worlds” and connected to their identities as modern women, developed into 
a critique on wasteful consumption as representations of Americanism. Having to choose between 
FRPPLWWLQJFRQVXPSWLRQDQGEHLQJ1HZ5LFKRU$PHULFDQLVHGRU¿WWLQJLQWRWKHPXQGDQHPLGGOH
class housewife, especially women established a third spaceRILGHQWL¿FDWLRQE\PHDQVRIWKHFULWLTXHRI
fashion consumption as fundamentally female and “wrong” social practice. The alternative viewpoint 
of Europe, especially of the centre of fashion, )UDQFH, also served as a strong image and critique of 
the culture state as a sociopolitical space. A dress by Dior and the longing for Paris was a part of the 
“French phase”, but with the strong opinions of a different life-style opposed to Americanist waste. 
Similarly, the consumption of )UDQFH adopted social positions against the “uniform” nationalism 
and mundane/ ordinary mass-production targeting the New Middle, with the result that )UDQFH could 
develop as an image that was both shared by postwar intellectuals and female activists and artists, but 
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also by “ordinary” women that were not necessarily trying to establish cultural critique, but their own 
opinions and life-styles. 
To another extent, the commonality of both male and female intellectuals’ stance against Japanese 
culture was the image of Europe/ )UDQFH which was described with the same ideals the traditional 
“Japanese” cultural goods would be described a decade later: partly materialist, partly rational, 
modest, simple, and cultural. Originality and racial as well as gender equality were interwoven with 
the Japanese goods that had long been denied as appropriate modern items. The space for “culture” 
overlapping with the image of Europe left a niche for the distinction by Japanese luxuries that could 
be re-introduced into this discursive space, and re-enacted in the 1960s economic miracle when 
commercialism and mass production in fashion had not been criticised any more and Americanism 
ZDVLGHQWL¿HGZLWKWKH³SRVWZDU´
3.3 Communicating alternatives against the New Rich luxury
&RQWUDGLFWLRQV LQ VRFLDO VSDFH VHHP WR EH H[FOXVLRQDU\ EXW DUH IXQGDPHQWDOO\ SHUPHDEOH IRU
RWKHUFRQFHSWV7KHDQWDJRQLVPVRIGLIIHUHQWVXEMHFWSRVLWLRQVDUHLQDÀX[WKHVKDUSHURQHVXEMHFW
position is taken and determined, the more blurred another one becomes, thus being able to connect 
the same concepts for two different sets of life-styles. $PHULFD, as luxury, was a potent force in 
LPDJLQLQJQHZQHVVDQGPDWHULDOSURVSHULW\1RQHWKHOHVV$PHULFDZDV¿OWHUHGDQGGLVVHPLQDWHGE\
many contradictory meanings, and the boundaries towards $PHUFLDQLVP were clearly set with the 
GH¿QLWLRQRI1HZ5LFK7KHXSSHUVWUDWDDQGLQWHOOHFWXDOVGHYHORSHGDVWURQJQRWLRQRIWKHXUJHWR
differentiate themselves from both the garish noise of a consumerist extravagance, incorporated in the 
$PHULFDQLVPRI1HZ5LFKDQGGHYLDQW\RXWKDQGIURPWKHDFFXVDWLRQVRIWKHLUYHU\RZQFRQVXPLQJ
practices that could lead into the social symbol of Americanism as well. 
7KH1HZ5LFKZHUH UHJDUGHGDV WDVWHOHVVDQGGLGQRWQHFHVVDULO\EX\JRRGV WKDWZHUHVDLG WR
be high fashion or from France. The cultural intent of European import goods, or the ideal of Dior 
ZKR VKDSHG WKH SRVWZDU LPDJLQDU\ZDV QRW DVVRFLDWHG WR WKH1HZ5LFK OLIH VW\OHV DQG HYROYHG
as a discursive gray zone. While the French phase in mass fashion was destined and discussed, 
even though the French culture was debated differently as the Japanese “uniform” followers of this 
VW\OHLQIRUPRI1HZ5LFKRUDSUqVJXHUUH\RXWKWKHLPDJHRIEurope was clearly distinguished 
DVFXOWXUDOO\ VXSHULRUDQG IRVWHULQJ LQGLYLGXDOLVP7KHFKDUDFWHURI1HZ5LFKZDV$PHULFDQLVHG
wasteful, pretentious, conspicuous, and lacking cultural taste by consuming leisure. They were also 
VHHQ DV FDSLWDOLVWV D³ZURQJ´ LGHQWL¿FDWLRQ FRQFHSW UHLQIRUFLQJ WKHLU DQWDJRQLVP 7KH UHVWULFWHG
knowledge about the “real” France as a part of European tradition was distributed among intellectual 
277
VI. CONSTRUCTION OF SOCIAL DISTINCTION: LUXURY
media and circles, and the ideal of arts and philosophy, as well as the knowledge on them, shaped 
the consumption of “European culture”. Democracy, destined as the master narrative of culture and 
politics, also functioned as key element of the discourse and reinforced the information set that 
emerged around the cultural image and consumption of Western Europe, France, England, and to a 
lesser extent, Germany or Italy. So, the more democracy was discussed in terms of mass fashion, as 
the debate on style-books and dressmaking have shown, the more the image of the same mass fashion 
served distinction and legitimate discourses of the intellectual strata.  
The social noiseRI1HZ5LFKFRQVXPSWLRQKDGDOVRUDLVHGLGHQWL¿FDWLRQSURFHVVHVRIDXWKHQWLFLW\
and certainty. The longer the realm of fashion and the youth and women committing wrong 
consumption were connected to this noise, the longer the spectacle remained and could constitute 
³XQLW\´7KH VSHFWDFOHRI1HZ5LFKFDSLWDOLVPDQGFRPPHUFLDOLVPDVZHOO DV WKHLU$PHULFDQLVHG
garish consumption not only re-formulated the information set of “taste” as deciding for cultural 
consumption. This also granted access to the spaces that shaped exclusivity, scarcity and acquisition 
RI ³DSSURSULDWH´ FRQVXPSWLRQ RI OX[XU\ZKLFK FRXOG EH IRXQG LQ D -DSDQ SURMHFWHG WRZDUGV WKH
symbol of Europe. The symbol was a clear formation of distinction within the same space between 
cultural consumption, mass production and wasteful Americanism, in order to nationalise “European 
OX[XU\´DQGUHLQVWDWH-DSDQHVHYDOXHV0HGLDVXFKDV¿OPVDUWVSKLORVRSK\DQGWKHQRVWDOJLDIRU
prewar times rendered (XURSHor in the case of fashion consumption, )UDQFHinto a powerful symbol 
alongside the American model of evoking desires; the abstract space of capitalism homogenised 
society, but also opened up challenging discourses that contributed to the formation of the hegemonic 
model of the middle. 
8SSHUDQGXSSHUPLGGOHFODVVZRPHQDGRSWHGWKLVVXEMHFWSRVLWLRQIURPZLWKLQWKHLUPDUJLQDOLW\
as a part of a third space, a relatively free space of social interaction and site of resistance and agency. 
This space was inclusive as opportunity to rebel against the rising pressure of conservative hegemony 
by the state, which managed and discriminated women into the model of housewife and home-maker 
as good consumption. Women had the possibilities as dressmakers to reconstruct the nation, but 
ZHUHGLVFULPLQDWHGDV³GHVLJQHUV´RUSURIHVVLRQDOFXOWXUDO¿JXUHKHDGVE\WKHSUREOHPDWLFWHQVLRQV
expressed on “wrong” and “hedonist” female consumption. The few female designers which had a 
voice in the discourse and in tastemaking issues were the aforementioned “stars” of dressmaking, all 
RWKHUIHPDOHDUWLVWVIDVKLRQGHVLJQHUVRUZRUNLQJZRPHQZHUHUHMHFWHGDVGHYLDQWDV1HZ5LFK
GDQFHUVRUWKHDSUqVJXHUUHDOOVH[XDOO\DQGPRUDOO\TXHVWLRQDEOH)RUDQXSSHUFODVVFRQVXPHUZKR
DOVRZDVOLQNHGWR1HZ5LFKQHZPRQH\WKHPHUHDFWRIFRQVXPLQJIDVKLRQZDVUHJDUGHGDVDPRUDO
and “wrong”. Thus, the symbol )UDQFH served as their vernacular modernity for good consumption, 
unifying hybridity, resistance, intellectual critique and emancipation as distinctive properties of 
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OX[XU\DJDLQVWWKH1HZ5LFKDQGWKHGHSROLWLFLVLQJ1HZ0LGGOHVSDFHV,WDOVRUHLQVWDWHGJHQHUDO
ideas about the allegedly “lost values” of the prewar, which, as forms of  power relations ranging 
between ideals of modesty, high-brow culture, democratic equality, creativity and freedom, served to 
explain the appeal of Europe as a space of political agency as well. This symbol of distinction also 
contributed to the positioning of Japan as a culture state “close” to Europe as the emblem of cultural 
heritage, unconsciously re-inscribing Japaneseness into the imaginary “other” of Europe as part of 
Orientalism.  
Nonetheless, this critical viewpoint against the nationalisation of the spaces where women and 
intellectuals could be creative, resulted in the narrative of imagining Europe as the Orientalist other, 
but also as a re-invention of a genuine Japanese space. European luxury, as in fashion, and the tendency 
of women artists, intellectuals and designers, to emphasise symbols of elegance and taste of Europe, 
LQFRQWUDVWWRWKHIXQFWLRQDOLW\DQGVFLHQWL¿FUDWLRQDOLW\RI³$PHULFDQ´GHPRFUDWLFFRQVXPSWLRQZDV
an important factor in re-inscribing class differences in the early postwar when “Japanese” luxury 
as well as culture were denied, and was marginalised when both symbols Europe and luxury were 
replaced by the re-invention of fundamental and premodern Japanese traditions with the beginning of 
the 1960s economic miracle and managed society. 
4 CONCLUSION
4.1 Luxury as a rivalling discourse of consumption
In the early postwar, even everyday cultural consumption was rare, but all consumption could 
be set as mere desire. As women’s magazines (as cultural products as well as their advertisement) 
incorporated both emancipatory elements, as well as portrayed womanhood linked to pleasures such 
as fashion, taste, and consumerism, even in )XMLQ.ǀURQ, all consumer spaces broadly opened to 
mass culture. Nonetheless, distinction mattered. The loyalty of the intellectuals towards high-brow 
culture and luxury consumption changed by their own denial of Japanese culture as pre-modern, but 
used Europe/ )UDQFH as the intersection between the loss of values and the re-invention of distinction 
against the processes of upward social mobility and wasteful consumption. The symbol of Europe 
was a multilayered ideological creation, which connected the global master narrative of democracy, 
equality and freedom to a distinctive set of life-styles outside of the morally corrupt and Americanist 
“extreme” of committing luxury consumption. The more Japanese society developed its own 
mythology of postwar capitalism and the more nationalism was re-instated in connecting the national 
self and consumption, the more Europe could be used as a social spatialisation of a third space 
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implementing the knowledge and exclusivity of appropriate consumption. The cultural proximity to 
postwar realities of Europe also ordered the new references and values to a point where they could 
be inscribed into the narrative of progress and democracy, while $PHULFD as a symbol of modernity 
was either too directly related as wasteful and tasteless Americanism or alienated as too far away 
from reality as Occupying Force. Nonetheless, in the early postwar years, and after the disrupture, the 
symbol of Europe also provided a site of resistance as a space of consumption, especially by single 
and working women that did not identify with the middle class ideal and who were de facto accused 
DV1HZ5LFK FRQVXPHUV ,Q FRPELQDWLRQZLWK WKH ³ZRPHQ¶VZRUOG´RI IDVKLRQ DQGGUHVVPDNLQJ
Parisian haute couture provided a space of possibilities evolved in the postwar, because it opened new 
IRUPVRILQWHUDFWLRQFRQWURODQGRUJDQLVDWLRQE\QHZÀRZVRIFDSLWDOSRZHUDQGV\PEROVZKLFK
determined cultural practices. Europe was the symbol of the adaptation of a distinctive site of agency 
ZLWKLQWKHQHZVHJPHQWDWLRQVDQGSRVVLELOLWLHVRIDGDSWDWLRQWRJOREDOFXOWXUDOÀRZV
Europe was consumed and adopted as a third space against, but also within, the constitutive 
H[WHULRUWKH³FRQWDPLQDWLRQ´RIDQGXQVSDFHRIWKHEODFNPDUNHWWKH1HZ5LFKDQWDJRQLVWVDQGDOVR
the constitution of the “good” spaces for the middle mass and Americanisation, or globalisation. This 
behaviour by most members of former upper and upper middle classes expressed transformations 
DQG LQFRQVLVWHQFLHV ZLWKLQ WKH QHZ RSSRUWXQLWLHV RI LGHQWL¿FDWLRQ E\ VKDSLQJ VRFLDO SUDFWLFHV
EHWZHHQJRRGDQGZURQJFRQVXPSWLRQ&RQVXPHUVZKRLQGXOJHGLQWRKHGRQLVWFRQVXPSWLRQFRXOG
SURYH WKDW WKH\ GLG QRW FRQVXPH ³ZURQJ´ZDVWH EXW ³JRRG´ OX[XU\ FXOWXUH RU HYHQ UH¿QHPHQW
and could use consumption as self-enhancement and upward mobility when consuming )UDQFH. The 
locality of Europe¿WLQDVEHWZHHQERWKWKHV\PEROVRI$PHULFDDQG-DSDQDQGOLNHZLVHUHQGHUHG
distinction as part of the ordering and classifying system of practices and representations. European 
luxury goods were almost absent, but by the representation of dressmakers and designers that owned 
European goods, and intellectuals and artists that oriented themselves towards the institutionalisation 
of European arts, scarcity and the “knowledge”, and also the creative process of culture, provided 
H[FOXVLYLW\5HWUDFLQJ WKLVEDFN WR%RXUGLHX¶V WKHRU\RQ OLIHVW\OHV WKHPDUJLQDO VSDFHRIEurope 
ZDVD¿HOGWKDWZDVFRQVWUXFWHGE\WKHLQFRUSRUDWLRQRIGLIIHUHQWIRUPVRIFDSLWDONQRZOHGJHDQG
VRFLDOFRQWUDGLFWLRQVEXWVHUYHGDVUHGH¿QLQJFXOWXUDOFDWHJRULHVRIWKHSXEOLFSULYDWHGLYLGHDQGWKH
material properties of “good” luxury consumption. 
4.2 Luxury as critique and self-exotisation
By placing Europe in between, the “postwar” could also be connected to the prewar as a continuity. 
This shaped not only the identity, but parallel fragmented spaces of consumption: the disrupture of the 
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postwar was overcome by the rediscovery of marginal spaces which seemingly fostered integration; 
lack of cultural institutions, traditional consumer spaces, and the problems of wasteful leisure practices 
were replaced with the imaginary of Europe which connected temporary loss to the master narrative 
of progress, binding time and space. 
The inscription of the aforementioned aspects of luxury inherent in the discourse on )UDQFH or 
“Paris” communicated ideas of distinction, but consumers of this particular image also avoided 
the negative hedonist aspects of luxury consumption, constituting a discursive form of alternative 
modernity. Knowledge, the notion of scarcity, exclusivity and personalisation of French couture, ideas 
and philosophy, shaped the early postwar discourses on luxury consumption in order to legitimise 
WKHSUDFWLFHRIFRQVXPLQJSXEOLFDQGPDWHULDOJRRGV&RQVWDQWO\FRPSDULQJ7RN\R¶V³ORVW´RU³VWLOO
inferior” urban sites, cultural institutions and goods to the urban space in Paris not only shaped the 
imaginary of cultural proximity, but also internalised symbols of distinction: the situation of poverty 
which was connected to the new high-brow culture by declaring that Paris was poor, but similarly 
developed in cultural and political terms of democracy, represented both a critique on the American 
model of democracy as well as of the Japanese efforts to raise the standard of cultural living without 
giving space for alternative modernities. The more spaces of consumption had been located either 
LQWR WKHQRQSODFHRIEODFNPDUNHW DQG1HZ5LFK RU SHUFHLYHG DV WKHGHPRFUDWLVDWLRQRI OX[XU\
by populuxe consumption, the more the place of margin, a Japan emerging from the social noise of 
YDULRXVFRQÀLFWLQJVRFLDOIRUPDWLRQVDQGUHORFDWHGWR(XURSHDQGYLFHYHUVDFRXOGVHUYHDVLPDJLQDU\
for exclusivity and distinction as long as Japanese tradition was considered in-existent. 
For women, the adaptation and consumption of Europe, especially )UDQFH, as part of their 
realities also established a site of agency. Luxury was a driving force for emancipation in New 
5LFKFRQWDPLQDWHGUHDOPVHVSHFLDOO\LQGUHVVPDNLQJDQGDOVRDFULWLTXHRIWKHGRPLQDQWPRGHORI
Americanisation and the establishment of good taste. Being accused of consuming luxuries, receiving 
the wrong education, having the wrong professions, being denied to be designers (if they still insisted 
on designing Western clothing) and spending too much on wasteful fashion and leisure instead of the 
household, women could escape their suppression by re-inventing their producing and consuming 
SUDFWLFHVDURXQGWKHLGHDORIOX[XU\³3DULV´DQGUH¿QHG³FRXWXUH´WRSURYHWKDWWKHUHZDVPRUHWRWKH
realm of “wrong consumption” to which they were assigned and that they indeed had access to the 
knowledge of “culture”. They could also establish their professional ambitions in the fashion industry 
as female entrepreneurs and taste-makers, with the knowledge on French superior luxury, while the 
nationalist return to either producing or consuming cultural Japanese goods on the basis of “tradition” 
did only allow them to consume feudal goods, household goods and family items. Women could resist 
the self-exotisation of their cultural identities by exactly subverting the symbols of suppression such 
as kimonos, but also by not consuming symbols of “modern living”, and replacing them with a “third” 
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desire for Europe. Their urge was to change and create culture by producing and communicating it, 
instead of echoing both exoticising foreign and traditionalist voices to return to the symbols of prewar 
ideology. 
7KLV DOVR PDGH LW SRVVLEOH WR UHVLVW VXERUGLQDWLRQ E\ KHJHPRQLF VSDFH WKH UHXQL¿FDWLRQ RI
a knowledge differing differently, but not entirely from the master narrative of democracy and 
IUHHGRP³(XURSHDQOX[XU\´FRXOGDVDFULWLFDOMXQFWXUHRILGHQWLI\LQJZLWKJOREDOLVDWLRQRFFXS\WKH
spaces in between, and simultaneously serve as “vernacular modernity” (Iwabuchi 2001). Similarly, 
Europe served to re-territorialise Japanese values within the global world order and the narrative of 
FDSLWDOLVP&KDOOHQJLQJWKHPRUDOLVWGLVFRXUVHVLWFRXOGUHODWHWRJOREDOLVDWLRQDVDQHZRUGHUDQGOLQN
certain structures to produce social cohesion. However, the different adaptations of the new social 
and global circumstances show that the early postwar had not been a linear narrative of development, 
EXWRIGLIIHUHQWVRFLDOVSDFHVWKDWFKDOOHQJHGWKHKHJHPRQLFGLVFRXUVHIURPDOOPDUJLQVZKHUHVXEMHFW
positions emerged from sites of noise and blurred boundaries. The discourse on luxury challenged 
the nationalist discourse, because it provided forms of political action, by both  left-wing intellectuals 
or emancipated working women and designers. )UDQFH(XURSH as a form of luxury was a legitimate 
V\PERO LQ WKHÀRZRI ³SURJUHVV´ DQGGHPRFUDWLVDWLRQEXWSURYLGHGDQLFKHRIERWKKHGRQLVP LQ
consumption as well as critique on the implementation of “national culture”. 
Nonetheless, it is indispensable to mention that the sphere of luxury was also a part of political 
PRUDOLW\ RI LQGLYLGXDO DQG DOVR VRFLHW\:KLOH DV VKRZQ LQ &KDSWHU ,,, WKH0DU[LVW HFRQRPLVWV
promoted a state-controlled capitalism, the political morality towards the poor was not as socialist as 
the distribution of wealth should have been; the emphasis on a cultural standardisation of goods which 
was extremely high, as well as the purge of socialist workers and political uprising not only shaped the 
determination of poverty, but also the relation of luxury. Those who consumed )UDQFH as a symbol, 
even though they were declaring the humanity, democracy as well as gender and social equality of 
French people  inherent in their fashion and styles of living, many of the left-wing intellectuals such 
as Takata, Sasamoto or Asabuki gradually de-stabilised their own ideal of social equality by their 
PRUDODQGSROLWLFDOYDOXHMXGJPHQW/X[XU\QRWRQO\ZDVWKHH[SUHVVLRQRIFRQVXPLQJGLIIHUHQWO\EXW
also of claiming social status.
4.3 Ending the discourse: the end of the necessity of Europe/France as 
alternative
$VVKRZQEHIRUHOX[XU\DQGSRYHUW\ORVWWKHLUVRFLDOPHDQLQJVZLWKWKHDGYHQWRIDIÀXHQFH7KLV
does not mean that they suddenly lost these meanings, but due to the state authorities, cultural policies, 
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mass industry and the needs and wants of the rising middle masses reduced state interventions, taxation 
and centred on the narrative of progress and democratisation. Moral distinctions between good and 
EDGOX[XU\RUGHFHQFLHVDQGZDVWHEHFDPHXQQHFHVVDU\GXHWR¿VFDOGLVWLQFWLRQDQGWKHGDZQRI
future prosperity by the increasing quality of domestic products as well as working conditions. In 
1958, the %XQJHL6KXQMǌ referred to US art historian and editor of +DUSHU¶V%D]DDU5XVVHO/\QHV¶
(1910-1991) and his essays on +LJKPLGGOHDQGORZEURZ (1949), republished in The Tastemakers 
(1954) as analogue to Japanese culture, telling that the “Time for the class struggle of intellectuals 
has begun” (1958). While Lynes had already seen upper middle brow consumerism as the epitome of 
taste-making in 1949, this was not possible in Japan until 1958, for many of aforementioned reasons. 
Prestige seemed to have transcended from wealth to taste, and high brow was “in peaceful times” 
not creative any more, but only critical. Lynes declared that highbrow distinction was only possible 
by the strive of upper middle for arts’ protection, and museums or publishing houses were run by 
the upper middle, not the upper classes. For Lynes, Lower middle used arts as self-enhancement to 
social mobility, and those were the strata advertised in commercials; Japanese society advertised 
almost exclusively upper middle class advertisement for the same reason, i.e., to raise the cultural 
VWDQGDUG&KDSWHU,,,/RZEURZZHUHQRQHWKHOHVVVWLOOERXQGE\WKHWDVWHRIQHFHVVLW\DQGWKHUHIRUH
not relevant for the idea of class struggle. In this utopian focus on distinction of the middle world, 
XSSHUFODVVHVDQGWKHLUOX[XU\GLVWLQFWLRQZHUHUHGXFHGWR³PHUHFRQVXPHUV´%XQJHL6KXQMǌE
119), which had lost their power of leading the discourse, of exclusive production of culture, and of 
taste-making to the middle. The powerful imaginary of general poverty was marginalised and lost its 
purpose, the middle class “ideology” was strongly articulated around the hegemony of democratic 
nationalism, equality through consumption, and the privatisation and domesticity of both commodity 
culture and cultural intermediaries.
The loss of power by Japanese upper and former middle classes was therefore channelled into the 
new upper middle consciousness, while “luxury” seemed to be only a static accessory from the past. 
7KLVFKDQJHLQVRFLDOVWUDWL¿FDWLRQZDVDOVRWUXHIRUWKHZRPHQGHVLJQHUVRIIDVKLRQZRUOGZRUNLQJ
women and other artists, but their discourses on luxury negotiated both self-hood, distinction and 
UHVLVWDQFHDWWKHH[DFWWLPHZKHQ1HZ5LFKKHGRQLVPZDVVWLOOFRQFHLYHGDV³ZURQJ´VRFLDOSUDFWLFHV
RIXSZDUGPRELOLW\VHH&KDSWHU,9WR9,WDOVRQDUUDWHGDQ³HTXDOLW\´WR(XURSHWKDWZHQWEH\RQG
the barriers of gender segregation, and fused inherited Japanese traditions into a hybrid form. The 
discourse on luxury, already a marginalised reality, also lost its power, after the Economic Miracle, 
consumer revolution, and consumer politics made the reliance on foreign imports obsolete and re-
GH¿QHGVSDFHVDIWHU7KHFXOWXUDOSROLFLHVRIWKHVZKLFKFOHDUO\GHWHUPLQHGWKHPLGGOH
mass consumer as the target of the Income Doubling Plan and the booming credentialist, capitalist 
and corporatist industry, did not rely on scarcity any more. With the recovery of wealth and the 
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possibility of not only importing goods, but also travelling the places that before were realities to few, 
but imaginaries and virtual “others” to many, and also due to the revaluation and political promotion 
RIQDWLRQDOWUDGLWLRQVEHIRUHWKH0HLML(UDDVIRUH[DPSOHLQWKH2O\PSLFVDQGWKHIUHTXHQWUH
opening of kimono schools, the symbol of Europe in consumption gradually lost its meaning, and was 
hardly able to further negotiate either distinction or critique. 
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VII. CONCLUDING REMARKS: CONSUMING THE EAR-
LY POSTWAR
On March 11, 2011, the northeast of Japan suffered a devastating earthquake and tsunami disaster. 
Institutions such as the media and government could not order the situation, and the more they re-
SRUWHGWKHPRUHXQFHUWDLQW\DURVH,QWKH¿UVWGD\VSHRSOHUXVKHGWRWKHVXSHUPDUNHWVWRKRDUGJUR-
ceries, had to suffer electricity blackouts and were requested to save energy, trying to cope with the 
VLWXDWLRQ7KHZHHNDIWHUDQ$PHULFDQIUHHODQFH¿OPPDNHUZHQWWRWKH7RN\R*LQ]DGLVWULFWWRUHFRUG
WKHVLWXDWLRQRISRZHUVDYLQJRQWKHVWUHHWZKHUHOX[XU\EUDQGVKDYHHUHFWHGWKHLUÀDJVKLSVWRUHV
calling it unnecessary “luxury in a time of austerity”. Where there is no food, clothing or homes, and 
people lining up in stores to buy essential goods, it would be “wrong” to open a luxury store selling 
fur coats, but, as he added, electronics stores could stay open if they turned their lights and heating off 
(Ash 2011). While it is understandable that in a power crisis, the political morality implies that people 
should only buy necessities, one could instead argue that electronics consumption is more harmful to 
the power crisis than the luxury consumption of fur coats. When the heating is turned off and remains 
turned off for weeks or months, a fur coat could naturally become the most important desire, and if 
available, the necessity of all. Another hardship that might be in danger these days are the problems 
of people living in precarious circumstances, the new poor, and the divided society that has led to a 
gap where the middle class had once occupied social space, in favour of new rich. With energy as the 
most important power source, the myth of a bright middle class life with electronic gadgets has been 
doubly negated; for once, there will be more shortages for the poor, today called “energy poverty”, 
and, due to the radiation detected in water, soil and plants, a severe gap between those who can afford 
the new luxuries of radiated foodstuff, clean renewable energy, and the bright life of the internet. 
In a crisis, identities and institutionalised patterns are eroded: there is less or even no hegemony, 
RQO\GLIIHUHQW HOHPHQWV UHPDLQ WKDW DUH UHVKXIÀHG DQG DUWLFXODWHG IURPGLIIHUHQW SHUVSHFWLYHV DQG
social positions responding best to the crisis. Thus, the crisis also opens up new spaces and possibili-
WLHVEH\RQGZKDWKDVEHHQUHJDUGHGDVSROLWLFDOPRUDOLW\XQWLOQRZ&RQVXPSWLRQRIJRRGVDQGWKH
GH¿QLWLRQRISRYHUW\DQGOX[XU\DUHDOVRUHODWLYH3RYHUW\FDQQRWH[LVWZLWKRXWLWVSRODULVHGUHODWLRQ
to luxury, and cultural consumption, in this case the electronics, is always a product of sociocultural 
dynamics that occur related to and between these extremes. Dichotomies also exist across the luxury 
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divide: old and new, foreign or domestic, public or private consumption position the goods around 
GLIIHUHQWVRFLDOIRUPDWLRQVDVSURSHUWLHVDQGGH¿QHWKHKDELWXV$OX[XU\JRRGDOVRPXVWEHGHVLUHG
E\PDQ\DQGDWWDLQHGE\IHZWRHVWDEOLVKWKHHIIHFWRIV\PEROLFPHDQLQJRIUH¿QHPHQWUHVWULFWLRQ
and scarcity.
Addressing the question why the middle class was a persistent theme in the postwar discourse, it is 
important to look at the discursive fragments which could not be realised as a form of different or al-
ternative consumption and were not articulated as such around a form of “cultural” consumption. This 
also meant that the discourse on committing consumption and all other consuming practices were also 
the most constituent formative elements of the discourse (Foucault [1969] 1982: 54; 75-76). While 
urbanisation accelerated the spatialisation of “middle class” life-styles within the capitalist promise 
of “freedom”, “democracy” and the “new, bright life”, not many households could even afford the ne-
cessities until the mid-1960s. The New Middle mass coexisted with many old and new social forms, 
making it a highly “shifting cultural construct as well as a shifting set of social beh aviors” to be 
subsumed in the construction of a new social order (Gordon 2000: 110; 118). Furthermore, consump-
tion as discourse also transcended into other spheres, layering over political, intellectual and moralist 
discourses of economy and industrial reconstruction.
1 THE CONSTRUCTION OF RIGHT AND WRONG CONSUMPTION
The time after 1945, after a period of militarist and state-controlled ideology, witnessed an identity 
crisis on all levels of society and culture, but also gained new plurality of positions and possibilities. 
6LPLODUWRWKHRXWFU\RI³OX[XU\LQDXVWHULW\´,KDYHVKRZQLQWKLVWKHVLVWKDWERWKWKHGH¿QLWLRQVRI
SRYHUW\DQGOX[XU\KDYHWREHGH¿QHGUHODWLYHWRWKHPRPHQWRIFULVLVEXWWKH\DOZD\VDUHSRVLWLRQHG
DVH[WUHPHV6LQFHVRFLDOIRUPDWLRQVDQGFRQVWUXFWVDUHQRW¿[HGEXWXQGHUJRDQHYHUFKDQJLQJSURF-
ess of constant articulation, they also produce a variety of sociocultural dynamics of consumption.
 Thus, the time period between the identity crisis of 1945 and the beginning of a consumer “revolu-
tion” in 1959 in Japan has been analysed not only as a space of the “early postwar”, but also a phase 
of intellectual, social and cultural diversity among the so-called “darkness”. 
As postcolonial theorist Homi Bhabha stated on the new spaces that open up due to the crisis: 
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³&XOWXUHVDUHRQO\FRQVWLWXWHGLQUHODWLRQWRWKDWRWKHUQHVVLQWHUQDOWRWKHLURZQV\PEROIRUPLQJDFWLYLW\
which makes them decentred structures – through that displacement or liminality opens up the possibility of 
DUWLFXODWLQJGLIIHUHQWHYHQLQFRPPHQVXUDEOHFXOWXUDOSUDFWLFHVDQGSULRULWLHV´5XWKHUIRUG
3OXUDOLWLHVRIWDVWHDQGFRQÀLFWLQJDQGFKDOOHQJLQJDQWDJRQLVWVRFLDOIRUPDWLRQVDJDLQVWZKLFKWKH
model of the middle mass consumption as hegemony emerged, were equally challenging, altering and 
negotiating the images of consumption as a democratic social practice. Based on the rapid develop-
ment with which the Occupation and the Japanese authorities installed a capitalist consumer society, 
the theories, concepts, cultures and ideas started to change the creation and adoption of sociocultural 
practices between the extremes of poverty and luxury. 
The underlying logic of the early postwar hegemonic discourse was not a logic at all, it was rather 
a part of blurred social spaces subsumed under noise. With a discourse analysis after Laclau and 
Mouffe and the theory of distinction as a cultural practice, this thesis has located boundaries and mar-
JLQDOLVHGVSDFHVLQRUGHUWRORFDOLVHWKHVRFLDOIRUPDWLRQVWKDWKDGEHHQFRQÀLFWLQJZLWKWKHSUHYDOHQW
formations and processes. It was necessary to locate consumer spaces and the formation of the social 
spatialisation of identities over the practices of right and wrong consumption, so that antagonists 
could be analysed and power relations made visible through the articulation of equivalence chains 
of “deviance”. By focussing on the extremes of poverty and luxury, and by focussing on the central 
space which connected the extremes, the black market, it was possible to understand through the theo-
UHWLFDOFHQWULQJRIWKHPDUNHWDQGLWV1HZ5LFKUHSUHVHQWDWLYHVDVDIRUPDWLRQRInoise, how social 
boundaries between social spaces were created and, because of the noise, could not easily articulate 
hegemony.
As it is not possible to understand consumption without the strong emphasis on poverty in the 
early postwar, the spaces of distinction result from the distribution and accumulation of symbolic 
FDSLWDOGXHWRWKHHPHUJHQFHRIWKHEODFNPDUNHWDQGWKH³UHDO´FRQVXPSWLRQRIIDVKLRQE\1HZ5LFK
consumers and “deviant” youth. As a reaction, and in an analysis after Bourdieu, the appropriation of 
distinction in form of luxury also emerged from noise: the third space of luxury could only be articu-
lated in the space which the black market consumption had opened, and in this case, it was clothing. 
This thesis has analysed the questions why luxury mattered as a distinction to the imaginary of 
a general poverty in the postwar and thus investigated the underlying logic for the movements and 
VRFLRFXOWXUDOG\QDPLFVLQHYHU\GD\OLYHVIRFXVVLQJRQ¿YHGLIIHUHQWDVSHFWV
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– the imaginary of general poverty as a factor of installing democracy and equality, and its proc-
HVVLQWRDGHSROLWLVDWLRQRIWKHSRRUGXHWRQHZVWUDWL¿FDWLRQPRGHOVDQGWKHHPSKDVLVRQDFXOWXUDO
standardisation of livelihoods by “overcoming poverty”.
±WKHEODFNPDUNHWDVWKHFHQWUDOMXQFWXUHDQGVSDFHRIFRQVXPSWLRQWRZKLFK³ULJKW´DQG³ZURQJ´
social practices of consuming were related, but also as the space where social noise occurred.
±WKH1HZ5LFKDVPDUNHUVRIERWKFRQWLQXLW\DQGGLVUXSWXUHDQGDVVRFLDOHPEOHPVIRULPPRUDO
political values of consumer goods due to appearance and (fashion) consumption
– a case study on design and dressmaking as tastemakers, to detect the dynamics between “over-
FRPLQJSRYHUW\´³UHVWUDLQLQJFRQVXPSWLRQ´DQG³FRQWDLQLQJ´GHYLDQW1HZ5LFKOHJDFLHVUHSUHVHQW-
HGE\FRQVXPHUVDSUqVJXHUUH\RXWKDQGLQSDUWLFXODUZRUNLQJZRPHQ
– the different notions of luxury as distinction towards both the overexcessive luxury consump-
tion, the implementation of decencies in order to abolish luxury and pervade the boundaries of social 
VWDWXVDQGWKHMXQFWXUHRIWUDYHOOLQJWKHRULHVEHWZHHQ³$PHULFDQ´KHJHPRQ\DQG³(XURSHDQ´GLV-
tinction.
1.1 The black market and New Rich
7KHREMHFWRIFRQVXPSWLRQUHYROYHGDURXQGWKHUHODWLRQVDQGERXQGDULHVEHWZHHQJRRGDQGEDG
social practices, transnational encounters and the role of the consumer as the agent of change, eman-
cipation and access to power relations. By combining contradictory elements to delineate “wrong” 
practices, consumption was both restrained to serve this new democracy and individually evolved 
as part of democratic freedom. Nonetheless, as opposing to poverty and luxury, the central place of 
consumption and all further developments were the black market and its various representations, but 
the market was also the problematic place in between constructing those extremes: as long as the 
black market was both the effect and cause of poverty and luxury, it also became the central focus of 
arguments against social inequality, but, due to its central condition as the only space of consumption 
where goods could be circulated, it emerged as social noise. The consumer was therefore present and 
existent, but deferred from the political meaning of consumer culture, since the immediate years after 
WKHZDUOHWWKH³UHDO´FRQVXPHUQRWHYROYHDVDSULPDULO\SRVLWLYHVRFLDOLGHQWL¿FDWLRQDQGLQVWHDG
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stigmatised the practice as committing consumption. Talks and articles in kasutori magazines, the 
JRVVLSDQGSHUYHUVHSUHVVZKLFKDOVRKDGWKHLURULJLQLQWKHEODFNPDUNHWGLIIHUHGIURPRI¿FLDODF-
FRXQWVDQGPHGLDDVZHOODVIURPLQGLYLGXDOKLVWRULHV&HQVRUVKLSE\WKH&LYLO,QIRUPDWLRQ6HFWLRQ
made it almost impossible to see the black market consumer space as a place of vitality, while writers 
DQGMRXUQDOLVWVDVZHOODVFRQWHPSRUDU\ZLWQHVVHVVKHGSRVLWLYHOLJKWRQLWWKHUHIRUHDOVRFKDQJLQJ
WKHIRUPVRIHQXQFLDWLYHPRGDOLWLHVE\GLIIHUHQWOLWHUDU\RUDODQGRWKHUDFFRXQWV7KH1HZ5LFKDV
representatives of the black market were also the same elements of the equivalence chain where de-
PRFUDF\ZDVDUWLFXODWHGDQGWKHVDPH¿HOGRIGLIIHUHQFHVZKHUHROGYDOXHVHYHQLIQHJDWHGDQGQHZ
symbols coexisted alongside each other, without having a strict social hierarchy yet. 
By creating dichotomies, such as the premodernity of wartime values, and the overexcessive, or 
free capitalism of America, the black market nonetheless emerged as the antagonist side of both. 
While capitalism turned into a progressive narrative of Japanese modernity, “American” capitalism 
DVDV\PEROUHPDLQHGLQWKHEODFNVSDFH6LPXOWDQHRXVO\WKHPRUH-DSDQHVHSUHZDULGHQWL¿FDWLRQV
with traditions such as minimalism, aesthetics, modesty, and the “Japanese thing” were reinvented, 
the more the black market also became the legacy of wartime social structures of paternalism, cor-
UXSWLRQDQGYLROHQFH7KHPRVWGRPLQDQWVWUXFWXUHRIQRLVHZDVWKHEODFNPDUNHWZKLFKZDVWKH¿HOG
of differences where not only poverty and luxury emerged, but also where time and place were given 
another meaning. Thus, differences  of poverty and luxury were singled out by both narratives of tra-
dition, as a timeless aesthetics, and progress could be discursively constructed, in form of the empty 
VLJQL¿HURIdemocracy. The more the becoming reality of modernity has overwritten the “early” in 
the postwar, the more this phase has been relocated into the “dark times” as a continuation of wartime 
chaos, only to show the merits of capitalist consumerism in promoting growth and a “consumer revo-
lution” as the discontinuation of history and as basis for democracy. 
&DURO*OXFNDQG<RVKLPL6KXQ¶\DDPRQJPDQ\RWKHUVKDYHVKRZQWKDWGHPRFUDF\LQWKHSRVW-
war had been experienced with a social emphasis: the right to social goods and domestic livelihood 
*OXFN[OLY[OY<RVKLPL,QWKHSUHZDUWKHFRQÀLFWOD\RQWKH³SURGXFWLRQRIGHVLUH´WKDW
threatened historical culture, and demanded to “overcome modernity” with the emphasis on Japanese 
tradition in contrast to the materialism called Americanisation (Harootunian 2000: 13). Nonetheless, 
there was a huge gap between the ideal of “modernity” of social practices and consumer behaviour, 
289
VII. CONCLUSION
and between the realities of a fundamental physical poverty on the one side and a wealthy materialism 
RI1HZ5LFKSUR¿WHHUVRQWKHRWKHU
The more the topics centred around the a-democratic, unequal sociality of “capitalist” or com-
PHUFLDOLVWSURGXFHUVDQGFRQVXPHUVVXFKDV1HZ5LFKDQGZRPHQWKH³JRRGFRQVXPHU´HPHUJHG
as a theme of virtue and progress, shaping social status by relating to visible patterns of distinction 
by symbols of moral economy, restraint, and “cultural standardisation”. The black market, social 
practices, cultural images and political struggles all entered the equivalence chain of “darkness” as 
antagonism and created social hierarchies accordingly. However, the dynamics of the black market 
DQGLWVDW¿UVWLQFRQWUROODEOHDFFHVVWR¿QDQFLDOFDSLWDOZHDOWKDQGSRZHU³GLVWXUEHG´WKHDWWHPSWVRI
entirely displacing and closing it as an immobile space. 
While poverty shifted to “social security”, as shown by Deborah Milly (1999), the extreme of pov-
HUW\DVDV\PERODOWKRXJKVHHQDVWKHYHU\¿UVWIRXQGDWLRQRIHTXDOLW\HYROYHGLQWRDVRFLDOSUREOHP
of deviance, crime, but also symbolised the impact of materialism and violent political struggle. The 
VHDUFKIRUDPRUDOHFRQRP\DOVRDWWHPSWHGWRGH¿QHERUGHUVRIFRQVXPSWLRQDQGFXOWXUDOVWDQGDUGV
But the emphasis on general poverty as a concept for democratic equality and capitalism could not 
produce clear and institutionalised boundaries for the overcoming of poverty as if it were a relic of 
SUHZDUPRGHUQLW\0RVWRIWKHOHJDO¿JKWVZHUHVXEVXPHGXQGHU2FFXSDWLRQDOOHJLVODWLRQDQGSDWUL-
RWLFLQWHQWLRQVLQRUGHUWR¿JKWWKHDOOHJHGFDXVHRISRYHUW\ZKLFKGLGQRWOLHLQDXVWHULW\PHDVXUHV
but in the black market, as the overdetermined extreme of luxury and materialism. 
The early postwar has only in the last few years been researched as negotium, in which many rival-
ling discourses, could still coexist due to the reformulation of territory, ideas, culture and social order. 
$OOWKHVHFRQÀLFWLQJSUREOHPVRIWKHODWHVDQGWKHVUHVXOWHGQRWRQO\LQWKHUHSRVLWLRQLQJRI
VRFLDOVXEMHFWSRVLWLRQVLQWKHGLVFRXUVHEXWDOVRVHWDIUDPHZRUNIRURSHUDWLQJFRQFHSWVRI³ZURQJ´
and “right consumption” in between. The rapid development and pluralisation of social positions and 
cultural ideas after the defeat and its simultaneous identity crisis not only generated new spaces and 
VLJQL¿HUVEXWDOVRDFWLYHO\DGDSWHGQHZIRUPVRIFXOWXUHWKDWZHUHFKDQJHGFRQWHVWHGDQGDSSOLHG
WR WKH DOUHDG\H[LVWLQJ VRFLDO VSDFHV DQGFXOWXUDO FRQWH[WV7KHPRVW LPSRUWDQW VLJQL¿HUV LQ WKHVH
contexts were democracy and equality. The wrong consumption was all about extremes: the “poor” 
who did not receive welfare because of their immoral life-styles and their incapability of saving 
for the good of the nation, and the “capitalists”, the black marketeers and new entrepreneurs, being 
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FDOOHG1HZ5LFKRU³QHZ]DLEDWVX”, because of their immorality to over-consume and waste money 
on “Americanised” and therefore “untasteful” commodities. With the defeat, the Japanese tradition 
of goods had been proven as not rational enough to match the claims of aesthetic beauty as timeless 
and universal. Although poverty and luxury seemed to contradict themselves in their very meaning, 
the social practice of consumption was the underlying logic of overdeterminingDQG¿[LQJERWKSRY-
erty and luxurious consumerism as the enemies of the new democratic Japanese culture. What lay 
in-between was not only a dynamics of producing social space, but also a dynamics of distinction and 
DGMXVWPHQWEHWZHHQDQWDJRQLVWV7KHHDUO\SRVWZDUZDVWKXVQRWPDSSHGDVDWLPHEXWDVDspace of 
FXOWXUDOGLVRUGHU&RQVXPSWLRQVWLOOZDVVHFRQGDU\WRSURGXFWLRQFRQVXPHUVZHUHVHHQDVFODVVDQ-
tagonists. In addition, national campaigns to save and restrain consumption to the minimum were also 
contributing to detect people consuming beyond the necessary as committing consumption. In a time 
of scarcity, where people should only buy necessities, even commodities consumption was regarded 
as committing consumption as the overdetermined general crime (Laclau 2000: 54-55). 
The dichotomising effects of the two “extremes” of poverty and luxury were inscribed into the reg-
ulation of “good” and “wrong” social practices that were connected to the establishment of a culture, 
based on the democratising effect of consumerism. As the American Occupation and the Japanese 
JRYHUQPHQWERWKWULHGWRGLIIHUHQWO\DQGFRQÀLFWLQJO\LQWHUSUHWWKLVIRUPRIFDSLWDOLVPDVGHPRFUDWLF
the “in-between” culture soon became a symbol for good and restrained consumption. The more the 
VWUXJJOHRISROLWLFVQHZVXEMHFWSRVLWLRQVDQGFODVVVWUXJJOHVZHUHIUDPHGLQWRWKHFRQFHSWVRI³H[-
treme” and “wrong” practices centring on consumption, the more the promise of a “shifting”, “mo-
bile” and “permeable” “good” middle class depoliticised those people who were part of the producing 
sector for the establishment of this consumer reign, mostly workers, hard-working women (Partner 
EXWDOVRZRPHQWU\LQJWR¿QGWKHLUVRFLRSROLWLFDOVSDFHVLQEHLQJVHOIHPSOR\HG
In this ideal, in particular early postwar working women without household did not have a good 
status, although the success stories of their unions and workplaces in the 1940s and 1950s show that 
WKHVRFLDODQGSROLWLFDOSRZHUWKDWPHQHQMR\HGLQWKLVLGHDOFRQVXPHULVWUHSXEOLFZDVQRWDOZD\V
greater than women’s spaces (see Faison 2007). Especially those women who were in the textile busi-
ness, but also other single working women that could not be housewives, were surprisingly active and 
politically successful in the spaces that were heavily debated as “right” or “wrong” cultural and social 
phenomena, occupations, or practices, such as fashion. 
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The newness and rapid change of the modern fashion cycle, and the confrontation with an aggres-
sive force being placed into a globalised transformation of postwar life during the Occupation and 
WKH&ROG:DUVKDSHGDQGSURGXFHGQHZVWUHVVHVDQGQHZDQ[LHWLHVDVZHOODVKLVWRULFDOPHPRULHV
and, due to the pace of accelerated capitalism, they also produced the longing for a prewar modernity 
as a newly invented tradition, a tendency that has been continuously reworked tradition into the new 
formations of culture.
Mike Featherstone, in his revised edition on the concept of the invention of tradition and moder-
nity, albeit drawing from the transition from Edo to Tokyo, argues that
“What is interesting here is the dual response to modernism; both modernism driven by the avant-garde 
G\QDPLFTXHVWIRUµWKHQHZ¶DQGWKHUHWUHDWWRWKHLPDJLQHUHDVVXULQJLPDJHVRIWUDGLWLRQERWKSODFHDKLJK
premium on invention.[...] Alternative modernities points to the view that modernity today offers people 
around the world the opportunity to engage critically with their own hybrid modernities. Not the end of a 
single narrative of modernity, the end of modernity or coming of postmodernity, but instead the absence 
RIDJRYHUQLQJFHQWUHSURGXFHVODWLWXGHIRUPXOWLSOHYDULDWLRQDQGµFUHDWLYHDGDSWDWLRQ¶LQDUDQJHRIVLWHV
This reading of the culture of modernity as invention is premised upon the cultural resources, the availabil-
ity of means of cultural production, circulation and consumption.” (Featherstone 2007: 172)
If the cultural production of consumption is part of sociocultural dynamics, contexts, shifting po-
litical struggles and the constant negotiation of dominance between social groups and strata, the con-
sumption of symbols in the early postwar similarly developed alternative modernities, distinction and 
creative criticism. This did not only use symbols such as America or Europe, replaced and adopted 
them as Japanese modernities, but also shaped the practices of distinction.  
1.2 Early postwar middling modernity
)RXFDXOWKDVGH¿QHGPRGHUQLW\DVDQDWWLWXGHDGLVWLQFWLYHZD\RIDFWLQJDQGEHKDYLQJEXWDOVR
problematising one’s relation to the present and produces a criticism which can lead to the production 
of new political and cultural spaces. This also produced an aesthetic process of the self and a critical 
UHÀHFWLRQLQDUWDQGFXOWXUHZKLFKDOVRUHFUHDWHVUHVWUXFWXUHVDQGUHPRGHOVWKHXUEDQIDEULFSHRSOH
in Tokyo lived in: Baudelaire’s “ironic heroization of the present” that can be found in the postwar 
FRQVXPHUFXOWXUHRIWKH1HZ5LFKWKHEODFNPDUNHWEXWDOVRWKH$PHULFDQLVP of fashion-conscious 
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women, also implied what Foucault has positively connoted as the ability for criticism of the present 
FRQGLWLRQV)RXFDXOWE7KH\PRGL¿HGDQGUHVKXIÀHGWKHUXOHVRIWKHJDPHRISRZHUUHOD-
WLRQVDQG¿UVWDQGIRUHPRVWHVWDEOLVKHGRQIRUPRI-DSDQHVHFRQVXPHUFXOWXUHZKLFKZHWRGD\ZRXOG
see as a highly social mobility and political agency of modernity. 
There is no doubt that the postwar “modernity” still relied heavily on wartime experiences and on 
what scholars call the “transwar” experience ranging from the 1930s to 1960; the state involvement as 
DJHQWLQFODVVVWUXJJOHVDQGFRQÀLFWV<DPDQRXFKLRUWKHUDWLRQV\VWHPVXFKDVWKHIRRGGLHW
VHH&ZLHUWNDDVZHOODVPDQ\RWKHUVRFLDODQGSROLWLFDOSUDFWLFHVWKDWGLGQRWVXGGHQO\FKDQJH
with the beginning of the postwar in 1945 and still remained for more than one postwar decade (see 
Gordon 2007; Iwasaki/Komori/Narita 2009). Although the early postwar has been the fundamental 
story of defeat, denial, and Occupation for many years, it also functioned as the renegotiation of the 
“postwar” as the era of modernity and progress which this time continued what had only been “fan-
WDVL]HG´VLQFHWKHEHJLQQLQJRIWKHWK&HQWXU\+DURRWXQLDQ
 Many scholars have questioned the middle class and their ideology before the 1960s, showing that 
middle mass consumers were a minority until the 1960s, and their particular practices were only one 
formation within all cultural and social practices. This meant that the hegemonic discourse not only 
segregated consumers into new gender roles of “white-collar worker” or “salaryman” and “house-
wife”, but as a who could represent this category of domestic consumption as a habitus were still in 
the making. In addition, the debates on fashion as analysed in this thesis show that the concern on 
culture or taste not necessarily favoured a class, but was a serious concern for everyone living under 
the postwar circumstances. The efforts for recovery and culture were carried by all members on all 
OHYHOVRIVRFLHW\:KHQWKH³FRQVXPHU´EHFDPHDVXEMHFWIRUHFRQRP\DQGSROLWLFVLQWKHVRFLDO
VWUDWL¿FDWLRQWRZDUGVWKH1HZ0LGGOHQRQHWKHOHVVJUDGXDOO\VXEVXPHGPRVWLGHQWL¿FDWLRQVRIFODVV
and various representations of materialism, and seemed to have entirely terminated all preceding po-
litical struggles, working conditions, and social practices. 
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2 NEGOTIATING CONSUMPTION
2.1 Travelling rivalling ideas
7KHHDUO\SRVWZDUGH¿QHG\HWZDVQRWDEOHWRVHWLQPRWLRQDQHQWLUHO\QHZFRXUVHRIYDOXHVD
shared experience promoted by Japanese modernists, and further inscribed by the policies of the 
*+4FORVHO\UHODWHGWRWKHLGHDORIGHPRFUDF\7KHVHYDOXHVVWLOOKDGWRFRPHDFURVVGLI¿FXOWLHVZLWK
the prewar and wartime, and especially the early postwar “times of crisis”, but set in a transnational 
context with new global conditions. According to Andrew Gordon in his study on labour conditions, 
³SHRSOHLQ-DSDQZHUHVWUDLQLQJWRGH¿QHWKHPHDQLQJRIWKHLUSRVWZDUGHPRFUDF\LQDVKLIWLQJLQWHUQDWLRQDO
DQGGRPHVWLFFRQWH[W7KHLUHIIRUWVPDGHWKH¿IWHHQ\HDUVDIWHU:RUOG:DU,,DXQLTXHO\FRQWHQWLRXVHUD
marked by a battle of ideas […].” (Gordon 1998: 8)
The problem of an extreme physical poverty on one level of the population and the possibility of 
EHFRPLQJ1HZ5LFKRQWKHRWKHUZDVDOVRDFRUHSUREOHPRIWKHVRFLDODQGSROLWLFDOSURFHVVHVRIWKH
HDUO\SRVWZDULQ-DSDQ-DSDQKDGWRIDFHWKHWUDQVQDWLRQDOHQFRXQWHUZLWKDQHZJOREDOIRUFHDÀRXU-
LVKLQJEODFNPDUNHWZKLFKDFFHOHUDWHGLQÀDWLRQDQGWKHUHFRQVWUXFWLRQRIOLYHOLKRRGVRIWKHSRSXOD-
tion, of working structures and of a new form of democratic politics. Since the promise of a “better”, 
GHPRFUDWLFDQGHTXDOPLGGOHFODVVVRFLHW\VDZWKHVHVWUXJJOHVDQGFRQÀLFWVDVFXOWXUDO³H[WUHPHV´
of the dark times that had to be overcome, the “escape” into a great democratic mass society of “in-
between” (FKǌNDQWKHVHH[WUHPHVDOVRLQWHQVL¿HGWKRVHSROLWLFDODQGVRFLRFXOWXUDOSURFHVVHVLQID-
YRXURIVRFLDOLQHTXDOLW\$OWKRXJKDVVKRZQLQ&KDSWHU9DQG9,SURJUHVVLYHLQWHOOHFWXDOVVXFKDV
.DWǀ+LGHWRVKLVDZWKHEODFNSODFHVDQGDSUqVJXHUUHDVSDUWRIWKHQHZFLYLOVWUDWDRI³LQEHWZHHQ´
VHH.DWǀ+DEWKHGHEDWHRQ³ULJKW´RU³ZURQJ´VRFLDOSUDFWLFHVIXUWKHUVROLGL¿HGWKHLUH[FOX-
sion as extremes. The early postwar was not only the reformulation of a mass consumer society, but 
this form of society was also discussed and positioned during a time of class struggles and a constant 
UHSRVLWLRQLQJRIVXEMHFWDQGFODVVSRVLWLRQVZKLFKPDGHDWKRURXJKGH¿QLWLRQGLI¿FXOWWRDFKLHYH
Although poverty always exists in a society, particularly when there is economic development and 
ZKHQOX[XU\LVGH¿QHGDVH[FOXVLYHWKHHPHUJHQFHRI1HZ5LFKLVDOZD\VDQLQGLFDWRUIRUVRFLDO
change. Poverty and luxury alike have never been a huge public issue after the 1960s, as the postwar 
P\WKRIWKHPLGGOHPDVVVRFLHW\KDVGHHPHGWKHPDVRQHRIWKHPDUJLQVRIDIÀXHQWVRFLHW\,QFRQWUD-
diction, luxury, as the relative measure of poverty and as a very obvious problem from the 1920s until 
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the 1940s, when it was declared “the enemy” of the Japanese nation, was silenced from 1945 until 
WKHPLGV7KHSRVWZDUVWDWHSURJUHVVHGLQ¿QGLQJDVRFLDOFRPSURPLVHIRUSRYHUW\DOWKRXJK
poverty was the initial point of “levelling” society into a narrative of equality. The middle was the 
JOREDOVWUDWL¿FDWLRQPRGHORIDOOHJHGVRFLDOPRELOLW\EHFDXVHLWJDYHWKHRSSRUWXQLW\WR³HVFDSH´IURP
extremes. Thus, the social compromise for luxury consumption, as a condition for the inequality of 
poverty, was democratisation, equality, and the capitalist promise of a consumer’s republic. 
2.2 Transnational encounters
Yoshimi Shun’ya has shown that this discourse on modernity also served in the postwar to con-
sume the symbol of “America” as a form of asserting self-exotisation and nationalism in Japan (see 
Yoshimi 1999). The middle class was also favoured by the American Occupation, which produced 
KXQGUHGVRISURSDJDQGD¿OPVRQHYHU\GD\OLIHLQWKH86$FRPELQLQJWKHLULGHDVRIDFRQVXPHU¶V
republic promoting democracy, equality and rationality through the ideal representative of the con-
suming housewife. In this context, the exaggerated form of $PHULFDQLVP and commercialism was 
a central point where criticism emerged as a cultural claim from both conservative and progressive 
intellectuals, designers and cultural theorists (see Kuwasawa 1950; Kon W. 1951b; Katsumi 1951, 
Kon H. 1946). Despite embracing growth, the prewar thought of “overcoming” consumerism and 
materialism associated with the United States, was still alive in the early postwar, but with contradict-
LQJH[WUHPHVWKDWUHÀHFWHGERWKWKHDPELYDOHQWWUDQVQDWLRQDOUHODWLRQVKLSZLWKWKH8QLWHG6WDWHVDV
Occupier as well as the problematic situation of Japanese everyday lives. American ideals of democ-
racy and democratisation entered the discourse and disseminated ideas over “commodities”, which 
should prevent the urban underclasses to be bound into a structure relations of territorial dependence 
and social hierarchies, and permeate the small fraction of upper classes, as a form of consumer’s 
UHSXEOLF<DVXGD7KHDQDO\VLV LQ&KDSWHU ,,,RQ WKHFRQVWLWXWLRQDO OLYLQJVWDQGDUGKDV
shown that this was not the case at all and that instead the model created new underclasses which, due 
to government discrimination, were polarised into the extreme or displaced into the black market, to 
GHSROLWLFLVHWKHZRUNLQJFODVVHVDQGORZZDJHHDUQHUVƿNǀFKL>@0RUL,WKDVDOVR
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shown that general poverty was a dominant concept which overshadowed social differences and class 
structures by implying that everyone after the war was equal. 
Nonetheless, the criticism on $PHULFDQLVP as overexcessive consumption reinforced by the “past” 
and transnational world of the black market indicated that tendencies in the postwar often occurred 
as a reaction to the public consumption of the same commodities that were initially coupled with the 
image of democracy. American culture likewise proved to be a “direct other”, but a far away and 
wealthy culture that could not be easily adapted by a populace which had to start again from poverty, 
after having lived a culture of uniform and oppression for many years since the 1930s. Thus, as ana-
O\VHGLQ&KDSWHU9WKHHPSKDVLVRQFRQVXPSWLRQRIFORWKLQJDQGIDVKLRQDVDIRUPRIFRQVXPHULVP
ZKLFKORFDWHGDQGGLVSODFHGFRQVXPHUVLQWRWKH1HZ5LFK&ODVVRUWKHEODFNPDUNHWGXHWRWKHLUDS-
pearance, had reemerged in the postwar as a way to restrain the materialism of consumers. Taste in 
material goods and sociocultural practices is also a form of self-expression and self-assertion. In order 
to compete with men in the tastemaking process by the promotion of design as “modernity”, female 
fashion designers also established a space where they were taken seriously and could exert power, 
being part of the discourses on how clothing should be worn. 
The small differences in consuming habits, which mostly revolved around desires, because goods 
ZHUHVFDUFHDOVRGH¿QHGVRFLDOSUDFWLFHVDQGERXQGDULHV7KHHYROYLQJIDVKLRQLQGXVWU\VHJPHQWHG
and localised certain groups of consumers in order to educate taste, but since fashion also emerged 
in the realm of social noise, the efforts of advertising identity by wearing and therefore thinking and 
living the right style were ubiquitous. Fashion now has become a specialised consumer segment, but 
in the 1940s and 1950s, it was still partly state-supported through the national agenda of the MITI and 
WKH,QGXVWULDO$UWV,QVWLWXWHDIWHUZKLFKWKH'HVLJQHUV¶&OXEVZHUHPRGHOOHGDQGDVKDVEHHQDQD-
lysed in the previous chapters, was a cultural phenomenon which every intellectual, artist, housewife 
RUZRUNHUZDVGHEDWLQJ&ORWKHVFRQYH\FXOWXUDOLGHDVSROLWLFDODQGVRFLDOYDOXHVDQGEHFRPHV\P-
EROVIRUWKHZHDUHUV¶VRFLDOFODVVSRVLWLRQV1RQHWKHOHVVDVVWUXFWXUDOLVWSKLORVRSKHU5RODQG%DUWKHV
has argued in 7KH)DVKLRQ6\VWHP, “fashion is an order made into a disorder” (Barthes [1967] 1983: 
300), in order to keep the fashion cycle renewing itself constantly, so that in the early postwar, it was 
RQHRIWKHIHZUHDOPVRIFRQVXPSWLRQWKDWFRXOGQRWEH¿[HGE\VRFLDOERUGHUV±DOEHLWKLJKO\GHEDWHG
as the core emblem of commercial capitalism, $PHULFDQLVPDQG1HZ5LFKFRQVXPHULVP±DQGVHUYHG
as a space of resistance for both the producers/ designers and consumers of fashion, mostly women.
296
VII. CONCLUSION
$V&KDSWHU9,UHYHDOVWKHIHZFRQVXPHUVZKRVRXJKWGLVWLQFWLRQWRWKH1HZ5LFKFRQVXPSWLRQ
adapted the third space France as reference point of criticism to both commercialist capitalism and 
the instalment of Japanese culture, and shaped a formation of luxury consumption which could ap-
ply to both the claims of necessity in form of modesty and restraint, and the claims of democracy 
which was differently adapted through the “freedom” of )UDQFH. This formation was also articulated 
in precisely the space of fashion as noise which the black market had opened and which, as a hybrid 
structure, could not be contained within boundaries of class and “right” social practices. The theoreti-
cal assertion that )UDQFH (in fashion) was merely a discursive construct is not always given; )UDQFH, 
and in other intellectual spaces, Europe, was a travelling theory within the symbol and process of 
Americanisation, and part of the efforts to install a democratic nationalism, but served as distinction 
in the realm of consumption. In this context, the “West” in all its different fragments, was not only a 
reference of utopia or of normality, but a part of an intrinsic construction of everyday realities, iden-
WL¿FDWLRQSURFHVVHVDQGVRFLDOSUDFWLFHV
2.3 The early postwar as negotium and the power of noise
$V,ZDEXFKL.ǀLFKLKDVUHPDUNHGIRU WKHV WKHUH LVQRWRQHVLQJOHGLUHFWRWKHU WKDWFXUEV
imaginations, there are many others on different and vernacular levels of society (Iwabuchi 2002: 
7KHFRQVXPSWLRQRIFORWKLQJDQGIDVKLRQDVWKHEULGJHEHWZHHQWKHEODFNPDUNHW1HZ5LFKWKH
discussions on national taste in form of oshare, and the emancipation of in particular designers,  artists 
and intellectuals by distinction from the mundane and passive role models of the New Middle, is 
only one, but a very strong formation of sociocultural dynamics of consumption in the early postwar. 
1RQHWKHOHVVFRQVXPHU1HZ5LFKIHPDOHGHVLJQHUVDQGOX[XU\FRQVXPHUVRI)UHQFKKDXWHFRXWXUH
not only challenged the imaginary of general poverty, but also enabled social mobility as opportuni-
WLHVIRUEHLQJWKH¿UVWPRGHUQDJHQWVRINQRZOHGJHSRZHUDQGLGHQWLW\
The deep ambiguities of consumption – waste, excess, incorporation – also determined its bounda-
ULHVEHWZHHQKHJHPRQLFDQGDQWDJRQLVWIRUPDWLRQV&RQVXPSWLRQFDQPHDQLPSRYHULVKPHQWEXWDOVR
enrichment, and these ambivalent concepts shape the early postwar society between “good/right” and 
“bad/wrong” consumption. While poverty was one of the general problems of Japanese society in the 
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¿UVW\HDUVOX[XU\DQGPDWHULDOLVPHPHUJHGDVWKHUHYHUVHVLGHRILWDQGWKHDZDNHQLQJRIGHVLUHVZDV
VKDSHGDFFRUGLQJO\E\ERWKWKHXELTXLWRXVGHPRQVWUDWLRQVRI$PHULFDQDIÀXHQFHDQGWKH\HDUQLQJ
for a national cultural consumption. The differences between use value of goods and values of dis-
tinction were furthermore practices that emerged simultaneously with the introduction of the “culture 
state” and an even constitutionally appointed standardisation of culture. Where consuming practices 
were stigmatised, the reaction towards representations of “wrong” consumption were countered with 
distinctive symbols of luxury. The yearning and ideology of culture against shortage and luxury con-
sumption also shaped the advantages of the ideology of a middle class as the only “escape” out of 
both extremes by staging cultural taste – albeit by consuming, but differently.
As this thesis has attempted to analyse: hegemony is fragile and provisional, and can only function 
LQDYHU\XQHDV\IRUPRIVRFLDOVWUXFWXULQJZKLFKFRQVWDQWO\KDVWR¿JKWIRULWVSRVLWLRQDQGUHDVRQ-
ing. The astonishing diversity of social practices and formations in the early postwar is also due to 
the social noise within and between the antagonist extremes of consumption. This renders the early 
postwar as an important phase of negotiatingWKHGLVFRXUVHVDQGLGHQWL¿FDWLRQSURFHVVHVRIDWLPHDQG
space, when the hegemony of consumer society was yet in the making and when alternative spaces 
and discourses still coexisted as equal opportunities.
As mentioned in the Introduction, there have been two approaches to the topic of rethinking the 
postwar: one, as depicted here, was to see the early postwar as a negotium and an important phase 
in the history of consumption as a sociocultural practice of distinction, even though there were no 
goods. The thesis has shown that particularly the formation of antagonists was crucial to the emerg-
ing formation of the New Middle class that gained mythical status since the late 1960s and has been 
GLVVROYHGDVDPRGHORILGHQWL¿FDWLRQLQWKHODVWWHQ\HDUV7KHRWKHUDSSURDFKZDVWRQRWRQO\VHHWKH
marginalised formations as a very important articulation of cultural and social practice, but also how 
political value and social status were inscribed into the practice of consumption by distinction and the 
imaginary of luxury as a transnational phenomenon.
If borders cannot be drawn because of social noise as a blurring of boundaries, resistance to social 
order is an important process of shaping hegemony by producing antagonisms. These can never be 
fully articulated as “enemies” because of sociospatial QRLVHand therefore it is also possible to analyse 
the various global crises of today as points of origin where dynamics and resistance can be detected 
and consciously challenged and appropriated. The early postwar was a negotium, because it tempo-
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UDULO\VHWWKHSUHYDOHQWGLVFRXUVHVDVHTXDOO\DORQJVLGHRWKHUULYDOOLQJGLVFRXUVHVUHVKXIÀHGWKHJDPH
and renegotiated social spaces, differences and the logic of equivalences to reinstall social order. 
If people today take the newly opened spaces into account, it is possible to claim them, and rene-
JRWLDWHRQWKHVHDPVDQGMXQFWXUHVRIJOREDOLVDWLRQIRUPLQJQHZYDOXHVDQGSRVVLELOLWLHVSDUWLFXODUO\
from the position of marginalised social formations who are regarded as outside of society. This is 
where the sociospatialisation of noise is enabling various antagonist groups, movements to become 
agents in the contemporary discourse. A crisis, as this thesis attempted to show, is not only the ero-
sion of identities and the collapse of systems, but mostly an area where the articulation of hegemonies 
encounter noise and where identity formation takes place. This thesis has made the attempt to reassess 
the early postwar because of recent transformations of society and the gaps that have been opened 
between the rich and the poor. Japan has had a lot of crises which affected society in the last years, but 
WKHHDUWKTXDNHLQ7ǀKRNXKDVJDWKHUHGPDQ\LQWHOOHFWXDOVRIERWKVLGHVRIWKHSROLWLFDOVSHFWUXPWRUH-
think social structures. Many of the protests have started with the new poor, or the “precariat”, which 
were seen as noiseEHIRUHEXWZKRKDYHEHJXQWRUHDFWPRUHÀH[LEOHWRZDUGVDVRFLHW\VWUXFWXUHGE\
the hegemony of consumerism. In fact, this consumerism, the ever-dividing gap in Japanese society 
nowadays and the overexcessive consumption of today’s new rich classes has experienced harsh criti-
cism from the “precariat”. In particular the overexcessive energy consumption and poverty needs to 
be looked at anew. If there are newly recognised social spaces, society might not face a “rebirth”, as 
WKHOHIWZLQJWKLQNHU.DUDWDQL.ǀMLQKDVVKRUWO\PHQWLRQHGDIWHUWKHHDUWKTXDNHGLVDVWHU.DUDWDQL
2011), due to the rivalling discourses and spaces, but  possibly a growing social noise. In the sense 
RI-DFTXHV5DQFLqUH¶VLGHDRISRVWGHPRFUDF\WKLVPLJKWOHDGWRDUHQHJRWLDWLRQRIVRFLDOHFRQRPLF
and political “common sense” as well as spatial identity by and with the precariat. This can happen in 
exactly the arena where “once was only [anarchic] noise”, allocated to an un-place, such as the black 
market: this noise can be turned into a part recognised and acknowledged as voice, if it is not policed, 
EXWLWVHOISROLWLFDOO\DFWLYHDQGFKDOOHQJLQJKHJHPRQ\5DQFLqUH
This analysis has attempted to show one example of how, in the time of the postwar, one specific 
FULWLFDOGLVUXSWXUHDQGMXQFWXUH±DFFRPSDQLHGZLWKDQLGHQWLW\FULVLVRIWKH-DSDQHVHVRFLHW\DQG
culture and many different rivalling discourses – are both shifting, challenged and challenging, socio-
cultural dynamics of which the plurality of positions and social spatialisations should not be underes-
timated, marginalised, or hegemonised.
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JAPANESE NAMES
阿倍眞之助　 Abe Shinnosuke (1884-1964)   publicist and head of NHK from 1960 to 1964
相原茂   Aihara Shigeru (1909-1993)   Marxist economist
青地晨　 Aochi Shin (1909-1984)     Asahi journalist
有沢 広巳  Arisawa Hiromi (1896-1988)   Marxist economist, member of the Ōuchi group
朝吹登水子  Asabuki Tomiko (1917-2005)   novelist, philosopher, French translator
中鉢正義  Chūbachi Masayoshi (1920-)   sociologist
太宰治   Dazai Osamu (1909-1948)   novelist
遠藤 健一  Endō Ken’ichi (1921-2006)    economic critic and publisher
遠藤政次郎　 Endō Masajirō (1894-1960)   head director of Bunka Fashion College
福田 恆存  Fukuda Tsuneari (1912-1994)   literary critic, artist
花森安治 Hanamori Yasuji (1911-1978)   graphic designer, editor of Kurashi No Techo
原 節子   Hara Setsuko (1920-)     actress
原田 弘   Harada Hiroshi (1927-)    policeman, interpreter for the Occupation Forces
長谷川如是閑  Hasegawa Nyozekan (1875-1969)   journalist, critic 
林三郎   Hayashi Saburō (1906-1985)   foreign correspondent for Mainichi Shinbun in Europe
土方定一　 Hijikata Teiichi (1904-1980)   art critic
平林 たい子  Hirabayashi Taiko (1905-1972)   female novelist
今泉篤男 　 Imaizumi Atsuo (1902-1984)   architect, IAI
井村恒郎  Imura Tsunerō (1906-1981)   psychologist, professor at Tokyo University
猪熊弦一郎 Ikonuma Gen’ichirō (1902-1993)   abstract painter (French arts)
乾孝  Inui Takashi (1911-1994)    psychologist, professor at Hōsei University
石井 定七  Ishii Sadashichi (1879-1945)   ”loan shark”, speculator in Osaka
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石井 好子  Ishii Yoshiko (1922-2010)    chanson singer
石川弘義　 Ishikawa Hiroyoshi (1933-2009)   sociologyst, psychologist
石川欣一  Ishikawa Kin’ichi (1859-1959)   journalist of Mainichi Shinbun
石渡貞雄 Ishiwata Sadao (1916-)    agricultural economist
伊東茂平　 Itō Mohei (1898-1967)    fashion designer
井植 歳男  Iue Toshio (1902-1969)    CEO and founder of Sanyo Electric
岩本 栄之助  Iwamoto Einosuke (1877-1916)   politician, stock broker
亀倉雄策　 Kamekura Yūsaku (1915-1997)   graphic designer
笠置シヅ子  Kasagi Shizuko (1914-1985)   singer, Boogie Queen
嘉藤秀俊 Katō Hidetoshi (1930-)    cultural theorist and sociologist
加藤 周一  Katō Shūichi (1919-2008)    cultural critic
勝見勝　 Katsumi Masaru (1909-1983)   furniture designer, IAI
桂ユキ  Katsura Yuki (1913-1991)    avant-garde artist
勝田貞次  Katsuta Teiji (1893-1958)    economic critic and publisher of Jiyū Kokumin-sha
河上肇    Kawakami Hajime (1879-1946)   journalist and sociologist, writer of the Tale of Poverty
剣持勇　 Kenmochi Isamu (1912-1971)   designer and founder of the postwar IAI 
木田徹郎  Kida Tetsurō (1902-1971)    welfare sociologist
木下 惠介  Kinoshita Keisuke (1912-1998)   ﬁlm director
木暮 実千代  Kogure Michiyo (1918-1990)   model, actress
今日出美　 Kon Hidemi (1903-1984)    novelist, manager of the Ministry of Culture and   
       Education (45-46) 
今東光　 Kon Tōkō (1898-1977)    novelist, writer
今和次郎 Kon Wajirō (1888-1973)    founder of modernology, cultural critic
近藤 日出造 Kondō Hidezō (1908-1979)   Yomiuri cartoonist and intellectual
近藤由利子　 Kondō Yuriko (?)     in-house designer for Fujin Kōron
今野 武雄  Konno Takeo (1907-1990)    scientist, politician
黒澤明   Kurosawa Akira (1910-1998)   ﬁlm director
櫛田ふき  Kushida Fuki (1899-2001)    feminist, historian
桑沢洋子　 Kuwasawa Yōko (1910-1977)   (fashion) designer, Kuwasawa Design School
マダム・マサコ  Madamu Masako (1916-)   fashion historian and designer
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前田 陽一  Maeda Yōichi (1911-1987)    philosopher
丸山 熊雄  Maruyama Kumao (1907-1984)   professor of French language and literature
丸山正雄  Maruyama Masao (1889‒1957)   philosopher, political activist
松下桂一  Matsushita Keiichi (1929‒)   sociologist
松下幸之助  Matsushita Kōnosuke (1894-1989)   founder and CEO of Matsushita, now Panasonic
御木本 幸吉  Mikimoto Kōkichi (1858-1954)   jewellery maker, CEO of Mikimoto Pearls
南博  Minami Hiroshi (1914-2001)   philosopher, popular culture critic
美濃部 亮吉  Minobe Ryōkichi (1904-1984)   Marxist economist, Ōuchi group, politician
三島由紀夫  Mishima Yukio (1925-1970)   novelist
宮川実   Miyakawa Minoru (1896-1985)   Marxist economist, workers’ education
宮城 音弥  Miyagi Otoya (1908-2005)    postwar psychologist (subjectivity)
三宅晴輝  Miyake Seiki (1896-1966)    economist and critic
宮本 百合子  Miyamoto Yuriko (1899-1951)   novelist, feminist
森喜一   Mori Ki’ichi (1900-?)    economic theorist
毛利眞実　 Mōri Mami (?)    abstract painter, resident in Paris
森脇正光  Moriwaki Masamitsu (1900-1991)   1948 millionaire, loan lender, called King of Usury
村田為五郎  Murata Tamegorō (1903-1992)   editor of Sekai Shūhō
鍋山貞親 Nabeyama Sadachika (1901-1979)   philosopher, social critic
中原淳一　 Nakahara Jun’ichi (1913-1983)   illustrator, fashion designer, editor and dollmaker
中島健蔵　 Nakajima Kenzō (1903-1979)   writer, French literature and arts, leader of the Writers’  
       Association
中山 伊知郎  Nakayama Ichirō (1898-1981)   labour activist and head of the Nihon Rōdōkyōkai   
       (Workers’ Association)
新居至   Nii Itaru (1888-1951)    social critic, cultural critic  
  Noguchi Isamu (1904-1988)   American-Japanese sculptor and designer
小川文子　 Ogawa Ayako     popular dressmaker of the Bunka Fashion College
荻須 高徳  Ogisu Takanori (1901-1986)   French painter, resident of France
荻須美代子 Ogisu Miyoko (1921-2007)   wife of Ogisu Takanori, painter
大川一司  Ōkawa Kazushi (1908-1993)   economist
桶谷 繁雄  Oketani Shigeo (1910-1983)   metallurgist and critic, French-educated 
大河内一男  Ōkōchi Kazuo (1905-1984)   social economist, postwar specialist on poverty
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奥むめお  Oku Mumeo (1895-1997)    leader of the Housewives’s Association,    
       consumer advocate
大森茂雄  Ōmori Shigeo (1922-2002)   Asahi journalist
大塚幸之助  Ōtsuka Kōnosuke (1906-1984)   umbrella maker and later owner of a basketball team
大塚末子　 Ōtsuka Sueko (1902-1998)   kimono designer
大内兵衛  Ōuchi Hyōe (1888-1980)    Marxist economist 
大宅 壮一  Ōya Sōichi (1900‒1970)    cultural critic, journalist
坂口安吾  Sakaguchi Ango (1906-1955)   novelist
笹本駿二  Sasamoto Shunji (1912-1998)   correspondent of Bungei Shunjū in France
瀬川清子　 Segawa Kiyoiko (1895-1984)   pupil of Yanagita Kunio, women folklore scholar
清水幾太郎　 Shimizu Ikutarō (1907-1988)   philosopher, paciﬁst
獅子文六 Shishi Bunroku (1893-1969)   artist, novelist, critic
杉野芳子　 Sugino Yoshiko (1892-1978)   dressmaker and head of the Sugino Doreme School
杉浦 幸雄  Sugiura Yukio (1911-2004)   cartoonist for Shufu No Tomo (Hanako-san)
砂原 美智子 Sunahara Michiko (1923-1987)   opera singer
高木正孝 Takagi Masataka (1913-1962)   psychologist
高橋徹   Takahashi Akira (1926-2004)   sociologist
高橋 誠一郎  Takahashi Sei’ichirō (1884-1982)   economist
高橋正雄  Takahashi Masao (1901-1995)   Marxist economist, Ōuchi group
高峰秀子  Takamine Hideko (1924-2010)   actress
高田博厚  Takata Hiroatsu (1900-1987)   sculptor, cultural critic
高田保馬  Takata Yasuma (1883-1972)   sociologist, theorist (Simmel), novelist
高山英華　  Takayama Eika (1910-1999)   urban planner
竹内茂代　 Takeuchi Shigeyo (1881-1975)   liberal politician
田中千代　 Tanaka Chiyo (1906-1999)    fashion designer
谷川徹三 Tanikawa Tetsuzō (1895-1989)   humanist philosopher, critic, chief editor Fujin Kōron
帯刀貞代  Tatewaki Sadayo (1904-1990)   radical Marxist feminist, political activist, historian
田村泰次郎  Tamura Taijirō (1911-1983)   novelist, writer of Nikutai no Mon 
暉峻康隆  Teruoka Yasutaka (1908-2001)   literary critic
伴江さとる  Tomoe Satoru (?)     one of the “three musketeers” in France
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豊口克平  Toyoguchi Kappei (1905-1991)   industrial designer, from 1935-1983 editor of   
       Kōgei News
都留 重人  Tsuru Shigeto (1912-2006)   Marxist economist, former chief of the postwar   
       Economic Stabilisation Board
鶴見俊輔  Tsurumi Shunsuke (1922‒)   cultural theorist, philosopher, activist
植村鷹千代  Uemura Takachiyo (1911-1998)   art and avant-garde critic
宇野千代  Uno Chiyo (1897-1996)    publisher of the fashion magazine Sutairu, kimono   
       designer
臼井吉見  Usui Yoshimi (1905-1987)    cultural critic
渡辺力　 Watanabe Riki (1911-)    designer
渡邉 聡   Watanabe Satoshi (1910-1993)  theoretical physicist
山口シヅエ  Yamaguchi Shizue (1917-)    feminist, suﬀragist, politician
山川菊栄  Yamakawa Kikue (1890-1980)   feminist, Chief of the GHQ Women and Minors’ Bureau
山下諭一  Yamashita Yuichi (1934-)    novelist
ヤマタキク Yamata Kiku (1897‒1975)   Franco-Japanese novelist 
柳宗理 　 Yanagi Sōri (1915-)    designer, lecturer
柳洋子　 Yanagi Yōko (1934-)    gender theorist, sociologist
保田與重郎  Yasuda Yojūrō (1910-1981)   novelist, Romantic school
横山源之助  Yokoyama Gennosuke (1871-1915)   journalist, founder of Japanese sociology
与謝野秀　 Yosano Shigeru (1904-1970)   diplomat, son of feminist Yosano Akiko
吉村 公三郎  Yoshimura Kōzaburō (1911-2000)  ﬁlm-maker
